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Which Are Your 
Best Flatware 
Prospects? 



















See FLATWARE MARKETS 
Beginning on Page 8! 








FIRST CAME THE CHEST NOW! THE CHEST TO SELL 
THAT SELLS THE SETS! ALL SUPPLEMENTARY PIECES! 


Sh selling punch tr 


“It's terrific ... and has helped us greatly with our selling.” Here's the easiest way ever to sell the serving pieces that thou 


That's a typical comment from one of hundreds and hundreds sands of women want! Hundreds of thousands of women wi 


of dealers who are using the Collection Chest NOW! Shows ail have boughf séts,gwho are buying sets, are in the market fj 


five patterns in the Holmes & Edwards Collection (knife and : these pieces now! Like rigingl Collection Chest in apped| 


a “YK ai 
fork in each) plus complete 52-piece service for 8. Costé6 you ance and mechanical featureésg¥ou’ pa nothing for the chest- 


—just the price of the silverware—only $47.79 net- . : rvdn pieces ... just'$21.19 ne! 


HOLMES & EDWARDS DIVISION 

INTERNATIONAL SILVER COMPANY 

MERIDEN, CONN. 

Please ship: DW Chest M (Mahogany)...B (Blonde). Knife 

and fork samples all Regular or Viande and Regular . 92-piece 

Service for 8 in Romance... Regular or Viande_. . Soups: Round 

BowlL_____Cream____+__Dessert____. 

Please ship: PT Chest (Supplementary Pieces)...M (Mahogany) 
.B (Blonde). 


NAME 


ADDRESS 
ALL PATTERNS MADE IN U.S.A. 
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CARRING GUARDS 


A NEW OVER-THE-COUNTER 





ITEM 






WITH A READY-MADE DEMAND... 





‘A NECESSITY FOR 


EVERY WOMAN WITH EARS 


7 
j 


‘Comfysafe’ EARRING GUARDS are hollow-formed discs of stainless 

7 steel that snap onto the screw ends of earring fasteners. They pro- 
/ vide a non-slip grip that holds securely with only light pressure on 
Mv / the ear. NO MORE LOST EARRINGS, NO MORE PINCHED EARS! 
j Every woman has been wishing for something like this, and will eagerly 





















part with fifty cents for the comfort and safety ‘Comfysafe’ EARRING 

GUARDS will bring. You can sell her a set with every pair of earrings 

y she buys, and for every pair she now owns. They fit all screw type 
/ earrings. 
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Each pair mounted on a tent folder 
(shown actual size) that will stand in 
your showcase. Dozen pair to a card 
(right) designed for self service. Price 
to the Jeweler, $3.00 per card. Retail 
50c pair, exempt from Federal tax. 





Licensed Manufacturer 


CHEEVER, TWEEDY & COMPANY, INC. A. SAUER & COMPANY 


North Attleboro, Massachusetts KON-ITE BLDG., CINCINNATI 2, OHIO 
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The Cover 


The attractive table setting (Tuttle 
Sterling, Imperial Glass and Lenox 
China) appears through the courtesy 
of House Beautiful. Flatware is essen- 
tial to the house beautiful. Jewelers’ 
knowledge of the flatware markets is 
essential. A series in this issue (page 
81) analyze those markets. Read this. 
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Llamilton 
the jeu slers watele 
Sold direct to retail jewelers by the 


HAMILTON WATCH COMPANY 


Lancaster, Pa. 
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LIFE’s dynamic impact on its ue ORAS 

24 million readers... Bretton’s expansion — 
z of its $10 million national advertising ' 
‘ investment—now teamed together as your gilt- ~~ 
edge guarantee of immediate consumer acceptance. 


Top billing on this first of Bretton’s 1953 series 
of full page, full color ads goes to Bretton’s exclusive 
Night-Time Stand*—the most unusual watch band 
package idea in a decade—FREE for you to give away! 
Featured with it, the season’s most wanted men’s 

and women’s watch bands—the great Bretton Deluxe 
line...your guarantee of greater turnover—greater profits! 


If you haven’t heard from your Bretton representative, 
write, wire or phone us today! 





lll ‘ We are prime contractors in the defense effort. 
~ BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, New York 
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AND LOS ANGELES 
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Honeysuckle 


the bees 


ate bUZzin’ 


Azalea Motif. SSF-188 Flexible 
Bracelet $15.00 plus tax — 


about a honey of a line... it’s Simmons “Spring Bouquet”’ 
Suggested Keystone. 
Azalea... graceful blossoms of petal-smooth sterling silver in a soft SSE-188 Earrings $6.50 plus tax — 
sheen finish. Matching earrings and bracelet. Suggested Keystone. 
And Honeysuckle... the sweetest set on the market! Simulated baguettes 
(variety of colors available) set in delicate swirls of Simmons Quality Honeysuckle Motif. F-182 Flexible 
‘ 4 . ee ° ° . B ] t $19.50 ] t — 
gold filled. Simmons “Spring Bouquet” in the distinctive blue cauiemiena iim 
box means... BLOOMING BIG PROFITS FOR YOU. E-182 Earrings $7.00 plus tax — 


Suggested Keystone. 


UU en d— company 


ATTLEBORO, MASS. 





r. f. 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR 8O YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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4215 Carat Size 4 MM Size 10x 8 


MM Size 9%4 x 7% 








4218 Carat Size 2 MM Size 8 x 6 


4219 Carat Size 144 MM Size 7% x 53 
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4220 Carat Size 1 MM Size 6% x 5 


cn 


4221 Carat Size % MM Size 6 x 43 
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SAVE HOURS OF LABOR 


These new settings, Series 710, are designed for 
emerald-cut stones and are of the substantial weight 
preferred for jewelry of the better class. They are 
made with the precision that characterizes all our 
settings and their use has the very important ad- 
vantage of saving you the many hours of hand 
labor that would have to be devoted to the pro- 
duction of settings like them. Besides this, these 
new settings assure you of absolute uniformity in 
every unit of any certain design you are producing. 


There are seven sizes, taking stones of approxi- 
mately four to three-quarter carats; millimeter 
sizes 10x8 down to 6x4!/. Series 710 is made in 
jewelry palladium, in 14K white gold and will be 
made in 10% iridio-platinum when this is available. 


We urge that you try them, because we are sure 
you will be more than pleased. 


BAKER & CO., INC. 


113 ASTOR STREET, NEWARK 5, N. J. 
NEW YORK e SAN FRANCISCO ¢ CHICAGO 
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Folks look here 
for jeweler selection! 


























Looking in the ‘yellow pages’ of the telephone directory just “comes 


naturally” to 9 out of 10 shoppers. It’s a national habit that’s been 
building up for more than 60 years. 


That’s why it makes sound selling sense to advertise the lines and 
services you sell in the ‘yellow pages.’ They reach new prospects and 
old customers...work for you 24 hours a day in stores, homes and 
offices all over town. 


The ‘yellow pages’ will prove a real business builder for you. Let the 


Directory representative show you how to use them effectively. Call 
him at your local telephone company. 
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ie ELEGANT STYLING DISTINGUISHES \'S 


7 a mo) ; “ 
RISTOL DIAMOND RIN -  « sat (Sah 
PLLA <a - Sr. toe0"™ 7 . * 4 A ll . ott 
ne . - . eee noprronrecereoren — noe pernrre renee errno or eee ee ee — gm e , (* ‘ e' ig! 2 
t ( i“ 


The old adage “Variety is the Spice of Life” aptly 
describes the extensive Bristol Line of quality Dia- le, . 
mond Wedding and Engagement Rings and 14K y e.. 
Seamless Gold Wedding Rings. Our assortments 
assure you the proper ring to fill any 
requirement... and of course, 
“economy priced”. 
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SEAMLESS GOLD WEDDING RINGS 


RINGS ENLARGED 


TO SHOW DETAIL A new selection of Extra Wide Diamond 


Wedding Rings, featuring dainty floral de- 
signs and modern motifs, set with 6 to 42 
diamonds all around. Supplied in Gold 
and Platinum. With diamonds all around 
Retail Priced from $60.00 up. 








BRISTOL SEAMLESS RING COMPANY ¢ 71 NASSAU STREET, NEW YORK 7, N. Y. 
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eeefO Open the door to MORE Customers.., 
BIGGER Sales...GREATER Profits for YOU! 
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America’s Most Distinguished New Watches 


SUPERB MODELS 
FROM 


$39’? 10 *5 


ALL PRICES INCLUDE 
FEDERAL EXCISE TAX 


AMBASSADOR "A" 
17 jewels 
yellow 


$39.75 


























AMBASSADOR "D” 
WA 
> a ololaliiolamololale| 
white 


$49.50 


yVixeMoh Zell iele)(-Mla 
yellow with white dial 


AMBASSADOR "E” 
17 jewels 
SO Selolaliiolamclolare 
yellow 


$57.50 


AMBASSADOR "“F” 

















17 jewels 
AMBASSADOR '"'B" Ba oKolarivolamelolare 
17 jewels rn yellow 
Pd ololaliiolall ofelale| $57.50 


$45.00 





4 a V 3 R 6 £ - oO # = such distinguished 


watches priced so low! 


NEVER BEFORE so many advertising 


dollars backing a single watch line! 


SO...N EVER BE FORE such certainty 


of banner sales for you! 











NYE ay, 
YOUR WATCHBAND SALES EX P OpE - ss 


\ Nr wy] N \ 
The Foster line meets all your selling needs, — 
in style, in sizes, in patterns, in types of end connectors. 
As always you can offer the superb wearing quality that 
comes from precision manufacture. To top it all 


you enjoy the volume that stems from popular prices. 


For these good reasons, and many others, follow the leader 
and see your watchband sales increase, 


expand, and explode into a new era of profit making 
The Foster line sets the pace. 


G.F. numbers have 1/20-10K top shells. 
~< 
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All prices Keystone. 
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Design Patents Applied For. 


FOSTER METAL PRODUCTS, Inc. 
Attleboro, Mass. 
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mh and IT STAKO GOLD! 








PLEASES YOUR CUSTOMERS—COSTS LESS TO SELL! 


$2Q50° 4 
Selling the Hamilton Beach Food 39 ,/ 


Mixer is easy because it’s so easy RETAIL / =I ce _— - 
to demonstrate. Customers quickly fi F _ ttl <i FF FSI 
see that it’s easy to use. And 4 a : 
Hamilton Beach quality is second .y P>. 2 
to none. What makes iteveneasier / ee a r - 
is the fact that this top-quality —- nme : waa 
mixer sells for less! Most 

important—your sales stick! - 
You’re not bothered with _ 
service problems that cut into 
profits. You build more good 
will because customers identify 
you with quality merchandise. 

At $39.50 retail, less juice ex- 
tractor, Hamilton Beach is more 
than your customers’ best buy. It’s 
the best-paying food mixer you 
can sell! The lower price tag in- 
creases your market. And because 
it is top quality, your profit is clear. 



























ae an 
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~ EXTRACTOR 


- Z os tt sit ; | cake 
nosis sae ss $450* 
Ld RETAIL 






New “"AMitTo 
BEAch 


Electric Hair Dryer > 


—/ Display it and corner your 
4 m — share of the huge home. 
Aili $1975 RETAIL permanent market! All 





America’s fastest-selling portable! 
Tailor-made for customers with small 
kitchens—lower incomes. Not a toy— 
it’s the powerful portable that beats 
everything! Makes every pot and pan an 





RETAIL 





electric mixing bowl. Featherweight. 3 metal—no plastic. ADJUST- 

speeds. 2 beaters that snap out. Can be ser phlei A-STAND tilts to any angle. 

kept in a drawer or mounted on the wall. Wg for wall mounting. Dryer lifts off stand for 

Smart black and silver package adds to [Oy portable use. New HEAT CONTROL 


sales appeal, doubles as a counter display. on top. Light, easy to handle, yet 
durable. Two switches — ‘“‘On- 


Off” and “Hot-Cold.” AC-DC. 


*Prices subject to change without notice. 


Anne Tor tue 
New  &"* ~~ Home Drink Mixer * 








Family fun is easy to sell! Every customer owning a 
home freezer or freezer compartment refrigerator . 
(4,100,000 are in use!) is your prospect! Makes real soda- ‘ $9 950” 
fountain malteds and milk shakes at home! Re-fresh-es i 3 

orange juice. Makes bar drinks too. Full 1412” high. Wm “/_ 4. -_ RETAIL 
Heavy metal stand in white enamel. Big 16 oz. con- (—” 

tainer delivers two full glasses. 





otis 


“ Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 
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SEWELITE. 


A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 
and casts exceptionally clean 





SUPPLIED IN ALL FORMS 


“TRADEMARK APPLIED FOR 


SETTINGS and SHANKS 
in PALLADIUM and GOLD 


SERIES 485 SERIES 570 


HONESTY ACCURACY 











, REFINERS & SMELTERS | JEWELERS 
ws FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON 


25 West 47th St. e@ Phone JUDSON 2-3095 e New York 19, N. Y. 
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CULL ee Weddings ~ Father's Day! 


THE LINE OF 
LEAST RESISTANCE... 












| f there' $ 2 @ Present 


im your ure... 
PERSONALIZED EXPANSION 1 WATCH BAND 


Exclusively MA RV EL 


























Your personalised choice 
~for gift giving or receiv. 
ing—for Father's Day, 
Graduations, Weddings or 
Anniversaries, 










(mly Marvel creates the 
GOLDEN GEM finest watch bands personal. 
+2 fraternal, & service embloms, olf ini. 
tials $10.75 Federal tex included. ized with fraternal emblems, 
ee ae a military insignia or initials. 
itil : ; , ee “¢ eeeSeoely All Marvel bands have great 
Ol 4 7 ci ‘ : «al ay \ cs Si ®. < eo ae elegance of line and quality 
ee) x eee 4 , of craftsmanship. Each link 
ik carefully wrought; cach 
band as handsomely fin. 
ished as your fine watch. 





GOLDEN EygE 


Shown here. jc & typical 
WAC. Wave. thine Star emblems, off te 2 
‘mitiais $10.23 federe) tax inetuded. selection from Marvel's 36 


“mart watch hands for men 
and wamen available at 


your jeweler, 


i - MA bends iMtustrated 1/20 32% 

Ff gold fitted. NOR-corrosive stuin. 
fess steel back. imbiems avait. 
thie on chaice af thease iDported 


sapphire; fer women, ruby, 


onyx, Chinese jade, or turqueise 
Matrix. 









GOLDEN ZEPHYR 
& distinctive +, imth wide men’ Ss wetch 
bond with fraternal ar service ambiems, 
OF initiois $33.95 federal Tax included, 


4 Watch is Right at any time 
+» wilh a Marval band 





} You get. your regular’ cnc 
WAS lus a clear. 100% “profit ‘on ‘the a ee 
~ profit th® Sean’ ‘Offer. expires May~ 15th. 46 Chestnut Streer, Providence 2. 
= from_your wholesaler or write us Cae wn sm 
direct and. include his name, - pry Nationally Advertised in Jone Eaquire 





Rhode isfend 





R. I. 
MARVEL JEWELRY MANUFACTURING CO., 46 CHESTNUT STREET, PROVIDENCE, 
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S prcatty MERCHANDISED 
FOR SECTIONAL PREFERENCES — 


in addition to our regular line: 





Keenly aware of sectional pref- 
erences in mountings, Kushner & 
Pines Inc. announces with pride 
—a special merchandisin 
of our 1953 linge 
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“1531/1 


KUSHNER & PINES, INC. 
15 WEST 47TH ST., NEW YORK 36 


Kr KNOWN FOR QUALITY MAKERS OF DISTINCTIVE MOUNTINGS 
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When light is off, screen reads — “Beautify Your Watch”... 
Presto — light blinks on to show beautiful display illustrated 
above. Display is not a picture but an actual stage set con- 
taining the newest J-B Bands — Chesterfield, Golden Penny, 
and Golden Coin — against a colorful velvet background. 





Sell-E-Vision...new Kind o 














ea eee avour Window 


snetininibictiadinitiitiaitiaiaimiagiiiiegiaaalade. * pita Fontaine setallte Seiatais 
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\ TV OFFER 


Assortment* of 23 new models and best sellers 
(20 in trays, 3 in display) 
Your Regular Price $31 


TV display unit and 2 plastic trays with 
bronze trim and velvet cushion Value $9 5 


YOU PAY ONLY ‘SI ee © Value $106 
YOUR SELLING PRICE S198 (.111) 














*TV watch band assortment includes 


MEN’S BANDS IN TRAY LADIES’ BANDS IN TRAY 
] pce. — 7003 1 pe. — 4000 1 pe. — 2030 =1 pe. — 6056 
I pce. — 7004 _ = =1 pe. — 4001 1 pc. — 6069 = pce. — 6064 
I} pe.— 7011 1 pe.— 9011 ] pce. — 6081 ~=1 pe. — 6075 
IT pe.— 7020 1 pe. — 9004 1 pc. — 6082 1 pe. — 6065 
I pce. — 7008 +1 pe. — 8011 1] pc. — 6083 1 pe. — 8068 


BANDS IN DISPLAY 
7020 (Golden Coin), 2030 (Golden Penny), 4002 (Chesterfield) 
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SENSATIONAL TRAFFIC-STOPPING 


TV DISPLAY 
A $25 VALUE... 
COSTS YOU NOTHING! 


You Pay Only the 
Regular Price of the Watch Bands 


J-B backs its all-out program of TV advertising with 
the most ingenious window display you’ve ever seen! 
Nothing like it has ever been offered before. It pre- 
sents a magnificent tableau of J-B bands in such an 
unusual way that it stops traffic and brings customers 
in. You'll double and triple your J-B Watch Band 
sales ... and increase overall business, too! 


THIS THREE-DIMENSIONAL TV DISPLAY... AND 
THE TWO BRONZE TRIMMED PLASTIC TRAYS... 
COSTS YOU ABSOLUTELY NOTHING WHEN YOU 
BUY THESE 23 J-B BANDS AT THE REGULAR PRICE! 


STOPS TRAFFIC LIKE A RED LIGHT 
® Looks like a real TV set 


@ Made of natural blonde wood 





@ Magic TV screen flashes on and off 


®@ When light goes on, display reveals a color- 
ful stage-like setting of J-B’s newest watch 
bands and the Fashion Academy Medal 


TV DISPLAY OFFER 
FOR LIMITED TIME ONLY! 


These expensive display units are, of necessity, lim- 
ited one deal to a store. You don’t pay 1¢ for the 
display and the trays. All J-B asks is that you place 
this display in your window. So ACT NOW! First 
come, first served! 


MAIL THIS ORDER FORM TODAY —TV DEAL 
WILL BE BILLED THROUGH DESIGNATED WHOLESALER 


Jacoby-Bender, Inc. 

161 Avenue of the Americas, New York 13, N. Y. 

Sirs: 

Please ship the special J-B TV Deal, as advertised, complete with TV 
display, plastic trays and 23 Watch Bands. Have our regular whole- 
saler bill us in the usual manner. 





(WHOLESALER) 


JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 





STORE NAME_____-__ 








ee 
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Printed in U.S.A. 























DISTINCTIVE FEATURES OF BALLOU FINDINGS 
PROTECTED BY LETTERS PATENT. 











Jewelers’ Choice 


Ballou ear clip No. 66 — because of its distinctive design; because continuous testing 
On a precision measuring device gives a uniform spring tension that is just right — 
strong enough for security, light enough for perfect ear comfort. 
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FINDINGS— 


SOLO TO THE MANUFACTURING TRADE 


B. A. BALLOU & CO., INC. * PROVIDENCE, R. I. 
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BEACON II 
$995 


(RETAIL) 
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*% They are handsomely styled; “eye appeal means sales appeal.” 


* Beacon cameras are wonderfully simple to operate; your customers 
appreciate that fact. Trouble-free performance with polished 
American Optical doublet lenses; rugged bodies molded by 
General Electric. 

* They are an amazing value for the price. Beacon II sells for only 
$9.95 (retail). Beacon 225 is $14.95 (retail). 

* The Beacon line is backed by extensive national advertising, 


including promotion directed to women, to the boys’ market, 


and to the fast-growing teen-age market. Beacon cameras are 
authorized to use the famous GOOD HOUSEKEEPING SEAL 


OF APPROVAL. 


* To increase your profits and build customer goodwill, push 
BEACON cameras. More than a half million sold since 1946! 
For information, write Whitehouse Products, Inc., 360 Furman 
Street, Brooklyn 2, N.Y. In Canada, Arrow Films, Ltd., Toronto. 


Better buy Beacon” 


17 






BEACON 225 
$T a 
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This is the major illustration of a full color ad announcing the new self-winding Elgins in Life May 11, Saturday 
Evening Post May 2, Farm Journal May, Progressive Farmer May. The new Elgins will be on television, too! 


What’s the exclusive extra 
in the new self-winding Elgins? 





ELGIN HAS a completely new line of men’s shock-resistant and non-magnetic move- 
self-winding watches. ments with the full circle 360° rotor, plus 


These new self-winding Elgins have an smart dress and sport style dust-and- 


exclusive ertra—the heart that never 
breaks, Elgin’s guaranteed unbreakable Your share of increasing self-winding 
DuraPower Mainspring. watch sales will be bigger if you’re ready 

In addition, they have the features your with these new Elgins. See your Elgin 
prospects insist on: sweep second hands, salesman, write, wire or *phone us now. 


For what’s new in the 
watch business, watch 
O nt " EI g " h - the 


h t th t . . . . - 
ott hendlnetstete Elgin National Watch Company e Elgin, Illinois 


DuraPower Mainspring 


water-resistant cases. 
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It’s a Fashion Favorite! 


It’s a Forstner Exclusive! 


It’s a Towler with 


CONCEALED E-X-P-A-N-S-I-O-N 









It pulls out to slip on easily...snaps back | Fortex —the exciting new development in watch bands and 
to hug wrist tightly without pinching! . 
: | identification bracelets -- a sales leader in jewelry stores every- 


where! Wonderfully modern Fortex hugs the wrist snugly, 





securely... yet slips on and off with the casual flick of a finger. 


Available in basic sizes, to fit practically any wrist. Watch Brace- 
let in yellow or white 1/20-12 Kt. gold-filled. Ladies’ or Men’s 
Identification Bracelets in Sterling Silver or 1/20-12 Kt. G. F. 


These and Other New Fortex Styles Available 
Through Authorized Forstner Distributors 


JEWELRY’S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION, IRVINGTON 11, N. J. 














WHAT HAPPENS WHEN QUALITY 


They get resuits— with 


Quaiity Jewelers have long recognized the need 
for a new kind of group effort to retain and 
expand the jeweler’s share of consumer dollars. 
Trade leaders sought a plan that would enable 
local jewelers to get together to get results. A plan 
that would build both business and prestige. 

















An answer came in 1951. Acting in behalf of 
Quality Jewelers everywhere, The Watchmakers of 
Switzerland conceived the “Know Your Jeweler” 
idea. In practice, it proved a plan to arm Quality 
Jewelers to meet an industry-wide problem in 
their own home markets. And its concept was sup- 
ported in resolution by the ANRJA. 
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Jewelers took ovef—in a hurry. Local jewelry asso- 
ciation officers quickly saw the power that group action 
could exert. A Campaign Organizer kit from ‘The 
Watchmakers of Switzerland started the ball rolling. 
And with additional publicity support from the Jewelry 
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Industry Council, local group cooperation brought com- 
plete “Know Your Jeweler” newspaper supplements 
(above) to town after town. And a growing file of success 
stories has proved how effectively the “Know Your 
Jeweler” idea was put across in each community! 
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JEWELERS GET TOGETHER? 
“KNOW YOUR JEWELER’ promotions 








Two short yea§&$S have seen the “Know Your Jeweler”’ 
concept promoted from coast to coast. And this local, 
cooperative promotion has more than paid its way 
through increased traffic alone. And a great intangible 
asset has been built up: prestige. People are once again 





a 
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Even oreater SUCCESS lies ahead. Recently, whole 
groups of communities have run promotions! A Gov- 
ernor, Mayors, other officials have decreed “Know Your 
Jeweler’? Week by proclamation! Everywhere, Jewelers 
are profiting. ‘Ihis may be your year to join them! 














coming to know and respect the skill and integrity that 
are the Quality Jeweler’s stock in trade. And by pro- 
moting themselves to their own communities, Quality 
Jewelers have shown that such stock in trade is oné of 
their most cherished traditions. | 





The Campaign Or ganizer —for the 3 steps you must 
take: (a) form a committee to coordinate the promotion, 
(b) organize local jewelers, (c) get newspaper coopera- 
tion. Interested? Just write your State Retail Jewelers 
Association President, saying you want to participate. 


“For the gifts you'll give with pride—let your jeweler be your guide” 


The WATCHMAKERS 
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OF SWITZERLAND 
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How BIG js 


The market LIFE reaches with a single issue 
(11,880,000 households“) is big enough, all by it- 
self, to consume the entire yearly production of 





most brands, many manufacturers, many entire 


industries. 
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For example, in watches: 
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Estimated total 1952 watch sales 


If, this year, just one watch at $30 were bought in 
at retail—$300,000,000. 


each of the households reached by a single issue of 
LIFE, sales to this group alone would exceed the One $30 watch bought by each of 
estimated total retail volume of watch sales in the 11,880,000 households— 
. , $356,400,000. 
entire U.S. for 1952. 


*Source: A Study, of the Household Accumulative Audience of LIFE (1952), by Alfred Politz Research, Inc. 
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Chas.Schwartz&Son,Washing- — ~~ «(tigen | ce ee 
ton: This‘‘Advertised-in-LIFE”’ win- Barren — — 
dow gives passers-by an added in- 
centive to become watch customers. 











What can LIFE advertising 
do for YOU? 


Because LIFE’s market is so big nationally, it 
is big locally in cities and towns all over the I Zz, 
country. That’s why leading jewelers from coast 

to coast have discovered that ‘‘Advertised-in- 
LIFE”’ promotions are a powerful magnet to 
bigger sales. Tie in with LIFE in your store, and 
see how many LIFE families in your trading 
area walk right in—and buy! 





<t. 
SKU 


John H. Brandon, Jewelers, San Francisco: 
Watch sales are increased by a window that promi- 
nently features ‘‘Advertised-in-LIFE”’ display. 


First in circulation 
First in readership 
First with retailers 





9 Rockefeller Plaza, New York 20, N. Y. 
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Controlled Production 
for Controlled Distribution 


Only Waltham Watches Give You ALL These Advantages: 


1. Controlled Production! This Waltham policy 
has been widely acclaimed by jewelers and jewelers’ 
trade associations everywhere, because it helps keep 
retail watch business where it belongs — in the hands 
of Traditional Watch Retailers! 


2. Prices to Promote! 17-jewel Walthams — with 
a world-renowned, world-respected name—to retail at 
the feature price of $29.75. And only Waltham gives 
you 19-jewel watches at $39.75 retail; and 21-jewel 
watches at $49.75 retail. 


3. Top Profits for You! Compare! 


4. New Styling and Finest Quality ever produced 
... With steel escapement, steel double roller, bery]- 
lium-alloy balance, special alloy hairspring, rigid 
timing standards, balance staff AAA resilience rating. 


5. Authorized Wholesalers, near and neighborly, 
whose stocks are your stocks, to assure you of prompt 
delivery, extra sales, quicker turnover of your capital! 


6. Cooperative Advertising Plan for your store 


—a special appropriation in addition to Waltham’s 
rapidly increasing NATIONAL ADVERTISING! 
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watch business— and ours 



















Stepped-Up : — 
NATIONAL ADVERTISING Se ie 
for Graduation Gift Season! i. Ds Cole 106 Uh | | 

Waltham’s national advertising to multi- | ; | / 


millions of consumers brings compelling, 

selling messages right into your trading 

area! Each advertisement in Waltham’s | t _ — - | 
May-June campaign in: pO . — - * | 

LOOK, LIFE, N. Y. TIMES MAGAZINE | : } > 

and other media—sends gift buyers only 

to you, the Traditional Watch Retailer! 













See the Waltham \ 7 
STORE PROMOTION AIDS | i | | 
your wholesaler has for you. These in- | whi a ; | 
clude a complete, new group of ad-mats | voy wey Om | 





to attract Mother’s Day, Graduation, and 
Father’s Day gift business to your store. 
When you display Waltham in your win- 
dow, you bring Waltham customers into 
your store! 


Get in touch with 
your wholesaler now — 


and select your Waltham Watch assort- 
ment for the May-June gift season. BE 
SURE YOUR ORDER INCLUDES THE WATCHES __ 
FEATURED IN WALTHAM’S NATIONAL AD- 
VERTISING TO YOUR CUSTOMERS! 
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AMERICA'S FIRST WATCH-—SINCE 1850 Piet sag | / 





WALTHAM WATCH COMPANY | ES 
Waltham “The Watch City’; Massachusetts ~L_ 
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Boxes courtesy of Farrington Manufacturing Co., Boston, Mass. and Shields Box Manufacturing Division, Attleboro, Mass. 
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Good things should come in beautiful packages ... made of Crompton 
Velvet or Velveteen. When these fabrics are lavishly used in the 
lining or covering of the packages which hold your product... the 
job of selling your product is made all the easier. 


Because Crompton Velvet and Velveteen are the most flatter- 
ing backgrounds for anything you have to sell. Even 
the Old Masters, who had painted the 
portraits of the lovely ladies of 
their time, knew the powers 
of Velvet. When they wanted 
to express the eternal fascina- 
tion of a beautiful woman, they 
dressed her in Velvet. 
















And so it is today ... in modern 

packaging. Velvets are still the 

great glorifiers ... highlighting a 

product, enhancing it, glamorizing it... making it completely irre- 

| sistible to the buying eye. In jewel boxes, silverware chests, cases 
| for pear] necklaces ... the rich, magnetic touch of velvet acts like a 
: charm ... showing off a product to its most flattering advantage. 


What’s in a package? More than the actual product you’re selling 
today. A velvet or velveteen case will live a practical life of its own 
as a carry-all or treasure chest for costume jewelry, trinkets, cuff 
links, tie clips, etc. 





With your trademark permanently inscribed, the case , 
becomes a lasting advertisement of your product! | 


VELVETEEN 


Give the product the lift it deserves with velvet or velveteen linings, 
box coverings, display mats or trays. These fabrics will work won- 
ders with perfume, powder, pearls, women’s and men’s costume 
jewelry, silverware, pen and pencil sets, watch cases, money clips, 
fine glassware and china, rings, earrings, religious articles, bracelets, 
watches, watch bands, medallions, precision instruments, lighters, 
cigarette cases, compacts, fine belt buckles, cutlery, articles of 
fine jewelry. 





Linings or coverings of velvet or velveteen cost but. a few pennies 
more than flat fabrics that lack the selliny appeal of these exquisite 
velvets or velveteens. 


If you have a specific packaging problem... if you want a box or 
case that will carry your name proudly ... Crompton will be glad 
to supply you with a list of manufacturers in the box designing field. 


Crompton-Richmond Co., Ine., 


1071 Avenue of the Americas, New York 18, N. Y. - 
The Pioneer of American Corduroy & Velveteen i Est. 1807 
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... SET UP THIS 


Westinghouse GIFT DISPLAY 


(NOTHING INTERESTS A WOMAN LIKE A WEDDING) 


It’s FREE of Extra Charge with your 


Initial ORDER . . . Quantities Limited! .... 


Perfect N.E.M.A. Tie-In! 
WESTINGHOUSE ELECTRIC CORPORATION 
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GIFT HEADQUARTERS ! 





..Offer this handy Check List 
FREE to Brides 


(PAST, PRESENT AND FUTURE) 
NOTHING LIKE IT! COMPLETE! INFORMATIVE! 





Appeals instantly to every woman who 


has...or hopes to have...a kitchen! 
Ask your wife to watch the NEW “Meet Betty 
Furness’ Daytime TV Show on CBS 





MANSFIELD, OHIO 


Order Now from your 





Westinghouse Distributor 
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ror the jewelry trade, we supply millions 






of feet of machine-made chain every 


year — because jewelry chain is indispensable. 


And because we are proud our product is 


Beet 





Ss 


indispensable, we make the best we know 
how — to increase the salability of your 


wares. None better is made anywhere! 


Chain enhances the appeal of all jewelry styles. 

Thousands of basic types and designs have been 

developed. Ask your manufacturer’s advice in 

selecting the most appropriate chain to contrib- 
Look For This Seal! ute originality to your jewelry designs. 


MACHINE CHAIN MANUFACTURERS ASSOCIATION 


ATTLEBORO, MASS. * PROVIDENCE 5, R.~ FT. © MAPLEWOOD, N. J. 
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Finest Tone Quality! Great Sales Idea! 


Completely new! Never before could 
you offer a ‘“‘most-wanted”’ radio like 
this, perfect for jewelry store sales. 
Here is a rugged, accurate clock built 
right into this lightweight powerful 
portable. 


And the new, exclusive giant 5” x 7” 
speaker, largest ever used in a set this 
size, gives console tone quality! 
Motorola engineers developed it—took 
the bulky magnetic core behind the 


old-fashioned speaker and put it 
within the cone itself. Result: speaker 
flatter, cone expanded, tone rich and 
full! New exclusive sub-miniature 
tubes, rugged, durable, drain little more 
battery current than normal shelf stor- 
age. New sub-miniature IF coils, 
rugged, give finer sensitivity. Stock up 
now on this new Model 53LC and the 
complete Motorola portable line. 


53LC, AC-DC-Battery, $44.95 (less batteries) 


Botton Soo Motorola fo. +4c completo portable ino | 
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Display the exquisite, 1953, 


Jems line on the profit-tested The Jems Feature Presentation Display that sets the stage for Jems earrings and 
Jems Vanity Display, complete seasonal and gift-event promotions of other jewelry in your stock. Here, indeed, 
with merchandise array and is proof positive that JMS helps you merchandise not only the fabulous Jems earring 
tilting mirror. Today, more than line that builds enormous store traffic, but also helps you sell monthly specials as 


well, identified by 12 removable seasonal plaques (including Birthdays, Anni- 
versaries, Weddings, Christmas, etc.) 


SEE YOUR WHOLESALER TODAY. Find out how you can obtain these pow- 


erful Jems sales aids, free of extra cost, with a qualifying purchase of Jems earrings. 
Year after year, jewelers are realizing that tying-in with the Jems line is the most 


. | / FOR NT p profitable move they can make. 
é ‘ 


The brightest idea in Packaging 
—the stunning plastic Shadow 
Box that doubles as a vanity 
picture frame. 


ever, this earring bar is a must 
with aggressive retailers every- 
where. 














WATCH THIS SECTION EVERY MONTH FOR NEW, EXCITING JEMS CREATIONS 


These Jems fashion-leaders are only a few from the magnificent | 









collection available through your wholesaler. They are designer -styled 
to lead the field by far. 





No. 10412 — available in 10K No. 12417—available in 10K No. 10428 — available in 10K 
pierced ear wire or all gold pierced ear wire or all gold pierced ear wire or all gold 
filled French back filled French back filled French back 










WORLD'S LARGEST MANUFACTURER OF PIERCED EARRINGS 
. 256 Liberty St. 
JIMS Jewelrv Manufacturina Co. 277° %." 









such luxurious styling in Men’s Jewelry 
retailing from $3.50 to $8.50 F.T.L.! 






such superb craftsmanship in Men’s Jewelry 
selling at these low prices! 


NEVER BEFORE 


| _ such pricing convenience —(F.T. I.) Federal 

y | NEVER BEFORE AN Tax Included —for your selling convenience! 
| \ 

a 














amen 


9... multi-purpose merchandising aids — 


1 N VER BEFORE he ‘ selling ideas to give your customers buying ideas! 
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bee eautifully crafted by fc LEX-L FT 
rat 


The line that’s EASIEST TO SELL because * 
it has MOST TO OFFER —to you —to your customers... 






















MARKET APPEAL AT MASS-MARKET PRICES! 


Beau Brummel Men’s Jewelry Fashions 
j(archAeb asec beue-Velebelek-bele-Meyar-jA‘s(-- mnemesleleli= 
from — some with fine engine turning, 
skilled hand engraving, sparkling hand- 
set rhinestones; simulated sapphire, onyx 
and ruby — bezel set. All in Gift Boxes! 











S-420—RETAILS 8.50 F.T.!. 





men’s jewelry assures 
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S-407—RETAILS 7.25 F.T.1. Handset Rhinestones 


for best man and all the ushers 








S-414—RETAILS 7.25 F.T.1. Simulated Ruby, Onyx, and Sapphire 


for Masons, Shriners, Elks, Knights of Columbus 
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ere are hundreds...thousands...of 
salesmen at your disposal—to call on 
gift shoppers—and se?/ Beau Brummel 
Men’s Jewelry during the big May-June 
sift-buying season! 





A COLORFUL 6-PAGE DIRECT MAIL—DIRECT SA 

FOLDER in two editions: 1.) designed to OF? nnall 
attract Dad, grad, birthday and anni- MENS JEWELRY FASHION 
versary gift business, 2.' designed for So righ?-for se mony gitt eccosions 
pre-wedding mailings to brides and 
grooms-to-be. 


FOR POSTAGE IN PENNIES YOU GET PROFITS IN 


)LLARS with this mailing to engaged 


, ~y1g0c0eact}i ‘ smith, 25, 
men and women) suggesting Beau ee 


finers Har- 
or 


Brummel Men’s Jewelry as the ideal 
gift for the best man and all the ushers! 
Each of these sales is a multiple sale! 


Here’s how to attract this business to 
your store: 
CHECK MARRIAGE LICENSE ANNOUNCEMENT! 


in your local newspaper and send out 





the folders to the names on the list. 


Either folder, or both, is yours— 
including the imprint of your store name- 
free with your order for a representative assortment of 
Beau Brummel Men’s Jewelry... 



































...the smartest way to SHOW 
the surest way to SELL 
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Yours at no extra cost! The new MONS FOR mew 

Beau Brummell Men’s Jewelry Merchandiser 
—a magnificent men’s jewelry assortment, 


right at your fingertips, for quick over-the-counter 





presentation to your customers! Shipped with 
every order for 24 assorted pieces or more. 


Beau Brummel Men’s Jewelry Fashions are individually packaged 
in handsome faille-lined gift boxes that add to the gift appeal 

of the jewelry ... but not to the price! Make eye-catching 
self-displayers. .. dress up your window and showcase. 


For early promotion... faster turnover... bigger profits .. . ORDER 
your representative assortment of Beau Brummel Men’s Jewelry Fashions NOW! 


FLEX-LET CORPORATION 
580 FIFTH AVENUE, NEW YORK 36, NEW YORK 





illustrated illustrated and please send me: 
MATCHED SETS F.T.1. RETAIL QUANTITY CUFF LINKS F.T.1. RETAIL QUANTITY ILLUSTRATED CATALOG [ | DISPLAYS{ |] AD MATS [| 
$-407 7.25 C-221 4.95 





BEAU BRUMMEL MEN’S JEWELRY MERCHANDISER |_| 

























































































S-426 5.95 C-203 3.50 : 
$-411 5.95 C-236 4.25 (only shipped with orders for 
$-421 8.50 24 assorted pieces or more) 
(In box) TIE BARS 
S-414 7.25 1-337 3.50 I would like to use the Promotional 
EMBLEMS RUBY ONYX SAPPHIRE map am 
Masonic , Folder. Please send of Dad and 
Shriner (quantity) 
Elk | not illustrated Grad edition and —____of Bride and 
K of C MONEY CLIP m (quantity, 
$-420 8.50 : iene aie Groom edition. 
Masonic ; 
Shriner (Hand Engraved) NOTE: OUR SUPPLY IS LIMITED — 
ee ao — FIRST COME FIRST SERVED. 
K of C Rene (White) 
4 
STORE NAME Imprint Promotional Folder as follows: 
ADDRESS NAME _—_—_——— 
CITY STATE STREET eens 
YOUR NAME | PHONE NO. OR CITY 





printed in U.S.A. 






















NATURAL QUESTIONS 
WHEN A MAN IS SELLIN 
A STORE OR STOCK” 





This is a story with an unhappy 
beginning, but the best possible 
ending under the sad circumstances. 
The story of a widow, suddenly left 
with a jewelry store in her lap, a 
business of which she knew literally 
nothing. She only knew she must 
: get rid of it and get as much out of 
| it as possible. Fortunately, a rela- 

tive, an eminently successful and 
nationally known jeweler, advised 
her to call Gordon Brothers. She 
did, her counsel retaining us to 

| liquidate. As this page goes to our 
qd printer, liquidation is in progress. 
The estimate we made was ade- 

quately satisfactory. It is guaran- 

teed for her at this moment by cash. 

: What next? Our estimates are usu- 

a ally pretty sound. But should the 
liquidation net less, only we are the 
losers. Should it bring more, the 
widow is a partner to our success. 
We know of no safer arrangement. 
Isn’t it sensible for any man, whose 
family isn’t planning to carry on his 
business, to look ahead to a tomor:- 
row and file away a suggestion? 














Write, wire or phone your other 
questions. 50 years of experience 
are behind Gordon Answers! 
(Gordon Brothers established 1903) 
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to help your own bride-age 








by featuring, displaying, advertising the 


they'll be looking for! 





COME ALONG WITH 


() 


THE FINEST SILVERPLATE 








TRADE MARK OF ONEIDA LTD. 
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You're SURE with a TRIED 


NATIONALLY ADVERTISED 


i ee oe 


BRIDAL SETS 


PROVEN! 


NATIONAL ADVERTISING 
on a larger scale than 
ever before has been 
scheduled in 
many media. 


“We will do our utmost to carry you forward with larger diamond ring volume in 1953” 


o6 





PROVEN ! 
Our organization is 
considered 
the largest of its 


kind in the 
field. 


It takes years to 





are proud of that 
accomplishment. 





TRIED 


Styling and finish 





has made our product 
number ONE in the 
field for 


many years. — 


PROVEN! . 
Our 


combination 

of assets to 
you is 

unbeatable. 
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and PROVEN V0 


- Confidence 
and dependability are 
vital ingredients in 
the products 
you sell. 








, Our line of engagement 
' and wedding rings is 


acclaimed the most 
outstanding in 100 


years of history. 





Benefits we have made 
possible for the jeweler in 


the past will only be matched 


or surpassed by what 
we will do in the 
future. 
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Many costly 
obstacles usually con- 
front new inventions. 

We've cleared 
them all. 


TRIED! 


We are now preparing 
our greatest dealer 
advertising and pro- 

motion campaign to benefit 


every jeweler in America. 


uct | 


SALEABILITY is 
your first consideration 
in buying, and is our 
strongest 
asset. 


TRIED! 

* 
New DISPLAYS 
with unprecedented 
eye-appeal are 
being 
distributed. 


Sold through authorized distributors 


FEATURE RING COMPANY, Inc. 


126 W. 46th STREET 
New York ‘36, WN. Y. 





Se : 
"wary 
Cqrenrete opens cena eseegeg oY 





Greatest 


achievement 
m 

the 
American 
watch case 
industry... 


Another example of |.D.’s foresight in 
introducing to you style trends that have 
important sales potential. This ultra-flat 
case marks a new triumph in creative design 
and styling. Available in 10K rolled gold 
plate, 10K gold filled and 14 karat gold at 
leading watch importers and manufacturers. 


I. D. WATCH CASE CO., INC. Serving Watch Manufacturers and Importers Exclusively Since 1910 
General Office and Factory: 137-11 90th Avenue, Jamaica, L.!. © JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstman, Paul Korman, 580 Fifth Ave., Tel. PL 7-6373 ° CHICAGO OFFICE: William Bart, 29 E. Madison St. © LOS ANGELES OFFICE: Leonard J. 
215 West 5th St.e EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau St., New York, N. Y. * SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau St., New 
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Just in Time for the Bridal Season 


STERLING SILVER ges... 


To Retail for as Low as °5°° 


AVE ROLE 







ma VERVVTOS — 
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Candle Sticks 
234," high 





Se 


Sterling 
Compote 
$3," high 





Sterling Sugar 
and Creamer 





















Sterling 
Baske! 
314” to handle 





» Special Sterling ASSORTMENT 


Here’s the Sterling your customers are looking for—Ster- 
ling you can feature at one low price—values that will build 

Sterling Salt big volume for you this Spring. All are exquisitely styled— 

be repens with weighted bases to give them the heaviness of pieces 
7a, high many times their price... The assortment presents dramatic 
savings for you—and gives your customers the variety of 
selection they seek ... Don’t delay. Send the coupon today. 


Assortment No. 4-53/12 
Your Cost $°3 74° 


per assortment 
of 12 





12-Untt Assortment Consists of: 





























i Mayonnaise Bowl (a) 1 Compote (e) 
2 Pair Candle Sticks (b) 1 Basket (f) 
wa ms AL 3 2 Bon Bon Dishes (c) 2 Vases (2) 
- Sat —LAEG ; 1 Sugar and Creamer (d) 2 Pair Salt & Peppers (h) 
eee - 

i i 
1 A. Cohen & Sons Corporation 4 
Please attach coupon fo your 27 West 23rd Street, New York 19, N, Y. # 

t 
— —— pase cea Please enter our order for__ f) 

ewspaper Mat Availabie. quantity 

No. 4-53/12 Sterling Silver Assortments. , 

t 

' 

A. COHEN & SONS CORP. 3 
y iy An ee ee a: ee ee, ee ee 2S See ee, ee Address_ _ 
LOS ANGELES OFFICE FANCY GOOOS DIVISION ATLANTA OFFICE ' City Le eee ; 

213 W. Sth $Y... LOS ANGELES, CAL. 47 W. 23rd $T., NM. Y. C. 321 PEACHTIREE ST, N.€. ATLANTA, GA. , Terms Net 30 day : OB. Seni York 
Ts ame a ee oe as ee a ee ee Gn Ge et ee ee ee ee oe ee ee ee ee ee ee ee ee et ee 
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~ BUILD TOP VOLUME wit}: 


ASSORTMENT of 


ERLAN 


AMERICA’S GREATEST DIAMOND RING VALUE 



































When it comes to promotion specials, you can't beat BERLAND for PRICE... for VALUE... 
for ASSORTMENT! Only BERLAND offers you such a tremendous variety of promotion 
specials at such low, low prices — engagement rings and bridal sets, total weight sets, 
friendship and dinner rings,.men's rings — all in 14 Kt. yellow or white gold 


with carefully selected fine quality diamonds. Feature a full assortment 





of BERLAND promotion specials NOW... 





and reap the extra sales these 


low-priced beauties bring! 














All rings enlarged Wan = oe Soccerecree corel | 
aN % Z| »\ ~ - oe 
i PPR VA ns #7003 $52 
to show detail ‘ - “4 Ls< 8 es #7003 * / 
N“ SS es oe os 
PAHKEY, SA fee Fancy friendship — 
S a ; 


ring, 23 diamonds — 














A bn BE "NOW AVAILABLE; Limited 
_ , number of valued BERLAND 
wi be ene: | | franchises. Write for com- 2 


# 6900 $88 : plete information. 


approx. '% ct. total 
weight set — 12 dia- 
monds, plus full-cut 
center stone 


JMERICAS GREATEST 


ROMOTION CPECIALS— 


o2 


7\ 


Important Volume Leader! 
Outstanding Value Leader! 


Berland’s Fancy Cut Set 
#6936 *7O 


Diamond set to give appearance of large 
emerald-cut stone! Approx. 4 ct., illusion 
type setting. Matching gold wedding ring 
faceted to look like 3 baguettes. 


Also available in % ct. and ‘4 ct. sets. 























Py GREATEST RING EVENT IN OUR HISTORY [sss 


Loveland 


DIAMOND RING SETS 


TOKEEPTHE = 
COMING— 








_ Use these 
fe tested mats 
VE thatare 
packed with - 
—salespunchi — 
Writefor 
yoursettoday! 
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awe ‘s Pa ET nell | — 6 diamond set — full cut 


BERLAND 6 West 48th Street, New York 19, N.Y. 





SPECIAL 
DEAL 
855K6000 
8 
BRACELETS 
& TRAY 


(Assorted for 
men, women.) 
Your Cost 
$30.00 
Suggested 
Retail 
$78.70 





STERLING SILVER with Rhodium Finish 


Heavily Made + Hand Tooled « Finely Polished * Fully Guaranteed 


Elco makes it easy for you to sell Idents to the all persons, for any occasion. You can't get 
entire family. Get this Special Deal, including better Idents than “Elco". And with this Special 
bracelets of all sizes and push Idents as gifts for Deal you're sure of extra profits. 
In stock for immediate delivery. Order a supply today. 
NEW MATS AVAILABLE ON REQUEST 


MILGLO JEWELRY MFG. COMPANY 
302 Fifth Avenue, New York 1, N. Y. 


Chicago: H. Chormack, 36 South State St., Chicago, Ill.: Pacific Coast: M. J. Newman, 57 Post St., San Francisco, Calif. 
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Diamonds are Valfolge-ze 
‘0 show detail. 


hased with Pride, Treasured Always 


7 


A 


aah. 





DDING RINGS *% 





Bring out a tray of rings and watch your cus- 
tomer's eyes go unerringly*to the Courtney rings. 
1B at-Yi ame [d-Xoh (<1 am ol-Yol0h a Ammolalo Mmm al(olal-Vammlalialsl tiem Ze] (01- 
always invite a closer examination. 

For Courtney rings are made to demand 
oh at-val ike] Mam Qold-Si0]b ae -1(-1en ito Mellolaslolalok Mme) mmil-1a am olde 
Tro] slot- am ea c-Yolfolek Mm aal-3(e] Maalelelalilaleh Mon am-> col UIT Ti(-1) ame (-© 
tailed workmanship. Creative designs that stir the 
Taarelefiatenilelar 

Courtney rings are sold when you display 
them—and they stay sold. Concentrate on Courtney! 


All Courtney rings are available in 14K yellow or 
white gold. 


‘OUR FAIR NAME IS YOUR GREAT ASSET”’ 


JOHN J. COURTNEY & CO. 
452 Fifth Avenue, New York 








UNRIVALLED FOR BEAUTY 


UNEXCELLED FOR CRAFTSMANSHIP 
UNSURPASSED FOR VALUE 





Hand Carved 


ATL 
Viiteily 


Matched Wedding Ring Sets 












Pe ne 









> | Designer Fred Barel has added to his ex- 
tensive line several new hand carved origina- 






tions that are more beautiful than ever... more 





exciting than ever .. . more irresistible than ever. 






Ree 
Raps 


Brilliantly conceived and created in the re- 
nowned Fred Barel tradition, BAREL BRIDAL 
Matched Wedding Ring Sets are outstand- 








ing for their exceptional quality and au- ] 






thentic originality...the exclusive choice of ; 
discriminating people from Coast to Coast. 


exclusively 


designed by Sold Directly To The Retailer By The Manufacturer 
Mats Available Free Upon Request 


Beck janf! 24-Hour Service On All Special Orders 


BRIDAL RING CO., Inc. °® 87 Nassau Street * New York 38, New York 
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Z50crgfe 


OF COURSE! 








about $5. 





about $10. f/ 









Chateau 
about $7.50 





~. ; J *e we  . “ a 
<i ‘ * 7 e P 

{> Contessa 7 bee 
g . about $10. ‘df 








about $6. | 








Available in all the newest gem colors at all leading stores 
or write Coro, Inc., New York 1 


AMERiIC A‘’S S: 8:3: F:: 8.8.8 38: & 8:8 WOMEN WEAR coro $83 WW 8 t:8 ¥ 
©1953, Coro Inc., Design Pat. Pend. U.S. Pat. OF. Write for “Your Coroscope”, a FREE booklet containing helpful jewelry hints. 


AS SEEN IN VOGUE MAGAZINE 


Consistent national advertising has made Coro the "best known name in fashion jewelry." If you are not 
yet carrying Coro's fast-selling jewelry, let us tell you how to cash in with the biggest fashion jewelry-profit- 
line on the market. WRITE TODAY! CORO, INC., 47 West 34th Street, New York 1, Dept. HB. 
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don't trust 
your naked ey 









PSRSAO 


Oe én PS 


Let Your Own LOUPE oe 


prove the PERFECTION of f Lonpe-tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
through your own Loupe. You will then share the enthusiasm 
of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 








vw & 8, 
. ° one! Mae, ? 


es & 


o ‘ ee % 
4 Seo, ves* °e 
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f INC. 


630 FIFTH AVENUE. NEW YORK 20. N. Y. « 
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5 PIECE MATCHING / #@ 4-"2G@ipes:. 


RHINESTONE *- 
SET / 


4 gtionally Advertis., 


yi 
‘ “ = : “= « 
{2 See 
ae ' : 
} i . : . 
i > ae ] 
a : fotin. 
ms y < : 
ee > : % 
? . Sei — ; 
~— A. : ‘ : 
: pe \ 3 


Ca) | hh L : a Ze , i » | : — TITTTIT TIT IT TTT. 
Wer Watch Owes So Much 1 So he ™ . I ~ 5 : =) MADE AND FULLY 





We ») 4 
& 









GUARANTEED 





FOR ONE YEAR 
BY A WORLD FAMOUS 
MANUFACTURER 








ee Y \ncludes Gold r TRAFFIC 
» Stamped Jewel ' GET TING 
Box...withAutomatic | _. 

Lift-Up Tray ... NEWSPAPER | 

MAT 


SUPPLIED FREE ‘= 











This is it! 1953's hottest promotion to 

bring you traffic in droves. So fashion NX 
wise . . . SO excitingly up-to-date in 

styling . . . in tune with the biggest = ° fe 
selling theme of the year—the Coro- etacls % 
nation. The attractive set includes 


7 Jewel Rhinestone Watch, Rhinestone 
Necklace, Rhinestone Earrings and 
Gold Stamped Jewel Box. It's got all 
















the eye-appeal and plus value re- 
quired of a promotion item to create 
sales and profits in your watch de- 
partment. Plus Fed. Tax 





All for 


LOUIS AISENSTEIN and BROS. Inc. i 





16 East 40th Street, New York 16, N. Y. 


ty. 
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DULANE Fryryte STARTS BIG 
TRAFFIC DRIVE CONTEST APRIL 19 


~ Get Set for a rush of 
customers asking to 

see the New 1953 
FREE trip for two 


I> to PARIS Dilone Fryryte 


A glorious vacation or honeymoon | A U T 0 MAT : Cc E L E Cc T R I C 


with all expenses paid—even the 
salaries of winners who are working. 


An opportunity that is generally avail- > - 

G toa select few. Sak ood <a eo f- ¢g 
A$ 00 

3 %1000%° ? 
o . 

in Groceries at 
any IGA store 


Over 10 months of good eating. No 
strings attached—choice of any foods 
‘ sold in the I.G.A. store most con- 
venient to the winner. 
















































They'll be after the 
TERRIFIC TRAFFIC 
BUILDER YOU OFFER | <=. (| 


OEE cen eeey 
AUTOMATIC DRIP COFFEE MAKERS 


The sensational New Dulane corFyryTE—automatic electric The most appealing traffic builder you've ever had the chance to offer. 


DRIP coffee maker. Prizes that will start your customers talk- It’s securely affixed to the entry form for the BIG—ON TO PARIS CONTEST. 
ing about this beautiful new appliance that answers a long 








100 NEW DULANE COFFYRYTE 








felt need for brewing a perfect cup of prip coffee every time All your customer has to do is come in to your store and ask to see the : 
—automatically. new Dulane FRYRYTE. And therein lies your opportunity to turn these 
MANY OTHER WORTHWHILE PRIZES prospects into customers for FRYRYTE and everything else you carry. 


1218 in all—including $50 government savings bonds—Dainty di = d . : 
French handkerchiefs—French Milled soap scented with Merchan ISINg Helps all Mats Tie Your 
lovely Midnight fragrance by Tussy—Prizes to make it worth- \ 


while for anyone—just for writing why they like the New Store into a Tremendous National 


1953 Dulane FRyRyYTE. The original with the exclusive per- 


formance features that make it the universal sales leader. Adve rtising Program in Magazines— 
y Radio—Newspapers and Television 


Everything you need—display material, mats, mailers are all available 
to help you make your store FRYRYTE CONTEST HEADQUARTERS. And 2 
Dulane is backing you up with the biggest appliance advertising cam- 
paign concentrated in your market through Sunday supplements, news- 
papers, radio and television. Don’t miss this opportunity to cash in on 
this gigantic promotion that has been designed especially to create 
traffic and sales for you! 


ASK YOUR DISTRIBUTOR FOR FULL FACTS ABOUT 
HOW YOU CAN WIN CASH AND PRIZES, TOO! 






TWO NEW EXCLUSIVE 
FRYRYTE MODELS 


| 
New from top to boiiom—New 
streamlined design—New Color- 
| Range Dial that indicates Deep 
frying, roasting, baking and sim- 
mering temperature range. New 
exclusive Drain-Lok—faster act- 
ing, super safe—cannot open 
accidentally. 


Dllane.... RIVER GROVE, ILLINOIS 
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For Father’s Day ... for Graduation Day... , 
and all during the spring... and here’sa Proven s 


“Cineramic” 


to bring additional 
Father’s Day Business 
to Retail for $6.00 a 


“Cineramic” Jewelry—modern, masc 
dimensional—is the most successful, 
men’s jewelry designed in years. 
Even the package is excitingly differe 
genuine suede leather drawstring ba 
rapidly becoming the talk of the ind 
To make gift wrapping easier, each 
comes in a cardboard carton! 


IT OPENS TO GRIP YOUR TIE 


Here’s the kind of & 
TV Commercial you 


can expect to see 2 : os fe Or Y OW 
and hear Dave » 


Garroway give for 
Anson jewelry! 


GARROWAY : 
Now, I'd 1ike to show you something new 
and very good-looking. Come closer...1look. 
Here in this smart metal box is a set of 
Anson's sensational new "Fashion Street" 
jewelry inspired by the famous fashion 


boulevards of the world.... 


Garroway, the dynamic. TV Super-salesman goes to bat 
for you regularly on ‘““Today”, NBC TV’s great 
morning program. He sells Anson, and sells it bard— 
both visually and verbally—as only Garroway can do! 


“Today” is seen and heard on a complete network of 38 
stations. It reaches the market that matters to you— 
your local market! Watch Dave Garroway yourself 

. .. see him, hear him put sizzle into selling! 

And then watch him move goods for you this season. 





and here’sa Proven success! 


ineramic” Jewelry 


to bring additional 


Father’s Day Business 
to Retail for $6.00 a Set 


“Cineramic” Jewelry—modern, masculine and three 
dimensional—is the most successful, fastest selling 
men’s jewelry designed in years. 

Even the package is excitingly different—rich, 
genuine suede leather drawstring bags that are 
rapidly becoming the talk of the industry. 

To make gift wrapping easier, each leather bag 
comes in a cardboard carton! 


IT OPENS TO GRIP YOUR TIE 
i 


All Cineramic Jewelry 
Clips Feature Anson’s 
Bull Dog Grip 





JEWELRY FOR MEN 


6 assorted Cineramic sets retailing 
at $6.00 each 
3 extra bags for separate item selling 
1 free display 
Order as unit 5/53 Your cost $18.99 
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3 ales resistance melts away when you DIAMOND RINGS 


DEMONSTRATE the advantages of Wed- | 
Lok’s exclusive locking device. No ring sep- with th ee 
aration...no twisting...no hiding diamonds 


from view...no friction from rings rubbing LIFETIME GUARAN TE ED | 
together... years of EXTRA WEAR. No | oo 
wonder jewelers from Maine to California 





"are saying: Wed-Lok* is my best diamond 
__ ting salesman!” 


f H \ \ A | The only rings in the world 


with the famous Granat 
patented multi-grip lock... 


7 Ge. Aner 

y/ | | “ guaranteed for a lifetime. 

Mou J LE, — SOY Ul 04 Ask your Wed-Lok* repre- 
sentative to show you the 


many designs available for 
immediate delivery... 


114 GEARY STREET priced from $100 to 
SAN FRANCISCO 8, CALIFORNIA $2500 the ensemble 


(retail). 





*TRADEMARK REG. U.S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U.S. PATENTS. 

























Rhinestone Coronation Pin and matching Earrings 
: Sterling Silver, rhodium finish 


Genuine Onyx 
1/20-12 Kt. Gold Filled 











Providence Show 


"Available in 1/20-12 Kt. Gold Filled or 


1/20-12 Kt. Gold Filled also in 14 K Gold 
Genuine Stone Scarab Bracelets in all popular colors and unusual sizes 
































Rhinestone Heart Pin and matching Earclips 
. Sterling Silver, rhodium finish 








at the 


May 3-17 | 
aton-Biltmore 
Hotel 











Also available in plain designs for ladies : 
and larger sizes for men 
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$14.00 6035Y come th omething new > 
14k $24.00 as a result of their creative imagi- 

: ax nation .. . Handsome Diamond 
oe Earrings . . . an example of the 
. : fine skill of Goodman craftsmen... 
AWA and manufactured with an eye to 

A Se : economy that allows the jeweler a_ 
AW Aye — substantial profit. Order by num- 





Sates 








ALL 


anlin, | 
iG 4 pe, 
Ags A ‘a KEYSTONE 





Y 
YN 2/6042K 
ETE \ 
ses a $36.00 7 
es 14k “ 
x DIAMONDS ENLARGED 


TO SHOW 


__ GOODMAN & COMPANY DETAIL 
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‘MAKERS OF FINE JEWELRY SINCE 1904 
42 W. WASHINGTON ST. INDIANAPOLIS 4, IND. 
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& Lomb Optical C 





We who have the privilege of supplying materials to the optical industry 
— the master key industry in America — take this opportunity to con- 
gratulate Bausch & Lomb Optical Co., on reaching its centennial year. 
We take pride in our contribution to the advancement in human well-being 
through their world famous achievements and wish them well as they move 
into a new century of optical progress. 


GENERAL PLATE DIVISION 


Metals & Controls Corporation 
vainin hed ) Attleboro, Mass. 








OFFICES: ATTLEBORO * NEW YORK ° DETROIT * CHICAGO * LOS ANGELES * MANSFIELD, OHIO 
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Goldstein: Gorton 


WHERE SALES SUCCESSES ARE CONCEIVED 






































































































































































































































_Gnneunces the Dow 
Inperid (Crown Sxt00 
of Ring wf wnhiNy ly) 


INSPIRED BY THE FORTHCOMING CORONATION 
OF QUEEN ELIZABETH 
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~The Onky STERLING 
SALT & PEPPER SHAKERS 
That Salt Will Not Corrode! 


Now, for the first time since the innovation of sterling salt and 
pepper shakers, your customers can own and enjoy the luxury 
and beauty of sterling shakers that are also useful and 


THIS IS A practical. 


BOARDMAN Only Boardman’s HEAVY GAUGE Sterling Salt and Pepper Shak- 
EXCLUSIVE ers can be used every day without the nuisance of emptying, 
washing and drying after each use. 

FEATURE Many years of research and experimenting by Boardman Crafts- 

men have gone into the development of this new product. 

And, renowned silversmiths have created many characteristically, 

beautiful styles, all having the exclusive Boardman Glass Lining. 





The cut-away illustration above 
shows the non-visible, complete 
Glass Lining which prevents cor- 





rosion due to salt reacting chem- Boardman HEAVY GAUGE Sterling 
ically on silver. Glass-Lined Sets 
JOBBERS’ INQUIRIES are Available at Popular Prices 
INVITED and at Regular Trade Discounts. 














No. 708 No. 706 No. 705 No. 704 No. 703 No. 701 No. 702 RET. $14.50 


RET. $14.00 RET. $13.00 RET. $12.00 RET. $12.00 RET. $10.00 RET. $10.00 RET. $8.00 
Prices Do Not Include 
Federal Tax 


403-405 CHAPEL STREET NEW HAVEN 11, CONN. 
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the first 
waterproof” 
self-winding watch 
that is 






elegant, \ 
curved f— 
to Mg 
the wrist [7 












luxurious 
dress watch... 


CRO* DO 
PRO SHAME NsE 





This remarkable new self-wind will sell on 
sight—because it looks elegant enough to 
wear as a dress watch. It’s the first time a 
watch manufacturer has succeeded in putting 
a self-winding mechanism into a smart, thin, 
rectangular-shaped case. But the AQUAMATIC 
by Croton Nivapa GRENCHEN isn’t just the 
best-looking self-wind—it’s the best-perform- 
ing, too. Waterproof*, dustproof, shock- 


Se 


ad 
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Mr. Wholesaler: 











, —s with any of the 166 Jewelry 
anufacturers listed here » 8 
A you belong in Providence, R. |. 





ee. 
. 


sos 
*eo 


MANUFACTURING JEWELERS NEW ENGLAND MANUFACTURING 


SALES ASSOCIATION, INC. genni 
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The following companies have made applications to show in 


the ‘‘Wholesale Jewelers Market Week” May 3 through 17, 
1953 at the Sheraton-Biltmore Hotel, Providence, R. I. 


A. & A. Jewelry Mfg. Co. 
A. & B. Manufacturing Co. 
A. & S. Manufacturing Co. 
Acco Mfg. Co., Inc. 
Ainslee Creations 

Alden Creations 

Alice Jewelry Co. 
American Mfg. Company 
Angolano, Inc. 

Anson, Inc. 

Ansul-Craft, Inc. 

Anthony Creations, Inc. 
Arrow Jewelry Company 
Arundel Mfg. Company 
Atlantic Jewelry Co. 

Avon Jewelry Company 
Aurora Jewelry Company 
Avrora Mfg. Company 
Babcock Box Company, Inc. 
Bal Ron Company, Inc. 

H. F. Barrows Company 
Bedico Inc. 

Berkeley Company 
Briggs, Bates & Bacon Co. 
Brite Mfg. Company 
Brown & Mills Co. 


Budiong, Docherty & Armstrong, Inc. 


F. H. Buffinton Co. 
Bullard-Pickering Co. 

C. & M. Jewelry Co. 
Carl-Art, Inc. 

Catamore Jewelry Co. Inc. 
“Cayu” Jewelry Co. 
Celart Jewelry Co. 
Cheever-Tweedy & Co., Inc. 
Claire Jewelry Co. 

Clark & Coombs Co. 
Colonial Novelty Co. 
Cordell Mfg. Co. 

Cote Jewelry Co. 
Cranston Jewelry Co. 
Cranston Mfg. Company 
Crown Pearl Co. 

Curtis Jewelry Mfg. Co. 
Curtman Co. 

Richard Dean Company 
Dearborn Mfg. Company 
Delma Mfg. Company 
Dexter Case Company 
Dexter Mfg. Company 
Diamond Paper Box Co. 
Dolan & Bullock Co. 
Duane Jewels, Inc. 

E. S$. Pearl Co. 

Edwards Mfg. Co., Inc. 
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Elcant Jiry. 

Esposito Jewelry Co. 
Evans Case Company 
Excel Case Company 
Fairmont Jewelry Co. 
Fashion Jewelry Mfg. Co. 
Finberg Mfg. Company 
J. M. Fisher Co. 

Fort Jewelry Co. 

Foster Metal Products 
Francine, Inc. 
Futurecraft Co. 

Gardiner & Higgins, Inc. 
Gem-Craft Jewelry Inc. 
General Chain Co., Inc. 
Glamour Vanities, Inc. 
Leo Glass & Co., Inc. 
Globe Jiry. Mfg. Co. 
Gold Art Mfg. Co. 
Goldstein-Poland Division 
R. L. Griffith & Son Co. 
J. M. Hall Co. 

James H. Hall Co. 
Harvey & Otis, Inc. 
Harwood Mfg. Co. 
Walter E. Hayward Co., Inc. 
Holt Pen Company 
imperial Pearl Co., Inc. 
lrons & Russell Co. 
Jacoby-Bender, Inc. 
Janice Mfg. Company 
Jewels by D’Eri, Inc. 
Jeweltex, Inc. 

Jonette Jewelry Co. 


Kestenman Brothers Mfg. Co. 


La Ray Jewelers, Inc. 
Lawrence Mfg., Inc. 
LeStage Mfg. Company 
A. L. Lindroth Co. 
Luson Mfg. Co. 

M. C. Jewelry Co. 
Marathon Company 
Marner Jewelry Co. 
Martelli Jewelry Co. 
Marvel Jewelry Mfg. Co. 
Mary Ann Creations 
Metalart Company 
McGill Box Company 
A. Micallef & Co. 
Mode-Craft 
Mayflower Company 
Niantic Novelty Co. 
Nu-Craft Novelty Co. 
Oscar Creations, Inc. 
Paragon Pearl Co. 
Paris Mfg. Company 


Park-Lane Jewelry Co. 
Pearsall Mfg. Co. 

Perry Novelty Co. 

L. S. Peterson Co. 
Phyllis Originals, Inc. 
Pitman & Keeler, Inc. 
Plainville Stock Co. 
Plastic Craft Novelty Co. 
Prideland Jewelry Co. 
Prim-Craft Mfg. Co. 

R. |. Creations 

Rawl Eng. & Mfg. Co. 
Reibling-Lewis, Inc. 
Rhode Island Pearl Co. 
Rice-Weiner & Co. 
Rickey Creations, Inc. 
Rim Jewelry Mfg. Co. 
Ripley & Gowen Co., Inc. 
Ritz Vanities, Inc. 
Ro-May Jewelry Co. Inc. 
E. M. Ross Company 
Ross Jewelry Mfg. Co. 
Charles Rothman Co. 
Royal Jewelry Mfg. Co., !nc. 
M. Samas Co. 

Samsan Co. 

Savoy Jewelry Co. 

R. F. Simmons Co. 
Speidel Corporation 
Sperry Mfg. Co. — Tara Division 
Star Art Jewelry Co. 

J. F. Sturdy’s Sons Co. 
Superb Case Mfg. Company 
Taunton Pearl Works, Inc. 
Tesoro Mfg. Company 
Tess Jewelry Mfg. Co. 
Troob-Gordon Co. 

Uncas Mfg. Company 

R. E. Van Mfg. Co. 

Van Dell Corporation 
Vance Jewelry Co. 
Vargas Mfg. Company 
Vi-Glo Jewelry Mfg. Co. 
W &H Jewelry Co. 

W & R Jewelry Co., Inc. 
Waite Evans Mfg. Co. 
Washington Jewelry Co. 
Watchbands, Inc. 
Westminster Jewelry Co. 
White Mfg. Co., Inc. 

J. J. White Mfg. Co. 
Wilcox Novelty Co. 
Frank L. Wilmarth Co. 
World Metal Products 
Wright Mfg. Company 


Zart’s 


Complete Sales and Showroom Facilities Have 
Been Made Available for Friday, Saturday, and 
Sunday Showings. We Encourage Weekend 
Reservations For Better Housing Accommodations. 
Make Your Reservations c/o Sheraton-Biltmore 


Hotel, Providence, R. I. 















Full Color Ads Push 
Carvel Hall Spring Sales 


aay 
wy 


— , <i Tell millions of readers 
Y Carvel Hall Cutlery is the 
perfect giff for... 



















WEDDINGS 
ANNIVERSARIES 


aa 


nee 
4 


| “BIRTHDAYS 


Eight Steak Knives 

; in Aristocrat Case. eo 
Classic silver overlaid handles. Se Beye 
$43.00. Other Steak and Carv- - 
ing Sets as low as $8.50. 










Matching Carver, Slicer, Chef, 
Utility and Paring Knives in 
Jewel-Box Chest. lvory mela- 
mine handles. $19.95. 

Knives available 
open stock. 





You can’t miss in 1953 
a with these 
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Only Carvel Hall Cutlery offers you such sales 
compelling features as: strikingly provoking 
FULL COLOR ADS, 2 world-famous PERSONALITY 
ENDORSEMENTS, smart GIFT PACKAGING, trend- 
setting DESIGNS and STYLING and lifetime 
SERVICE and QUALITY GUARANTEES. All you 
need do is display Carvel Hall Cutlery... it 
sells itself. To cash in on this fast-moving line, 
call your wholesaler now or write CHas. D. 
BRIDDELL, INc., Crisfield, Maryland. 






Eight Fruit & Cheese 
Knives in Aristocrat 
Case. Vogue han- 
dies. $20.00. Other 
sets from 4 to 8 
pieces, $10.95 to 
$32.00. 






























Carver, Slicer and Fork in 
Jewel-Box Chest. Vogue 
handles. $26.00. Other 
sets, 2 other handle styles 


available, from $9.00 to i F | N E CUT L E RY 
$134.50. | by Briddell 
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Fabrique des Montres Wyler S.A., Bienne 


Wyler Watch Agency Inc., 630 Fifth Avenue, New York 20 
Société Francaise des Montres Wyler, 54, rue Lafayette, Paris 9° 
|. Binda S.p.A., Via Dante N. 4, Milano 














WATCH Apex for ’53! 







to your best customers 
everywhere.....in these 
great consumer magazines! 


NEW YORK TIMES MAGAZINE 
VOGUE 
ESQUIRE 

THE NEW YORKER 


THIS IS ONLY THE BEGINNING... 


In time for Mother's Day, this ad 
will appear in April and May 
issues of the New York Times 
Magazine. Watch for it! 


Remember .. . only APEX has 
Quadra-Flex*...the 4 way spring 
action that means comfort all 


ways 
and 


patented UNIVERSALOK ends 
that fit all men’s models 54” to 34” 
. snap on in a jiffy . . . remain 


securely locked 
*Trade Mark 


Watch, too, for all the APEX ads. They will promote more 
APEX business all through the year for Father’s Day... June 
graduations ...and, of course, the big Christmas holiday season. 


See the magnificent APEX line today! The only watchband with... 
CONTOUR FIT...2 words that mean more watchband sales for you! 


Ask Your Wholesaler 


Z\PEX ACCESSORIES CO., INC. Greenwich, Conn. 
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‘Look what we're doing... 


to help you cash in on June Gift Sales! 

















Style 54-331 | es aul 
**LOLLYPOP"’ ff ole — 
compact and lipstick 
with mirrored back 
and candy striped 
design in black and 
white, green and 
white or pink and 
white on gold. 
Retail About $3.50 
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‘Style. 33-352 
“ANTOINETTE” —_; 
2" round, enamel 
design on royal = 3} 
blue background § 
with circlet of 
pearis.. 


Retail About $8.00 












—— notes. 






Imported Swiss 
‘Music Box. Choice 
of: Brahms Waltz; 
Anniversary Waltz; 
Blue Danube; 
Stardust; 
Third Man Theme. 
Retaii About $17.50 












WE’RE SHOWING OVER 7 MILLION READERS OF LOOK 
MAGAZINE THESE EXCITING NEW JUNE GIFT COMPACTS 






And, we’re making it easy for you to tie-in and cash-in 
... with counter displays, mats, radio and TV scripts, 
publicity releases. Your customers will see Volupté 
compacts in Look—be sure they see them in your store, 
too! Order Your Stock Now! 





a REMEMBER — : > 

For bigger Mother’s Day - 

‘ gift sales, tie in with . 

; Volupteé’s advertising in : 

LIFE MAGAZINE Reflects the prettiest faces 

: April 27th Issue 347 FIFTH AVENUE + NEW YORK 16, N. Y. 


COMPACTS e CARRYALLS ’ CIGARETTE CASES ° LIGHTERS ° PILL BOXES 
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FEATURE GIFT WATCHES FOR MEN - WOMEN - BOYS - GIRLS 


There are more gift promotion opportunities throughout Spring than any 
other season of the year! Timex watches help you cash in on every 
occasion with the watches everyone wants...featuring the most re- 
markable watch movement in years...the shock-resistant V-Conic, 


backed by a sales winning one-year guarantee! 


Check the Events! 


Note the watch-selling events listed ... then 
check if you have enough Timex watches in 
stock to capitalize on them. 


Advertising that Pulls! 


Big-space, dramatic ads in the country’s top 
magazines: Life, Sat. Eve. Post, Quick and 
People Today are making millions Timex 


conscious. 


Store Helps that Sell! 


Ad-mats, displays, streamers, radio copy, 
etc., are yours for the asking! Just write for 
free U.S. Time Giftime Promotion Kits. 
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“GOLDEN TIME’’ STYLE LEADERS 


POPULAR WATERPROOF* MODELS 


Revolutionary V-Conic Movement 
The unique cone-shaped balance staff 
is shock-resistant and turns on enduring 
Armalloy bearings. Strong where con- 
ventional watches are generally 


weakest. 





Sell more . . . profit more ... with Saye desipeeel end weteypsesl os 
long as crystal, crown and back are 
intact and, if removed, expertly re- 


THE UNITED STATES TIME CORPORATION shania 
World’s Largest Manufacturer of Wrist Watches 








500 FIFTH AVENUE, NEW YORK 36, N. Y. 
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The world’s tiniest watch salesman... 


incabloc 


Incabloc shock absorbers give you these 
convincing selling points: 

Incabloc protects the vital parts of a watch against damage 
from everyday shocks . . . extends the life of a watch... 
maintains its accuracy. 


Incabloc helps you sell more profitably: 


Incabloc-protected watches reduce servicing to a minimum 
during the guarantee period. (Routine cleaning or repairs 
simplified. ... Incabloc enables you to clean balance-pivots 
and to oil jewels easily without disassembling the watch 
movement and without affecting the adjustment. ) 


Incabloc is backed by consumer advertising: 


During 1953, the Incabloc story will be told repeatedly to 
more than 18,000,000 readers of The Saturday Evening 
Post and Collier’s ... broadening the ever-growing demand 


for watches protected by Incabloc. Take advantage of Inca- 
bloc’s strong consumer appeal .. . feature Incabloc in your 
store and in your newspaper advertising. 


Incabloc offers free sales-promotion material: 


Send for these selling aids: illustrated six-page folders... 
attractive Incabloc identification tags for ladies’ and men’s 
watches . . . striking counter- and window-display cards. 


“Any watch 
is a 
better watch 
with 
Incabloc’”’ 


—Incabloc 


Made in Switzerland 


9 East 40th Street - THE UNIVERSAL ESCAPEMENT LTD. + New York 16, N. Y. 
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GIFT OCCASION 














And SPEIDEL Will Spend 
Over $500,000 During 


12 Weeks on TV 
to Help You Sell ! 















PHOT 


Newest 


identification Bracelet 
with a Secret 


Photo-Compartment 





BEAUTIFULLY GIFT PACKAGED 





YOU’VE NEVER HAD ANYTHING LIKE IT... | 
a really new gift idea you can tie onto — 
and go ALL OUT in promoting . . . especially — 
for GRADUATION and FATHER’S DAY. The 
Speidel Photo-Ident with secret photo — 
compartment and massive shield... has — 
all the gift appeal and intrigue that — 
Americans love. 





Jinx Falkenburg, Norman Brokenshire, Paul Winchell 4 
and Jerry Mahoney will introduce, endorse and sell q 
the SPEIDEL PHOTO-IDENT on Speidel’s nationwide — 
TELEVISION program starting March 23rd... an all © 
out 12 weeks sales drive! | 


You know what Speidel television advertising did 
for you in selling IDENTS last Fall... You just can’t | 
afford not to tie in with this hard-hitting, fast-moving — 
promotion. 


Order the SPEIDEL PHOTO-IDENT now from your | 
Speidel Distributor. FEATURE IT. DISPLAY IT. © 
ADVERTISE IT. 
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FOR DAD ON FATHER’S DAY .. . for a new and different gift for 
birthdays and anniversaries. You can’t beat this manly, masculine 
COBBLESTONE. Rich-looking, luxurious! No finer personal gift! 
4 SPEIDEL COBBLESTONE PHOTO-IDENT 
| Sterling Front, Stainless Steel Back $14.95 F.T.1. 
| 1/20 10Kt. Gold Filled Front, Stainless Steel Back $17.95 F.T.1. 





All The Gift Intrigue That Americans Love 


Just lift the shield top . . . take out the inside 
frame ... insert his or her favorite picture beneath 
the crystal clear top, snap in the back plate... 
and you have The SPEIDEL PHOTO-IDENT with the 
secret photo compartment. And just look at that 
massive shield for engraving romantic message, 
name or serial number. 


FOR THAT BOY GRADUATE . . . or for 
Father’s Day. Popular, rugged, “he 
man” curb chain style. A wonderful 
gift for any man! 


SPEIDEL SIR GALAHAD PHOTO-IDENT 


Sterling Front, 
Stainless Steel Back $14.95 F.T.I. 


1/20 10Kt. Gold Filled Front, 
Stainless Steel Back $17.95 F.T.1. 


FOR THAT GIRL GRADUATE... or 
bridesmaid or Mother's Day gift item. 
Chic, youthful! New as tomorrow! 
Can be engraved with name or 
romantic message. Perfect gift for 
every girl graduate! 


SPEIDEL CATALINA PHOTO-IDENT 
1/20 10Kt. Gold Filled Front, Stainless 
Steel Back, Yellow or White $14.50 F.T.1. 








Show DAD 
You Really Love Him | 


Beautiful NEW DISPLAY in FULL COLOR 
..-Yours FREE secon rorowent pi/12 unit 


A compact, easy to set up display 


with illustrations and base display GLORIOUS NEW GIFT IDEA For 
in full color . . . makes a wonder- Cpraduaton | 
ful window or counter display. One , 

card for Graduation display — the - » mews |) 

other for Father’s Day and the base r Ms 2 

features two SPEIDEL PHOTO- d : ' , 

IDENTS in the new smart gift | si 

package. 


P1/12 Unit includes six Sir Galahad 
Photo-idents, two Cobblestone 
Photo-Idents and four ladies’ Cata- 
lina Photo-Idents. Complete display 
furnished free with this unit. 


Order as PI/12 $77.25 








NEVER FORGET! Speidel identification 

bracelets and watchbands cannot be ~ 
bought in drug stores and hardware ” 
stores! THEY BELONG TO YOU EXCL = 
SIVELY — They’re your “‘Bread-and- © 
Butter,” high-profit-fast . . . turnover ® 
item — it’s just GOOD business to adver = 
tise that kind of merchandise. | 











An Entire Advertising| 


MAT SERVICE BOOK 
Free! 


The most comprehensive ever offered in the industry. 
Includes two big pages featuring the new gift sens@ 
tion — the PHOTO-IDENT! Use these powerful ads to 
get full benefit of Speidel’s nationwide TV advertising 
on PHOTO-IDENT! Also, you get a complete assortment & 
of watchband ads and drop-ins for Graduation, Fathers @ 
Day and year ’round use. Make your selection and order 
by mat number on convenient order form included 
in book. 
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New SPEIDEL PHOTO-IDENT Consumer Booklet ae ( 


: - j 

7 if 
just right, and timely, for mailing to your customers. An eye-catching envel- ™ aS F Bi 
ope stuffer in full color. Your imprint and order blank on back page. Mail nen oN me 
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°. 5 — Crackle finish 

round case in boudoir shades 
of ivory, light blue, pink, 

o 2 jade green, and black. Size 
S — 24%e” x 234”. Retail price 

I2 , a = $10.95 plus tax. 
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NEW “FASHION 
ACADEMY" CLOCKS 


NEW STYLE IDEAS! 
NEW DECORATING IDEAS! 





No. 733—Early Victorian pe- 
riod 7-jewel clock with gilt 
figures and luminous hands. 
Size 444” x 34%”. Ivory, 
green, maroon, dark blue. 
Retail price $17.95 plus tax. 





one day jeweled swiss boudoir alarm clocks 


Here's Semca's brilliant 1953 
line of ‘Fashion Academy” 
clocks with the ‘‘exceptional 
design and distinctive 


styling’’ that inspired the 


No. 117 — Graceful curved base 
with crackle finish case in bou- 
doir shades of ivory, light blue, 
pink, jade green, and black. Size 
24"x2Y4”. Retail price $10.95 sears emcee mia 
plus tax. . , at the compact lines of 


Fashion Academy's Gold 
Medal award to Semca. Look 


these one-day boudoir 


No. 779—8-day 
7-jewel double 
purpose desk or 
boudoir clock. 
Choice of ivory, 
blue, maroon 
and green case 
each with deco- 


alarms. And note the impres- 
sive 8-day alarms for home 


or office. See them all 


No. 780 — 8-day 7-jewel for 
desk or boudoir. Silver finish 
dial with raised gilt numer- 
als. One key winds time and 
alarm. Height 41/2”, Width 
52”, Depth 14%”. Retail 
price $28.50 plus tax. 








rative overlay of 
gilt lattice. 31/2” 
high, 3” wide, 
1” deep. Retail 
price $23.50 
plus tax. 
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at your wholesaler and start 


promoting them this week! 





eight day 


~" 


seven jewel 
swiss 
alarm clocks 


~” jj Consult Your Wholesaler 


Sseml1Ca Clock Company, Inc. 


30 Irving Place, New York 3, N. Y. 
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What’s the Big Idea? 





The story behind the most unusual advertising 


in the pen business—as told by 
GEORGE EDDY, Advertising Manager 


THE PARKER PEN COMPANY 


Somewhere in any successful consumer ad there must be 
a big idea—something to make the product worth more 
than its price to the reader. 


In Parker advertising up to this year, that idea has 
been aimed at creating pride of possession. We told 
readers of the famous persons who owned 51’s, showed 
the “51”? Pen in smart surroundings, until people felt 
they weren’t really living if they didn’t have a “51”. 
That was the big reason to buy then. It sold countless 
51’s, and it will sell many more. 


Pride of possession will always be a powerful Parker 
appeal. But today’s market has changed, and to meet it 
we have something even stronger—a new idea has been 
introduced into Parker advertising. | 


The catchy headlines in Parker’s new ads are very im- 
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portant, yet they have served their purpose as soon as 
they get the reader into the ad. There he runs into a new 
idea he has never seen in pen advertising—the Plathenium 
Point that will wear in to his individual handwriting and 
stay that way. He has found a reason for buying a 
Parker “51”’ which he won’t find for any other pen. 


From your enthusiastic reports we know the new idea 
has taken hold. These ads are selling. And now we’re 
going right on with more like them. Watch for the ad 
above, coming up in May and June. See how the in- 
triguing headline leads people straight to the reason for 
buying Parker Pens for Spring graduates. 


Copr. 1953 by The Parker Pen Company oe 
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ITS THE Busy Tine THAT MEANS BUSINESS FOR YOU! 


I's the POLISHOOK LINE that gives you a more complete It’s the POLISHOOK LINE that sells on sight, because YOU 
selection of RINGS than ever before! ...made possible by our buy it right! ... Proven, pre-tested and merchandised to fit you 
recent great expansion. In addition to our thriving, family-owned needs. Our amazing, new automatic “Inventory Control’ set-ups 
3$-year-old ring business, we also own and operate the entire plant eliminate your owning too many rings in any one price range! Yo 
and equipment of the famous old ring firm of SKW. buy only what you need, at the price you know it can be sold. 


It’s the POLISHOOK LINE that assures you savings by “direct 


dealing” with us—the manufacturer. Assures you better values, finer 
styling in ONE complete line, from BABY RINGS to DIAMOND 
AND WEDDING RINGS... backed by power-packed FREE ad “INVENTORY CONTROL” Set-Up 
mats, window displays and plenty of “over-the-counter” selling ideas! that supplies you ONLY best-selling rings 


K. POLISHOOK « SON con. 


MANUFACTURERS OF ‘EVERYTHING IN RINGS’’ SINCE 1898 
216 East 45th Street, New York 17, N.Y. VAnderbilt 6-1664-5-6-7 


(se about our amazing new, automatic plan 

































































In Gift Jewelry too!!! 


DERI | recon 


A krand New Line of Gold 


Filled and Sterling Jewelry 


STYLED FOR TODAYS “MARKET 


K See the brand new D’ERI Gold Filled and Sterling Line as well as the 


1953 D’ERIN! Gold and Rhodium Plated Line at Wholesale Jewelers Buyers Week, 
May 3rd thru 17th, Sheraton-Biltmore Hotel, Providence, R. I. 





) 


we i 
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* 


‘ "Exclusive D’ERI third dimensional stylng 

9” wth exclusive packaging means more 

EWELS DY over the counter sales and _ bigger 
J t=" profits. 


387 Charles Street, Providence, R. |. 


SOLD THRU THE WHOLESALER 
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FINE SURROUNDINGS FOR FINE JEWELRY 


Jewelry needs clean sparkling store interiors for proper display. An 
air of refinement and dignity is important, too! That’s why Chrysler 
Airtemp Air Conditioning is a MUST in your jewelry store. 


Customers can make their choice leisurely in a cool, quiet store. 
Outside noises and excessive heat do not disturb them. Employees 
are more alert, courteous and efficient. They can devote all their 
time to the sale when they are not conscious of distracting humidity 
and heat. With doors closed less dirt enters and the air conditioner 
constantly filters dust out. Your store stays sparkling clean... 
needs less redecorating through the years. 


Put the Comfort Zone to work for you. When you buy a Chrysler 
Airtemp “Packaged” unit which Chrysler Airtemp pioneered .. . 
you know you're getting the best. The Chrysler Airtemp name is 
your assurance that 
every unit is precision 
engineered and manu- 
factured for long life. 


Pt tt 


“Packaged” Air Conditioners 
Six models from 2 to 


Airtemp 






FOR 
PROFIT 
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Ulli 


Po, 


& 





ae Ee Geen HEATING e AIR CONDITIONING 


for HOMES, BUSINESS, INDUSTRY 


Division, Chrysler Corporation, Dayton 1, Ohio 


Airtemp Division, Chrysler Corporation JCK-4-53 
P.O. Box 1037, Dayton 1, Ohio 


I‘d like to know more about Chrysler Airtemp Air Conditioning. 














Name 
cael ~ OF Address Phone 
* Guaranteed by @ 
Good Housekeeping 
or ees ° 
—Saovennisto City Zone State 
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Here’s a success story how the Diebold Portable ». 
saved time, space, money and labor in Ledger Posting: 


One of our customers, operating fourteen retail stores, employed five 
girls to post duplicate ledger cards of each store's transactions. 

Now, using the FLOFILM Portable Camera, the ledger cards from the 
fourteen stores are microfilmed each day. One girl accomplishes this. 

In addition, the stores send a daily listing of all transactions to the 
main office and these, too, are microfilmed. 

This has several advantages. It eliminates duplicate cards, eliminates 
transcription posting, makes additional floor space available, saves time 
through high speed copying and means automatic record keeping. 

The motorized FLOFILM Portable is the lowest cost microfilm camera 
made ... Only the size of a portable typewriter . . . it brings micro- 
filming to the work—department by department. 


Diebold will be happy to come to you and microfilm some of your Lm — 


records or forms, develop the film and show you the results and 
how people in your business are applying this new method. 


See it yourself. Just fill in the coupon below for further facts, but do it now! 











i 1 )j Dold Flofilm Division, P.O. Box 127, Norwalk, Conn. 

i C 

I tec: eo 2 86 2 2 8 6 8 

! Please send me complete information on your new portable microfilming camera. 
NAME | TITLE 

} ADDRESS 

| city ZONE___ STATE 











NOW -An Amazing New Microfilm Camerz 
for Credit Jewelers! 


te | iebold 


FLOFILM PORTABLE CAMERA 










Note To 
MANUFACTURING JEWELERS 


Microfilming by the FLOFILM 
Portable Camera gives your 
costly designs complete pro- 
tection against theft or other 
losses... 


Federal statutes recognize the 
legality of microfilmed records 
made in the course of business 
as primary evidence ... 


It will pay you dividends to in- 
vestigate this convenient and 
low cost method of safe-guard- 
ing your designs and records. 


serving business for over 94 years 


Deere) 


FLOFILM DIVISION 
P.O.Box 127 e¢ Norwalk, Conn. 
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CERTINA Watches are sold on/y through reputable, ethical retail Jewelry Stores 
and through no other outlets . . . no mail-order or catalog houses or post exchanges. 
We vigorously police the distribution of our product and register the number of each 
timepiece shipped, so that any watch can be traced should it be bootlegged through 
unscrupulous outlets. 
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CERTINA Watches are Fair Traded under the McGuire Act. Their retail prices 
are maintained vigilantly by every legal means at our disposal. 


CERTINA will zealously safeguard its international reputation for quality, and 


will maintain its leadership in inimitable American styling. 


CERTINA 1s sensibly priced, and offers the retail Jeweler a full markup so that 
profits are equal to or better than derived from watches of comparable quality. 


CERTINA Timepieces are nationally advertised in mass consumer media at an 


ever-accelerated rate. 


CERTINA supplements its national advertising program with a continuous flow 
of selling aids to assist the Jeweler at point-of-sale. 


CERTINA maintains a service department with ultra-modern repair facilities, 
and replacement parts are readily available. 


CERTINA’S sound policies (set forth above) and its selling advantages have 
made it a featured watch line with leading jewelers nationwide. 


We pledge every support to our customer, the recognized Jeweler, to the end that his 
CERTINA Franchise may be a permanent source of pride and profit. 










CERTINA Division 
ILLINOIS WATCH CASE CO., Est. 1888 













ZENITH’S 
NEW “PERSONAL PORTABLE” 






















The new “mighty mite” of the Zenith Portable ap 

line. Compact, trim, and power-packed—with aX ee 
Joads of new features youcan talk up and promote: ae oe a a, Y-7== a 
s ; , ' i, go tag, ge OE gy i ek yer ke 
New “Range Finder’ Switch—increases bat- =~ —— ee a Hm = ben se ve ~ tin AY 
“f . . So Q bs : , ‘Biig, ae Bese ° REE 3 
tery life up to ten times that of ordinary personal = ee ee —— =< 1S 8 
portables. Handy “Carry-About’ Handle and —— ~<a tom, a = ce, as ae = os & 
. ‘6 . ” oO a ed ee i saa a a eo cma 
Easy-Grip “End Tuning” Knobs. SS = i - ~ = se y 

eg, te tage, Me a te : 

ag ig, te gy, t,t agg, Hy ge HD, sage Oy Ek 
ee agg Re, a say, ay SR ge ye, 
a te ae ey ee ee 
eet aoe sng SAS: ie gor RN ge Atay ae 
Se a a ee 
Model K401 — Battery only Se —— ji 
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Sie Packs in a suitcase — plugs in anywhere. A new concept in 
. portable radios, designed for the traveling man or the woman 
working all over the house. Less than 5 inches high, this new 
“CREST” is the most powerful radio—inch for inch—you have 
ever heard. 


Plenty of new features to promote and sell: 


f eos a 6 7. . New “Hand-Tenna’—with powerful loop antenna built 
. - % j; into the handle. Detachable cord—for easy packing. Comes 
in Ebony, Maroon, Grey or Ivory case, with Carrying Bag. 






Model K412 — AC-DC 


New Zenith handfuls of radio 
give you tists full of profits 


They're the Zeniths your customers 
have beqged for -theyte the hand-sized 
Zeniths that will complete your line 















sions osncte RADIO | , ° ‘ 
and TELEVISION ZENITH RADIO CORPORATION, Chicago 39, illinois 
: ) 
Gi as ; ©1952 
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Put these 


Palladium Sales Aids 


to work... 









building store traffic for you 















WD > i Po |; Jewelers who are featuring palladium 
Yours . Sifatine / a sw are increasing profits — and their store 





traffic, too! 

There’s so much free promotional ma- 
terial designed to help you—counter displays, 
sales booklets, radio spots and publicity. 


Use these sales aids — they’ll tie your store 
in with a big circulation, two-color national 
advertising campaign appearing in Harper’s 
‘ Bazaar, Glamour, Charm, Seventeenand True. 
.. — They’ll also tie your store in with the pub- 

. licity given palladium by leading fashion 
authorities in magazines and newspapers — 
as well as radio and television. 


The following are yours for the asking: 


¢ Palladium, a Precious Metal for Fine Jewelry — 
a helpful booklet for over-the-counter or 
mail distribution to your customers. 


® The Eight Precious Metals — an informative 
pocket-size booklet describing all the pre- 
cious jewelry metals —their properties, 
applications and advantages. 

¢ Newspaper Mats—Local Releases — hard sell- 
ing and newsworthy material ready for use 
with the addition of your name and address. 

® Radio Spot Announcements — four interest- 
ing spot announcements, each of one min- 
ute duration, recorded by top flight radio 
talent are yours for only the cost of your 
local station time. 

e Window and Counter Cards — attention- 
arresting, easel-mounted display cards and 
metal-faced, silhouette-type signs are 
available on request. 

Take advantage of these aids... increase 
your store traffic. Write us today. 


PA L LA D i U M et om, 


Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street New York 5, N. Y. 
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The Artcarved 








LANNY ROSS RADIO SHOW! 


Jewelers coast to coast are acclaiming 
the first nationwide radio show 


ever sponsored by a ring manufacturer! 


‘An outstanding diamond ring sales program”’ 
—that’s what your letters about The Artcarved 
Lanny Ross Radio Show have told us! This out- 
standing singer, starring ina program tailor-made 
for local impact, is bringing more and more 
customers into your store—customers who are 
buying your Artcarved rings. 


Each Sunday Lanny Ross and the Artcarved 
show tell your customers, sell your customers, 
on the quality, the reputation, the guaranteed 
value of Artcarved rings. It’s a show especially 
designed to bring you the benefits of the great- 
est ring advertising ever known—a show that’s 
proving its dramatic local penetration over a 
nation-wide radio network every single week. 
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And Artcarved’s exciting magazine advertising 
in LIFE and LOOK, featuring the romance of 
the engagement ring, ties right into Artcarved’s 
dramatic success story—giving authorized Art- 
carved jewelers the most penetrating and far- 
reaching sales impetus of any ring manufacturer. 


When your Artcarved representative calls on 
you, ask him about opportunities for arranging 
special promotions . . . tying in your store with 
the Artcarved radio show . . . even arranging 
personal appearances of Lanny Ross in your 
store. For further information write: Advertis- 
ing Department, J. R. Wood & Sons, 216 East 
45th Street, New York. 
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Artcarved Theme Song 


BY JOE HORNSBY 
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on - ly the best will do— 


Hear your Artcarved Show featuring LANNY ROSS every Sunday, 1:15-1:30 


p.m. EST, over 554 popular Mutual Radio Stations ... covering America! 


JI. RR. WOOD & SONS, INC. 
216 EAST 45th ST., NEW YORK, N.Y. 
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Diamond Digest 


HARD FACTS ABOUT DIAMONDS 


The diamond merchant of today and the diamond 
merchant of sixty-seven years ago have very little in 
common. No one knows this better than Arnstein Bros. & 
Co. During sixty-seven years we have seen the diamond 
business undergo astounding and rapid changes, and we 
have been alert to all of them. 


To be a successful distributor of loose diamonds 
today involves far more than just selling the jobber 
and the retailer at the lowest market price. There are 
many other services to be offered: 


We must, for example, understand the retail 
jeweler's inventory problems. We must know what type 
of diamonds he wants, no matter how small or large. We 
must also understand when to give him credit terms if 
he merits them. 


We must meet special demands of the jeweler. From 
time to time he has calls for large stones. Because we 
process rough purchased from the London diamond syndi- 
cate, we are always prepared to send him exactly what 
he needs. 


We must enable buyers of our diamonds to determine 
the exact quality and color they wish to feature. We 
have, through extensive research, developed a method of 
standardizing every diamond——from 1/200 to a large 
stone. Eight per carat and larger are carefully 
weighed out; small full-cuts and eight-facets are 
meticulously sieved. Thus, the guesswork has been 
taken out of ordering and reordering. 


These are basic problems in the diamond industry 
today. But there are others too. Since 1950, we have 
actually been helping the jeweler market his diamonds. 
For example, we have made available to him the unique 
and interesting Diamond Daisy Chain*-—-—a moderately 
priced add—a-—diamond bracelet designed to bring the 
consumer back to the diamond counter again and again. 





There are probably scme people who see in this a 
contradiction. Have we not always maintained that the 
jeweler who buys loose diamonds and has them mcunted 
himself, will own the finished piece at lower cost? 
Right! But like the Diamond Daisy Chain, Arnstein pro- 
motions to come will not be everyday, run-of-the-mill 
articles. They will all be unique and cutstanding. 
They will feature well designed merchandise at attrac-— 
tive prices which cnly Arnstein guantity, prceduction, 
and distribution cculd rake pcssible. These promotions 
will be the icing cn the cake, the "plus" that makes 
his diamond business more prcfitable. 


DIAMOND CUTTERS AND IMPORTERS 


608 FIFTH AVENUE NEW YORK 20, N. Y. 
*D. Pat. & T. M. reg. pending. 
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THE JEWELERS’ 


RUMOR circulated around New 

York City for a while that City 
Hall had turned down a rather un- 
usual request from a watch company. 
Rumor had it that the Gruen Watch 
Co. wanted to put one of their “super- 
size” timepieces on the wrist of the 
Statue of Liberty. 

Of course, municipal officials 
laughed at the idea. At Gruen, east- 
ern sales manager J. McGuire also 
found cause to laugh. “There’s no 
truth to the item,” said McGuire, “‘but 
thanks anyway—it’s quite an idea.” 


> © 


66@ F you’re proposing to propose, 

take some advice from those 
experts on romance, the engagement 
ring salesmen.” Thus read the lead 
paragraph in an Associated Press 
news release. Prospective brides and 
grooms were duly advised by the 
A.P. to settle in advance how big the 
“sparkler” should be. 

Why? Well, the A.P. informs us, 
jewelry salesmen don’t like to see 
loving couples get into a stew over 
carats. For instance, one jeweler was 
slightly embarrassed to see a couple 
sever relations on the spot when the 
would-be bride wailed, “I could never 
marry a man who bought me such a 
tiny ring.” 

Then there’s the tale of one clever 
wench who primed her jeweler to 
show her fiance a $1,200 diamond 
ting. When Mr. Bait—the fiance, 
that is—entered the store and was 
shown the $1,200 ring he said he 
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couldn't afford it and purchased one 
for $400. The tearful girl returned 
it to the jeweler the following day 
with the tragic lament, “I can’t wear 
this puny thing. It isn’t half the size 
of my sister’s.” 


o © 
| wer ee-weie. bovine counterpart 


of James Barrie’s mythical 
“Peter Pan” crocodile, which sported 
a ticking alarm clock in its insides, 
has turned up in California. How- 
ever, the steer which kept an Elgin 
pocket watch in its stomach, wound 
and accurate, for two years had to 
await the butcher’s knife as its key 
to fame. 

Seems that about two years ago, 
farmer L. G. Rinderknect found the 
barnyard a bit too warm and hung his 
vest, containing the watch, on a 
fence post of the calf corral. When 
lunch time rolled around, the farmer 
discovered his watch was missing 
from its accustomed place in a vest 
pocket and, after a futile search, 
wrote it off as hopelessly lost. 

Recently, while butchering, Rinder- 
knect opened the stomach of a steer 
and found his watch—undamaged, 
alive and kicking. 


© © 
PEAKING of stomachs—and who. 


may we ask, ever speaks of 
stomachs—we read in the newspaper 
an item about Indian customs officials 
seizing six gold smugglers. The men 
arrived on a coastal steamer with 
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almost $10,000 worth of gold con- 
cealed in their stomachs. 

Bombay officials, who sent the men 
to a hospital for X-raying, said each 
had ten gold bars in his stomach. 
The men, it was reported, practiced 
yoga to keep them within their sys- 
tems. 


> © 


EWS of a startling invention has 

come to our attention. It spells 
disaster for those individuals who 
must have an extra forty winks of 
shut-eye each morning—even though 
it makes them late for work. Alas, 
alibis for being late to work are all 
over! 

John E. Coogan, Philadelphia busi- 
nessman, has invented an alarm clock 
that won’t stop ringing until the 
sleeper actually is up and out of bed. 
It has, we understand, an electric 
eye and if the drowsy man crawls 
back into bed within an hour, its 
clamor begins again. 


> © 


PENING our mail the other day 
we came across an interesting 
letter from Marcus Baerwald, Dallas, 
Texas. Marcus informed us that he 
is a man “who has spent his life in 
gems and jewelry (authentic, beauti- 
ful and genuine)” and he was dis- 
appointed with the recent Inaugural 
Ball. 
It’s a shame, Marcus writes, that 
the First Lady of the greatest nation 
in the world should appear at the bail 
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THE JEWELER’S WATCH LINE 





A MAN IS KNOWN 


AS A MAN IS KNOWN by the company he keeps, a store is 
judged as much by its merchandise as its management. Years 
of prestige-building advertising have made Longines- Wittnauer 
watches synonymous with the highest ideals of the jeweler him- 
self—integrity, service, value, honor. To display your Longines- 
Wittnauer Agency Shield contributes to your reputation as well 
as to your profits. 


Since 1866, maker of watches of the highest character 
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without any precious jewelry. “To 
avoid repetition of this in the future, 
‘t seems to me that Americans who are 
devoted to the true and the beautiful 
should get together in a movement to 
establish an American equivalent to 
the crown jewels of the British 
Empire.” 

As Marcus sees it, “Individuals, 
civic organizations by a very small 
outlay and with no expense to the 
taxpayers, could soon assemble a 
great collection. There could be sev- 
eral pieces—strands of fine natural 
pearls, a necklace of precious stones 
worked into a design symbolic of the 
high ee —endhiing that would 
commemorate the Declaration of In- 
dependence or a beautiful jeweled 
dove symbolic of peace. The best de- 
signers, diamond cutters and _lapi- 
daries probably would be glad to con- 
tribute their services for the honor of 
having their work in the White 
House.” 

Furthermore, Marcus writes, “The 
jewels would be the property of the 
nation and the First Lady, whoever 
she may be, would be assured of 
something noble and appropriate to 
wear on state occasions. The jewels 
might be displayed, as the British 
Crown Jewels are, from time to time 
as another attraction for visitors to 
the nation’s capitol.” 


© © 
—— amazing case of coinci- 


dence in advertising displays 
popped up recently in Whitman, 
Mass. It proves, to us at least, that 


creative talent is not monopolized by 
manufacturers. Retailers are a pretty 
clever lot of individuals. 

You can take the word of an Elgin 
National Watch Co. sales representa- 
tive who dropped into Whit-Bel 
jewelers and was completely startled 
hy the store’s display window. It all 
but duplicated Elgin’s “Spring Time 
Savings” campaign which was not to 
be announced for several weeks. 

The window display, featuring 
Elgin watches, was of a spring scene 
with green grass, flowers, a trellis 
with climbing vine and a “watch- 
bearing” tree. Elgin’s spring display 
is built around an identical theme and 
features many of the same items. 

The ingenious and intuitive Whit- 
man jeweler had _ borrowed the 
“grass” from a local undertaker, 
built the trellis from wood scraps and 
made tulips, wisteria and jonquil 
blooms from crepe paper. 


> © 
QGoMe people are addicted to 


opium, others are _ irresistibly 
drawn to grog shops, and a few are 
chronic hashish eaters. As for us, our 
tragic flaw lies in a devoted preoccu- 
pation with advertisements—especial- 
ly jewelry ads appearing in national 
publications. So when we came 
across the Parker Pen Co.’s recent 
“left-handed” pen ad we were quite 
taken by it. And as we suspected, it 
produced some unusual incidents and 
results in the market place. 
The ad was planned to dramatize 
the fact that the firm’s pens adapt to 








cm |O| 





ilo 











9° © 








-S% Mm © ge 


a — 


) (BVA Cte 








: 


-ALl- 


“CORRECTION, \ The right time is eleven o'clock." 
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the writing characteristics of the user. 

First indications of what was in 
store for the company began to crop 
up soon after the ad broke during the 
week of January 17. Retailers re- 
ported that people were walking in 
and asking for left-handed Parker 
pens. One chap even took great pains 
to explain that he was ambidextrous 
and now didn’t know what kind oi 
pen to buy. 

George Eddy, advertising manager 
of Parker Pen, claims the ad, first of 
a series, was written to be provoca- 
tive, but it has caused more of a stir 
than he expected. Well, if the first 
ad caused a stir, we can readily 
imagine the public’s response—and 
perhaps even Dr. Kinsey’s—to the 
second ad. Its headline? “How to 
determine the sex of a Parker 5l 
Pen.” 


© © 


MORE HONORS 
FOR JC-K'S READERS 


HE Brand Names Foundation will 

make its annual awards on April 
15 at the Waldorf-Astoria Hotel in 
New York City to retailers who did 
the most outstanding jobs in the pro- 
motion of brand name merchandise 
during 1952. 

The “Jewelry Store Brand Name 
Retailer for 1952” is Rudolph L. 
Schindler, owner of Schindler’s Jew- 
elry, Sioux City, Iowa. (For details 
on the brand name merchandising 
activities of this store, please turn to 
page 108.) 

Receiving “Certificates of Distinc- 
tion” are: “Barr’s Jewelers, Philadel- 
phia, Pennsylvania; Pinsker’s Jewelry 
Store, Middletown, Connecticut; 
Basch’s Leading Jewelers, Cleveland, 
Ohio; and Wilson’s Leading Jewelers, 
Syracuse, New York. This is the sec- 
ond successive year that Pinsker’s has 
won a “Certificate of Distinction.” 

Once again, each of the winners, as 
was the case in previous years, is a 
subscriber to THE JEWELERS’ CIRCU- 
LAR-KEYSTONE. Of course, we are 
proud of our subscribers and their 
outstanding promotion activities. We 
tip our editorial hat to the winners 
and offer each hearty congratulations. 

As for the other jewelers who en- 
tered the Brand Names Contest, they 
are to be commended for their efforts. 
Official recognition will be paid to 
them at some future time. But in any 
event, we feel certain they are receiv- 
ing recognition from their customers. 
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Cincinnati Trade Conditions 


“Business this month is dropping off. Trade all the year has been 
excellent and the jobbers have had no complaint. They say that in 
comparison with last year they have made very material increases in 
all their departments, especially in the watch trade. If movements 
had been plentiful, more watches would have been sold... Even now 
the jobbers complain they cannot get all the movements they want. 
Mr. Dickerson, of the Elgin National Watch Co., has been in town and 
he comforts the jobbers with the old story that the companies are 
doing what they can to help out the jobbers, and soon they will be able 


to supply the demand.” 
(April 11, 1900) 


Business Opportunities 


“FOR SALE—The poorest business in the poorest town in the 
poorest State in the Union; for further particulars, address, L. A. 


Cobb, Yankton, S. D.” 
(April 18, 1900) 


Situations Wanted 


“Ambitious boy, 16, having 114 years’ experience with a wholesale 
jewelry firm, seeks position with chance of advancement; highest 
references. Address, “Ambitious,” care JEWELERS’ CIRCULAR.” 


(February 28, 1900) 
Longines-Wittnauer Ad 


A two page ad informed retailers that Longines watches “will have 
special important features this year which will be shown by our 


representatives.” 
(January 31, 1900) 


Fashion News 


“Ladies’ watches seem about equally divided between the important 
and conspicuous chatelaine and the tiny time piece attached to a long 


chain.” 
(February 28, 1900) 


Letter to the Editor 


“Respecting the matter of watch case guarantees I desire to state 
that when we show a customer a watch case, we at the same time 
explain to him .. . the assertions made to us by the manufacturer 
and the guarantee which he incloses in the case.” 

| Charles G. Deuble, 
Canton, Ohio 


(February 28, 1900) 
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Philadelphia Notes 


“J. E. Caldwell & Co. have subscribed 
$100 additional to the Republican Na- 


tional Convention fund.” 
(February 21, 1900) 


Boston Notes 


“Charles Hardy, of D. C. Percival 
& Co.’s inside salesmen force, is re- 
ceiving congratulations from his friends 
in the trade on the announcement of 
his approaching marriage to a Cam- 


bridge lady.” 
(February 28, 1900) 


Providence Notes 


“The partnership heretofore existing 
between Louis Stern and Charles S. 
Sledner, under the style of Louis Stern 
& Co., has been dissolved by mutual 
consent. Mr. Sledner has withdrawn 
and Mr. Stern is to continue under the 


same firm style, at 158 Pine St.” 
(April 11, 1900) 


Chicago Notes 

“I. Heller, of L. Heller & Co., has 
returned from New York.” 

“M. A. Mead, of M. A. Mead & Co., 
left on the 20th of January, 1900, for 
California, to be absent about three 


weeks.” 
(January 31, 1900) 


Minneapolis Notes 


“Several Minneapolis jewelers have 
been annoyed by a woman who seems 
to be demented, ordering goods to be 
delivered. She stipulates that they are 
to be sent to St. Paul, and asks that 
her house be called up the next day 
to ascertain if she is at home before 
delivering the goods. In each case she 
has given the same telephone number. 
When called it develops that the alleged 
buyer has no connection with the tele- 
phoned name. Apparently she has 4 
mania for ordering goods.” 


(April 25, 7900) 
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A Review of 





The flatware market is not made up of a ( 


section of the public. Rather it is all the 





people in America excepting those still being 
bottle-fed. Every one eats with a spoon, 


knife and fork. To help you determine what 
part of your local flatware market can be a Ware 
converted into sales for your store, we pre- 
sent on the following pages a study of the 


various markets for three different types of 
flatware. arket 
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PLAT WAR 








ici as a class or type of flatware, ac- 
counts for approximately 50 per cent of the total dollar 
sales of all types of flatware: knives, forks and spoons. 
The other half is spent for plated ware of various qualities 
and for stainless steel. 

There is little question about sterling being a natural 
jewelry store item. Jewelers represent the top ranking 
outlet for sterling flatware sales. Consumer acceptance 
of the jeweler as the sterling merchant, has been passed 
down to him through the ages. It has always been a 
profitable part of his operation—one in line with his 
prestige; merchandise of precious metal alloy converted 
painstakingly into beautifully executed patterns. 








SILVER 
FLATWARE 
OWNERSHIP* 
NUMBER OF 
TABLES 
STERLING EQUIPPED 
37% IN ONE 
RECENT 
Cn©iit — 
STERLING 6% 








All Plated 


64% 
PLATED 


75% 





*ESTIMATE PROVIDED 
BY INTERNATIONAL 
SILVER COMPANY 


*SOURCE: JC-K'S 
MRS. AMERICA'S 
SILVERWARE 1950 
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But for years it was a staple line relatively static in 
volume. However, during the thirties, dramatic mer. 
chandising and accelerated advertising were applied to 
sterling flatware. As a result, sterling flatware has, since 
that time, increased its annual sales volume TEN TIMES! 

Most jewelers have capitalized on this spectacularly 
expanded natural market. But have they capitalized fully? 
This question is raised because of the tremendous volume 
of sterling flatware which, during recent years, has been 
sold on the club plan by door-to-door operators. 

First, let us recall that, roughly, 50 per cent of all flat- 
ware dollar sales were in sterling. Yet the survey, “Mrs. 
America’s Silverware 1950,” showed only 37 per cent 
of the people having “matched place settings” in sterling. 
(75 per cent had plated.) And, lest this relatively high 
percentage for sterling be misinterpreted, the same survey 
showed that a great many of these sterling homes had 
only 2, 3 or 4 place settings and a great number had less 
than six pieces to each place setting. 


MARKET HAS NOT BEEN SOLD 


Evidently the market had not been as thoroughly sold 
on sterling as it could be. Further evidence of this lies 
in an analysis made by International Silver Co., where 
they divided the dollars spent in one year on sterling by 
the retail price of the most commonly sold quantity pur- 
chased by each family, to arrive at a rough approxima- 
tion of the number of tables equipped with sterling. 
According to this, of the total number of tables equipped 
in a year with all types of flatware, less than 6 per cent 
represented sterling. This is at once a depressingly low 
percentage of people buying sterling, but, at the same 
time, it provides a stimulating challenge for the jeweler 
to increase this percentage to 10—15—yes, 50 per cent. 
For, jewelers know from instinct, and economists know 
from the study of figures, that financial limitations do 
not preclude sterling sales to the girl or woman who just 
MUST have sterling. All girls read fairy tales and 
romantic historical novels of Colonial entertaining and 
royal banquets with sterling service. 
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Actually, “Mrs. America’s Silverware” showed that 
while the greatest number of women having sterling were 
in the middle income group, the percentage of women 
owning matched sterling sets was actually higher in the 
lowest income group than in the middle group. What’s 
more, there are twice as many women in this lowest 
income group than there are in the highest income group. 


STERLING MARKET INCLUDES EVERYONE 


Therefore, the sterling market is not only the “better 
people’ in your trading area, but ALSO the great mass 
of people represented by the “average” person passing or 
visiting your store. Are you planning to reach these 
people as you can and should? 


MARKET HAS BEEN SURFACE MINED 


The breadth of the sterling flatware market, coupled 
with the fact that it has only been “surface mined,” sug- 
gests that there are millions of dollars just below the 
surface for those retailers in each community who want 
to do a little routine digging. 

By “routine” we mean the doing of those things only, 
which other jewelers with similar stores, in similar mar- 
kets, have proved increased their silverware sales. And 
by doing these things, every jeweler can increase the 
prestige of his store for the sale of other high-grade items. 
In addition, increased store traffic—the life blood of any 
successful business—will be created. A few of these ideas 
--gleaned from the experiences of hundreds of jewelers 
throughout the country, are condensed on the follow- 
ing page. 


lo Help You Sell More 
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Sterling—See Next Page 
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Nilver Selling Ideas 


If you are not making use of these selling ideas now, then you 


haven’t begun to scratch the surface of your flatware market. 


BRIDAL MARKET 


In order to attract prospective brides to their store, jewelers offer a variety 
of services. Some stores maintain bridal consultants to assist brides in planning 
their weddings; many stores offer the use of their bridal registers to brides, 
who are contacted as soon as their engagements are announced in the newspaper, 
The bridal register eliminates duplicate gifts and it is a service appreciated 
by the bride and her family. 


HIGH SCHOOL GRADUATES 


Today’s high school student is tomorrow's silverware customer. Aware of 
this truism, many jewelers contact local high school girls prior to their gradu- 
ation and invite them to visit the store to receive a sterling teaspoon of their 
own choice. It brings, perhaps for the first time, the young, impressionable 
girls in direct contact with the jewelry store. The presence of the teaspoon 
pattern in the girl’s home serves as a constant reminder to parents that their 
daughter is anxious to assemble a silver service. 


TABLE SETTINGS CONTESTS 


Carefully planned table setting contests help stir up area-wide interest in 
silverware. Such contests offer ideal opportunities for jewelers to publicize 
their silver merchandise amid a friendly and entertaining atmosphere. What 
is more, such events properly planned involve little expense for the jeweler. 


LECTURES 
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Lectures are an inexpensive but effective way of establishing a jewelry /Y i EFAS TS 
store as the silver headquarters of the community. Its appeal is great to =< < ) PN CY 

women’s organizations and high school and college home economics classes. COR ZLA— LS 


While educational in nature—covering the history of silverware and its proper 
use—lectures create prestige as well as profits for the jeweler. 
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DISPLAY 


Silverware, in itself, is beautiful and appealing to the eye of most customers. 
It lends itself ideally to dramatic and interesting window displays. But in order 
to achieve the maximum results, most jewelers find it feasible to set aside a 
permanent window for a year-round parade of silver patterns. The aim of a 
constant window promotion is to impress the public with the store’s wide 
variety of patterns. 


SILVER CLUB PLANS 


An effective means of promoting silverware, as well as building store traflic, 
is through “Silver Club Plans.” This service usually offers customers the privilege 
of purchasing silverware for a small down payment with reasonable weekly 
payments. 


EXTRA PIECES 


In order to be sold extra pieces must be seen—but far too many jewelers 
have failed to capitalize on this aspect of silverware. A good percentage of 
women, as a result, are unaware of the extent of additional pieces which may 
be added to their silver service. To acquaint women with the wide variety of 


. extra pieces available, jewelers show customers a cake server or an olive fork 


instead of the customary teaspoon. Also, having a special display of extra pieces 
in a prominent location can be instrumental in creating interest and sales. 


GIFT SELLING 


Every day is a gift day for someone. Anniversaries, birthdays, Easter, 
Mother’s Day, Christmas—all are ideal times for promoting silverware as suit- 
able gifts. A sterling place setting or extra pieces make excellent gifts for 
discriminating buyers. 
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ALL YEAR AROUND... 


Silver sells... if you sell Silver 


JEWELERS CIRCULAR - KEYSTONE has 


found 


jewelers enjoying lively silver sales in every 


MERCHANDISING 


SILVERWARE 





month of the year. In every issue, at least 
one article brings you a detailed account of 
such a jeweler’s methods. This wealth of 
information makes it possible for you to 
select techniques right for vour Own opera- 
tion, and build them into a year-round pro- 
eram of your own. 


CHECK THIS LIST of 1952-53 JC-K silver idea 
stories. How many of them are working 


now, for you, this year? 


(See also ‘Advertising'—"Display''— 
"Merchandising''—''Promotion’ ) 

Jewelry Store Recital Launches Pianist 
and New Silver Pattern. Jan:134 

Extra-Piece Emphasis Sets Apart Jewel- 
er's Windows. Jan:136 

Coordinated Selling Stars China-Glass- 
Silver. Jan:16l 

Waste Window Becomes a Feature for 
Sterling Displays. Jan:163 

Are You Aware. Jan:!93 

Consistent Silver Promotions Earn ''Head- 
quarters’ Tag for Oklahoma Store. 
Feb:148 

Silverware Window Panels 
Pattern Display. Feb:150 

Slight Decrease Noted in ‘51 Silver Con- 
sumption. Feb:192 

Easter is Opportunity for Jewelers to 
Stress Gift Angle for All Lines. March: 
112 

Cooperative Purchasing Plan Aimed at 
Follow-up Sales. March:122 

Easter Breakfast Table Stimulates In- 
terest in Tablewares. March:163 

Unusual Bridal Service Builds Good-Will 
and Sales. March:168 

Regular Promotion Keeps Silver Club 
Active. March:182 

A Texas Jewelry Store Makes Friends 


Facilitates 
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with Graduating Classes. March:183 

Silver Fashion Parade, April:9! 

Silver in the Window. April:92 

Follow Through with In-Store Displays. 
April:93 

Successful Promotion Ideas That Will 
Build Silver Sales. April:94 

5 Easy Steps Toward More Silver Sales. 
April:98 

Tableware ‘Festival’ Attracts 30,000 to 
City-Wide Event. April:100 

lf the Customer Asks. April:102 

‘| Do' Theme Sets Mood for Store-Wide 
Bridal Promotion. April:104 

‘Live’ Card File Aids Bridal Sales. Aprii: 
145 

Fashion Keynote Underlies JIC'S New 


Nationwide Silver Sales Promotion. 
April:204 
Today's High School Student—Tomor- 


row's Silverware Customer. May:156 

There's Romance in ‘Table Top Fashions’ 
—Sell It! June:78 

‘Gift Center’ Title Must Be Earned and 
Maintained. June:132 

Training Tomorrow's Customers. June: 
136 

National Magazines Keep Consumers 
Up-to-Date on ‘Table Top Fashions.’ 
June:148 


{‘gordinates “Lable Top Selling 
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Store Design Coordinates ‘Table Top’ 
Selling. July:74 

Do You Really Know the Flatware Mar- 
ket? July:78 

Coordinated Tableware Displays to 
Catch the Eye of the August Bride. 
July:84 

Home Fashion Slant Appeals to Wider 
Market for Table Top Wares. July: 
128 

Silver on Parade for Every Customer. 
July:133 

‘Five Year Plan' Makes Tableware Lines 
Top Volume Producers. July:142 

Silver Design and Architecture. July:153 

Display and Incentive Plan Lift Sales 
Ratio on Silver Hollowware. Aug:!72 

Elbow Room for Growing Tableware 
Sales. Aug:192 

Self-Service on Silverwore. Sept:166 

Coordinated Tableware Merchandising 
Means Coordinated Sales in All Three 
Lines. Sept:168 

Silver Wall Display Unit Helps Over- 
come Space Problem. Sept:176 

Presenting China and Glass. Sept:184 

Florida Jeweler Spotlights Silver for 
Christmas Gifts. Oct:160 

Store-Wide Emphasis Placed on Silver 
for Christmas Shoppers. Oct:178 

Silver for Christmas. Oct:178 

Follow Through Merchandising Makes 
Sales. Nov:152 

‘Capsule Display’ Overcomes 
Limitations. Nov:162 

Table Display Features Preferences of 
Brides-to-be. Nov:164 

Geary's Makes Successful Specialty of 
Table-Top Wares. Dec:118 

Complete Merchandising Program 
Headlines Store as Tableware Head- 
quarters. Dec:122 

Coordinated Tableware Merchandising 
is a Year-'Round Proposition. Jan:110 

‘Heirloom’ Emphasis Coordinates Silver, 
China & Glass in Sales to Brides. 
Jan:132 

Blueprinted Settings Contest Hangs Out 
SRO Sign. Feb:141 

Teen Market Promotion Doubles Silver 
Sales. Feb:144 

Brand Name Promotions with a Local 
‘Brand’ Touch. March:112 

Reversible Panel Puts Spotlight on Ster- 
ling Flatware. March:112 

Promoting Sterling Silver Sales via the 
Telephone. March:129 

The Boys Will Be Customers, Too. 
March:142 
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| the preceding article we directed our 
attention to one of the findings in the survey, “Mrs. 
America’s Silverware,” which indicated that 37 per cent 
of the people had sterling silver flatware settings. This 
same survey showed that twice as many people (795 per 
cent) had silver plated flatware settings. 

Now, people are markets. So, let us look at the silver 
plated flatware picture from the standpoint of people and 
their purchases, for the merchant is interested in activat- 
ing accounts and increasing store traffic as well as in 
getting the largest possible unit sale on each visit of the 
customer. : 

Let us first consider the total money spent at retail 
on plated flatware of all qualities; the amount spent in 
one recent year. That figure is reliably estimated at 
about $115 million. Now, let us divide this amount by 
the average cost of the average size set sold, in order 
to arrive at an approximation of the number of TABLES 
outfitted during that one year with plated flatware of 
all qualities. When that is done, we find that 63 per 
cent of the tab'es equipped, during one year. with flat- 
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ware of ALL TYPES (sterling, plated and stainless) 
were equipped with plated silver flatware. This 63 per 
cent it is to be remembered represents all grades, all 
four qualities, of silver plate. 

Now the average jewelry store carries and promotes 
the first quality of silverplated flatware and usually the 
next grade, the medium-priced plated. A minor number 
of jewelers will promote the next lower grade, the 
popular-priced, while virtually none carry the low-priced 
plated flatware. 

Yet, the amount of the BOTTOM two grades of plated 
sold in one year equipped approximately 50 per cent 
of all the tables equipped during that year with flat- 
ware of all KINDS. This, while the amount of the two 
TOP grades of plated equipped only 15 per cent of the 
tables equipped in the year. 

We are not advocating that the jeweler add the two 
lowest grades to his stock (except if his is the type store 
which could benefit from the trafic gained by extremely 
low-priced promotional events). 


MANY FAMILIES USE CHEAP GRADES 


What we are pointing out is that, if there are over 
three times as many families buying low-grade silver- 
plate as are buying “jewelry store” grades, then there 
is a tremendous market for the jeweler which he is let- 
ting go by default because he is not selling the public 
on the value of his higher grades. There is no question 
but that a high and important percentage of the flatware 
market, now being “satisfied” with cheap plate, could 
be dis-satisfied by the jeweler who would aggressively 
sell the inherent beauty, the workmanship, the value in 
the quality plated ware he has to offer. That is not 
theory, it is a proven fact. This is the segment of the 
market which the established merchant left unnoticed, 
fifteen years ago, and on which the crews of the door- 
to-door and club-plan operators have waxed rich ever 
since. 

These organizations do not sell cheap merchandise. 
They sell quality-grade silver plated flatware largely to 
those people who otherwise, left to their own uneducated 
experience as silverware buyers, would have bought 
cheap silverplate in hardware or department stores. 
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Naturally, any merchant serving an average middle- 
to-low-income-group-market, should try to sell a $200 
set of sterling to every customer he can. He should do 
this by employing every practical means of merchan- 
dising or credit extension; certainly he should make the 
most of the place-setting plan. Yet the merchant can- 
not overlook the facts of life—every home is not econom- 
ically set up to swing a complete set of sterling. Yet, 
every home has to have flatware. By selling those homes 
which might “naturally” buy a low grade set of plated 
ware, a set of beautiful, well finished, serviceable quality- 
plate, the jeweler is (1.) making a sale which would 
otherwise go to the hardware or department store and 
(2.) raising the taste-level of such customers to a point 
where they will be educated to the beauty of fine flat- 
ware and create a desire for the finest sterling and 
(3.) he is creating precious store traffic. A big segment 
of the plated market is, of course, made up of those 
families who buy quality plated for a “second set” to 
keep their sterling in top notch condition. 


HIGH DEMAND EXISTS 


An interesting and informative light on the present 
high consumer demand for plated, is the fact that two 
of the largest producers of quality plated recently intro- 
duced two new patterns. Within a month after the initial 
introduction, both of these companies reported that their 
orders were 200 per cent over the quotas which they 
had set for production! 

So, though plated ware has been with us for so many 
years that many dealers take its profitableness and its 
beauty for granted, we should not overlook its current 
potentialities for still greater profits. We must not leave 
this important piece of jewelry-store business unattended 
and permit outsiders to capitalize on it. 
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To Help You Sell 
Use JC-K's Index 
of Plated Flatware 
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This bronze pkacque is a First Award for 
Editorial Achievement, in INDUSTRIAL 
MARKETING’S annual publication contest. 
It was awarded for the ‘‘best research’ 
among all merchandising, trade and export 
papers, and was presented to JC-K in 
recognition of the importance of MRS. 
AMERICA AND HER SILVER as a basic 
guidepost for jewelers. 
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RS. AMERICA 


i 


-PC-K*s award-winning survey of the silverware market has 
served as a guide for Jewelers on trends in silver buying. There’s 
many a helpful selling slant in the clear picture of the market, 
the facts about how many pieces and place settings women 
have today, the trend toward sterling among young brides, and 
the big potential for sizeable sales to older women. 


You'll find all this—and much more—in JC-K’s survey of the 
market, “MRS. AMERICA AND HER SILVER...” the basic market 
reference throughout the field today. If you haven’t a copy (or 
enough for your whole staff) Jc-K will be glad to send you as 
many as you want... at 35¢ a copy. 


BE SURE YOU HAVE THIS COMPLETE STERLING SILVERWARE INDEX 


It pictures over 1,300. sterling silverware patterns 
... contains material found in no other publication 


This indispensible reference book 
can help you to identify practically 
any sterling pattern brought in for 
matching. And it is a tremendous 
selling help, for it includes pictures 
of all the available patterns, and 
gives you the widest possible range 
of patterns for customers to choose 
from. 


All 1,300 pattern names are listed 
in the alphabetical index for easy 
reference ...and cross-indexed 
under the name of the manufac- 
turer. Illustrations are full size, 
printed on fine coated paper. And 
the rich black cowhide leather cover 
is gold stamped, to look smart on 
your counter. It’s used daily by 
jewelers everywhere. 





Price with binder $20 
Without binder $15 
(All books are sold, remittance with order) 


To order either of these important references, write to 
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100 E. 42nd Street, New York 17, N. Y. e A Chilton Publication 
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ANOTHER JEWELERS' CIRCULAR-KEYSTONE MERCHANDISING TOOL ... 


ACTIVE PATTERNS IN SILVERPLATED FLATWARE 


THe index of quality silverplated flatware patterns 
which appears on the following pages is much more than a mere 
display of attractive patterns. The index is published to provide 
jewelers at the point of sale with a catalog of available flatware 
stock. It also lends itself to use as a promotion piece for window 
and in-store displays to impress customers with the wide selection 


of flatware patterns currently being produced. 


So that jewelers may refer to them quickly, these quality 
plated patterns are grouped according to manufacturer and brand 
name. Among the 50 patterns on these pages are six which 


have been added since the last JC-K index was published in 1951. 





Promotional, premium, private and hotel and restaurant patterns 


are not included. 
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There’s big silver-selling help 


- im JC-K’s booklet on 
TABLE TOP FASHIONS 


This 32-page booklet is packed with fresh thinking and proven ideas on the 
merchandising of silverware, china and glass. It tells in detail 

the big potentials in selling the three part market for table top fashions... the 
brides of yesterday, today and tomorrow. It lines up the selling story in the 
romance behind the merchandise... suggests original window displays and 
discusses the new techniques of store display. It includes a glossary of selling 
terms and ease histories of promotions that worked. 


To order either of these important references, write to 


THE JEWELERS’ CIRCULAR-KEYSTONE e 100 E. 42nd Street, New 





If you haven’t copies already on tap for continuous reference, they’re available 
from JC-K’s service department at cost... only 35¢ a copy. 


These basic “‘tools of your trade’’ are com- 
plete records of all the active silver-plated 
flatware and a display of stainless flatware 
patterns of jewelry store quality now avail- 
able on the market. 


‘The plated index includes 50 patterns of 
flatware. The stainless index covers 41 
patterns of quality stainless. All patterns are 
illustrated .. . along with the manufacturer’s 
name and address. 











“ You'll find important use every day for JC-K’s 


PLATED SILVER FLATWARE INDEX and STAINLESS FLATWARE INDEX 


You can use these important folders (flat 
reproductions of the pages in this issue) as 
reference for checking the most desirable 
patterns to stock and promote... for filling 
in patterns brought in by customers... and 
as a “counterbook’’ to interest potential 
customers in the choice of patterns available. 
It’s a big selling plus. 


Copies of both are available (shipped 
unfolded) at 50c for the two. 










York 17, N. Y. e A Chilton Publication 
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During the recent years a new type of flatware has entered the picture: 


quality stainless. With the introduction of this “jewelry store” flatware, 


the jeweler must give some serious consideration to this new stainless. 


TL ERE has recently appeared in the jewelers’ 
flatware picture a new element: high-grade stainless. 
Though aware for years of the consumers’ use of cheap 
stainless, only recently, with the introduction of “jewelry 
store” qualities, has the jeweler had cause to give stain- 
less flatware serious consideration. 

Is it worthy of the jeweler? Can it be sold in quan- 
tities to justify its stocking? Does it hurt the sale of 
sterling and plated ware? Is the customer pleased with 
its appearance and serviceability ? 

Some of these questions can be answered in general, 
others specifically. Some are currently being surveyed. 
Some can only be answered after more quality-stainless 
has been sold over a longer period of time. 

Let us first review the general history of this new 
jewelry store item. During the past quarter century stain- 
less flatware has been produced by several of our domestic 
silverware manufacturers. Practically all of this, up to 
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the past few years, has been of low-priced ungraded 
quality for sale through syndicate and hardware stores 
and through the housewares departments of department 
stores. Also, much of the production was represented by 
the hundreds of millions of pieces of stainless flatware 
used by the armed services. 

There are two major grades of stainless flatware: 
economy stamped steel used for kitchenware, and chrome 
or nickelchrome steel used in better products. The latter 
has a degree of chemical resistance equalled only by 
platinum, and also excels as a poor conductor of heat. 

Another distinguishing element in quality stainless is 
the finish. The hand-buffed finish used on quality lines 
brings out the high lustre of the stainless itself and is 
lasting. The buffing process also eliminates rough edges 
characteristic of electrolytically finished stainless. 

The hollow-handle knife, which permits the use of a 
tempered hand-forged, carbon chrome steel for a sharp- 
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Continued From Page 93 


THE STAINLESS FLATWARE 


edged blade, is a feature seldom found in “economy” 
stainless flatware. “Grading” is still another feature 
found in most quality stainless flatware. Graded pieces 
are tapered in thickness toward the edges of spoon bowls, 
ends of handles and tips of fork tines. Appearance, “feel” 
and balance are improved. 

People sometimes fear the “new” because they don’t 
understand it. lor example, some jewelers are in the 
dark as to the engravability of stainless flatware. Can 
stainless be engraved? This question was asked of Charles 
Namiot, nationally known engraver of New York City. 

Mr. Namiot states that stainless flatware can be en- 
graved beautifully. The present engraving equipment 
most jewelers use for silverware, can be utilized for 
stainless. However, the technique of engraving stainless 
is different from that used for silver or gold. For the 
latter metals, engravers “cut,” whereas for stainless it is 
necessary to use a “shaving” process. The jewelry en- 
graver must recondition his wrist movement. And this 
can be accomplished by a short period of practice. 

But inasmuch as an engraver must spend more time 
engraving stainless flatware — practically three times 
longer than silverware—he must consider this when 
offering to engrave stainless and when quoting a price. 

England is sometimes credited with the discovery that 
stainless flatware could be produced with beauty as well 
as utility. The Scandinavian countries, and Germany and 
Italy were the most conspicuous in applying modern and 
characteristic design to stainless and producing it in a 
highly satisfactory alloy, beautifully finished to make the 
most of the medium. It was the American importers of 
the products of these nations who most successfully pro- 
moted the style-value and table-correctness of quality 
stainless in this country. Such stainless is sometimes 
referred to as “dining-room”’ stainless. 

As mentioned, several American manufacturers had 
produced, over several years, huge quantities of stainless 
in the lower price range. This technical experience served 
them well when several of them decided to make and 
market better-designed, better-finished and higher-priced 
stainless. Right now, a number of American companies 
are marketing such merchandise. At least two more have 
production and merchandising plans developed to a point 
which would indicate their announcement of high-grade 
stainless lines within the year. 
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Today, many of the very finest old-line jewelers jy 
America are selling high-grade stainless flatware. Yet 
some jewelers still question its effect on the sales of their 
silverware and are proceeding cautiously with the process 
of stocking it. Is this wise? Time will tell, but right now 
let us take a look at the flatware market as a whole and 
let us consider again the question of how many tables 
were equipped with flatware of all types during a recent 
year.( See reference in Sterling and Plated articles.) 

We find that, roughly, 20 per cent of the number of 
tables were equipped with sterling and the two top grades 
of plated; 40 per cent were equipped with lower grades 
of plated and 30 per cent were equipped with all qualities 
of stainless. Dollarwise, the stainless sales (of all quali- 
ies) represent only 5 per cent of all the flatware sales, 
but from the standpoint of units, it represents almost a 
third of the total. Lowest price plated accounts for 
another third of the market. Obviously, the jewelry store 
is not going to try for the low-priced, low-grade flatware 
business, but, the smart merchant will not ignore the 
opportunities the figures make evident. 

In the first place, millions of Americans from all walks 
of life served in the armed forces and ate with stainless, 
without griping, so there can be no important public 
aversion to stainless steel flatware for any practical rea- 
son. This is supported by revelation in the survey, 
“Mrs. America’s Silverware 1950” wherein it was indi 
cated that 53 per cent of the people used stainless at every 
day family meals. This ranged through the three eco- 
nomic groups as follows: the top group, 42 per cent; the 
middle economic group, 54 per cent, and the lowest 
group, 58 per cent. So much for the public’s acceptance 
of stainless as a metal for flatware. 


QUALITY STAINLESS HAS MARKET 


Certainly the bulk of the stainless presently being used 
in American homes is of the cheap ungraded “picnic 
basket” type. But, there is a spectacularly increasing 
amount of well-designed, well-finished, higher-priced 
stainless being bought by the public today priced at $5— 
$6—$8 and up per place setting. The logical outlet for 
table flatware so priced is the jewelry store. At $8 a 
place setting, the price is similar to that of quality plated. 
It is not for us to consider values here; the public in the 
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markets is now determining that. It is for us to consider 
ihe fact that a large segment of the public is now eating 
with stainless and an increasing number of people are 
buying it at $8 per place setting. ; 
Naturally, each individual jeweler must answer for 
himself, in line with the peculiarities of his own area, 
the breadth and depth of his stainless market. Obviously, 
if he is in a location where ranch type homes of modern 
style are most common, and dining alfresco during long 
periods of the year prevail, and the economic status of 
his prospects is such that they will want, let us say, 
sterling for fashionable dining and high-grade stainless 
jor the casual life identified with such surroundings, then 
stainless offers him an opportunity. Such is rather evi- 
dent, yet the best territory of the country, according to 
the records of one importer of a widely distributed line 


of stainless, is in New England. 


CHEAP STAINLESS IN USE 


Beeause of such experience, the market for quality 
stainless is difficult at this time to define with any nicety. 
In any event, we certainly cannot ignore the great mass 
of families that are today employing stainless for “every 
day use” on their tables, the great bulk of which is cheap, 
low-priced flatware. Certainly while they use this they 
are not wearing out plated silverware, damaging or losing 
sterling. So, these people are not creating jewelry store 
purchases—unless the jeweler himself does something. 
What better way to do it than through those people’s 
aeceptance of—and familiarity with—stainless flatware? 

Here there seems to be an opportunity to sell those who 
are in the upper income group better, full-quality stain- 
less to replace the cheap, poorly designed and poorly 
finished stainless flatware they are now using. Here also 
appears to be an opportunity for the jeweler to up-grade 
those in the middle and lower income group from inferior 
stainless to well designed, finely finished quality stainless. 
In so doing the jeweler will develop, among the latter 
group, a conscious appreciation of the finer things of 
life which will cause them to want the truly fine items 
which the jewelry store offers. 


FOR APRIL, 1953 


~~ eck 
a <e 


Finish is the prim 


Stainless—Sell it 






























































; 
’ 
: 
; 
: 
: 
: 








The very nature and quality of stainless permit, prac- 
tically dictate, the design of storage cabinets that are 
different from traditional flatware chests. Here are pic- 
tured but a few of the many unique storage “cases” offered 


by some of the stainless flatware manufacturers. They are 








in effect, double use displays that lend themselves to 


dramatic merchandising. 


Above: blond wood case with vis- 
ible corner dovetailing and brass 
fittings. Gense Imports, Ltd., N. Y. 
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Right: Chest that opens to become a 
convenient tray-rack is carefully de- 
signed and fitted. International Sil- 
ver Co. "Serenade" pattern is shown. 
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Above: display panel holds 24-piece 
set in "“Take-Home Rack." Arnbe Stain- 
less div. of Reed & Barton, Taunton. 


Left: authentic reproduction of an 
early American spoon rack holds a 
40-piece dinner service for eight. 
Wallace Brothers ‘Trellis shown. 





Above: smooth jointless construction 
of this cloth-lined wood chest lends 
an air of solidity. Ekco stainless. 


Below: modern-styled shadowbox for 
John Hull Cutlers' Russell Wright- 
designed stainless ware. Perforated 
background panel strikes modern note. 





Left: natural wood grain and gently : 
curved edges lends a modern style ap- Bebe knees see nss eto esses chest sess as eH 
peal to this rack for Reed & Barton's | 
Rebacraft stainless steel flatware. 
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As an industry service, THE JEWELER’S 
CIRCULAR-KEYSTONE publishes on_ the 
following pages, for the first time, a com- 
pilation of many quality stainless flatware 


patterns available to jewelers. 


The aim of this stainless flatware index is 
to acquaint jewelers with the variety of qual- 
ity patterns that are currently available. Like 
the silverplate index, it can be utilized by 
jewelers at the point of sale as a catalog for 
new and fill-in sales and it can be displayed 


in windows. 


For easy reference, the stainless patterns 
are grouped according to manufacturer. No 


pattern shown retails for less than around 
five dollars per place setting. 


Pattern Names and Manufacturers of 


Stainless Shown on Following Pages 
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21. 


22. 
aa. 


24. 
25. 


26. 
27. 
28. 
29. 
30. 
31. 
32. 
33. 
34. 


35. 
36. 


37. 
38. 
39. 
40. 


41. 


. Colonial Modern 
. Swedish Modern 
. Lady Juliana 

. Lady Wilhelmina 
. New Look 

. Moderne 


. Patina 


Silver Grape 
Royal Castle 
Swedish Helmet 


. Cape Cod 
. Felicity 


. Hazelton 


Form 


Milano 


. Century 

. Veritas 

. Inger 

. Shadowpoint 


. Christiania 


Stockholm 


Marquise 


Spring Lily 


Lordship 
Tulip Time 
Canute 
Moselle 
Facette 
Thebe 
Thora 
Citation 
Fleetline 
Trellis 


Vogue 


Serenade 
Sonata 


Carlton 

Kroner 

Monterey 

Royal Command 


American Modern 


Reed & Barton 
Taunton, Mass. 


Ekeo Products Co. 
Chicago, Ill. 


Swedish Metalcraft, Ine. 
New York, N. Y. 


Imperial Knife Co. 
New York, N. Y. 


Fraser’s, Inc. 
Berkeley, Calif. 


International Silver Co. 
Meriden, Conn. 


Steelsmiths Stainless 
(International Silver Co.) 
Meriden, Conn. 


Insico 
(International Silver Co.) 
Meriden, Conn. 


Frederick Lunning, Inc. 
New York, N. Y. 


Gense Import, Ltd. 
New York, N. Y. 


R. Wallace & Sons Mfg. Co. 
Wallingford, Conn. 


Arnbe Stainless Div. 
Reed & Barton, 

distributor: Scientific 
Silver Service Corp. 


National Silver Co. 


New York, N. Y. 


John Hull Cutlers Corp. 
Meriden, Conn. 
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I. Is probably easier to make an attractive 
looking display of silverware than to arrange a showing 
of almost any other merchandise in the jewelry store. 
Silver in itself is beautiful and appealing to the eye of the 
average customer. A chest of flatware is a handsome 
object and a grouping of hollowware, whether plated or 
sterling, looks equally fine against even a very simple 
background. However, flatware is in your store to be sold 
and merchandise groupings alone in your windows and 
cases, however eye-appealing, will not do this. It takes 
ideas to sell. 


by VIRGINIA DIXON 


The aim of this suggested 
display is to promote flatware 
as well as hollowware as an 
appropriate Mother's Day gift. 








This display dramatizes the extensive selection of open stock flatware patterns available. 











It is true that flatware has great appeal to the average 
woman and there are few indeed who do not aspire to 
have a complete and beautiful matching service, but it 
takes selling to bring her into the store to actually make 
a purchase toward fulfilling that hope. She must be 
convinced that now is the time to buy—that she can 
afford to at least start toward making her dream a reality 
and that your shop is the place to do it! It is possible 
for your windows and interior cases not to merely dis- 
play silver—but to display silver to sell. 





To do this, you must think of flatware as your pro- 
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spective custcmer does. You should anticipate her feel- 
ings in regard to it and answer her questions and prob- 
lems. You must show those particular items she urgently 
needs for adequate entertaining—what items can be 
added later or should be added now if she already has the 
basic pieces. You should show her how each item 
should be used and how much versatility many silver 
pieces, especially hollowware, have. You should teach 
her to appreciate the quality features of fine flatware 
so she wont buy below the price level she can really 
afford. And probably most important of all, you must 





Flatware can be promoted as an ideal gift for any wedding anniversary. 





convince her there is a complete service that is within 
her budget and that she can start buying right now. All 
these ideas can be put across with dramatic selling dis- 
plays. 

Analyze what kind of people are your best prospects. 
Most flatware promotion is angled toward the bride- 
lo-be and she is, of course, a logical and lucrative source 
of such business, but she is not the only source by far. 
Don’t forget the older group. There are married couples 
who could not afford good flatware to start their homes. 


(Please turn to page 126) 




















The wedding theme is tied- 
in with “craftsmanship” 
idea in this suggested 
flatware window display. 
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in fine fashion de- 

Above are 
trend-setting mobile earrings and wide silver 
linked bracelet. Below, odd shaped baroque 
beads by J. W. Robbins Co., division of China 


Overseas, make up a white and gold ensemble. 


Sterling silver jewelry 
signs is a specialty of Danecraft. 


Dior's “Tulip” silhouette emphasizes slim skirt and midriff with width 


at top of the figure. The simplicity of this silhouette makes it a won- 
derful background to decorate with jewelry. It is shown undecorated and 
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ees Pink in every shade is important fashion. Asi- 
atic Art Jewelry Co. features pink tourmo- 








Earrings are fashion flattery and J.M.S. Jew. 
elry Co. has designed a variety of styles {o, 
both pierced and non-pierced ears. Illustrated 
are abstract hoops, tailored triangles, ete. 


lines, above, with cultured pearls in a cuff 
bracelet; $90 retail. Exquisite pin bouquets 
can be ensembled to create a high fashion 
look. Below, a three pin bouquet by Art Craft 
Co. features a flower design of opals in a 
lacy !4K gold setting. $170 retail plus tox. 
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one can see how incomplete it looks without jewelry, fashion's accessory. 





Jewelry is the most important accessory in the new 1953 fashions coming 


from Paris—making jewelry the unanimous accessory choice on both sides 


of the Atlantic. 


ARIS high style showings were held in February; 
P these new Paris clothes, and copies of them, arrived 
in our stores in March, and a proportionate number of 
fashionable American women will begin wearing them 
during April. These clothes need the sparkling accent 
of jewelry to emphasize their simple beauty of line. In 
fact, a news release from Paris states: “Jewelry is the 
most important accessory shown in the Paris Spring 
openings. 

British Information Service says: “There is a grow- 
ing demand for jewelry by women in England because 
of coronation fashion influences.” 

JEWELERS CIRCULAR-KEYSTONE, reporting on Amerti- 
can fashion news in the February issue says: “1955 
clothes are simply styled, and jewelry is the single im- 
portant choice for decoration.” 

It seems to be unanimous, doesn’t it? In a big, broad, 
international way. fashion is placing jewelry in a posi- 
tion of top importance! 

Now, we wish this meant that jewelers could stand be- 
hind their counters and smilingly ration dozens of sets 
of earrings, dozens of bracelets, or dozens of dazzling 
what-have-you to an endless line of women pouring 
through their doors demanding jewelry to a point where 
the demand would far exceed the supply. (Oh, delightful 
pipe-dream of effortless profit!) But fashion doesn’t 
work that way, any more than any other tool in our work- 
aday world. Fashion will work for jewelers—but only 
insofar as they work with it. Fashion is putting sell into 
jewelry, but the jeweler still has to sell it! 


STIR INTEREST IN FASHION TRENDS 


The jeweler should keep women constantly stirred up 
about fashion trends. He should present provocative 
fashion information in all of his advertising mediums. 
He should show new fashion ways to wear jewelry, and 
he should create an aura of excitement about new jewelry 
merchandise. 

Simple ways to do this, and which would help to build 
multiple sales include: stressing the fact that bracelets 
are good fashion this year when worn by the armloads; 
that multiple strand necklaces are good fashion, and can 
be purchased in lovely styles, or ensembled, strand by 
strand for a wonderful variety of color effects to har- 
monize with Summer fabric colors; that pin ensembles 
have new fashion interest and can be grouped to form 
exquisite jewel bouquets and corsages; that earrings are 
available in a whole variety of styles and that all of 
them flatter complexions, enhance eyes, and focus atten- 
lion on pretty hats and hair-dos. We should remember 
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1953 clothes require the sparkling accent of jewelry! 


by WINIFRED PARKER 


Illustrations by Dorothy Burke 





in every fashion promotion to stick to fundamentals—we 
should remember that women want jewelry first, last, and 
always, because they believe it will make them look more 
beautiful, and because it will add chic and flair to their 
clothes. 

The styles coming out of Paris always have a special 
fashion appeal, and consequently provide material for 
top-flight fashion promotions, but sometimes men jew- 
elers feel they don’t understand what all the shouting is 
about and so shy away from material that should help 
them to make more money. Let’s take just one develop- 
ment from the French style showings, examine it, and 
see how we can put it to work fashionwise to sell jewelry. 

Dior is one of the most famous of the French design- 
ers, and he has developed what he calls, “The Tulip Sil- 
houette” which gives every indication of being the 
strongest growing influence in every phase of American 
fashions. The “Tulip” silhouette is not revolutionary, 
it is simply style emphasis placed on a silhouette that 
began to grow in popularity some months ago, and which 
is being given an interesting fashion name—something 
to talk about! The “Tulip” silhouette features a slim 
skirt and midriff, which is the “stem of the tulip” and 
width is placed at the top of the figure. Sometimes this 
width is simply a softly draped bodice, a widened stand- 
away neckline, a tiny puffed-sleeve flounce, a widened 
lapel treatment. In short, any means by which the upper 
part of the figure can be given predominant interest con- 
trasted against a slim slim skirt. 

And what better way is there of creating predomi- 
nant interest than with jewelry! 

Jewelers can play-up the Tulip line by selling “top 
interest” with necklaces in every price range, by show- 

(Please turn to page 133) 
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This Coronation Contest 
Stirred Interest in Gems 





Tilden-Thurber, of Providence, R. 1., found a way 
to divert to itself a share of the keen public interest 

Queen Elizabeth's Coronation. This was done 
through a contest, carefully planned to bring cus- 
tomers into the main Tilden-Thurber store and, inci- 
dentally, to stimulate general interest and curiosity 
about gem stones. 

Bait for customer curiosity was an exact replica of 
the Coronation Crown on display at the main store 
in downtown Providence. Along with this striking 
example of craftsmanship, the display showed 15 
gems, numbered, and a list of the names of these 
gems. Contest entrants had only to match up the 
names on the list with the numbers of the displayed 
gems. Entries could be brought in or mailed. 

Tilden-Thurber’s Coronation Contest was strongly 
promoted prior to and during its March 10-14 run, 
using a variety of local media. Although the display 
appeared only at the main store, the firm’s Wayland 
Sq. and Newport stores were brought in by mention 
that official entry blanks could be obtained there. 

An announcement of the firm’s Coronation Con- 
test, reproduced at the right, shows that Tilden- 
Thurber took care to make this a straightforward, 
simple and interesting affair, aimed at making 
friends for the store and stimulating interest in 
gems. “Gimmicks” or attempts to sell, which might 
have reduced the response. were avoided. 
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See a replica of the Coronation Crown 
Specially executed in London for Tilden-Thurber 


The Coronation Crown — more than five pounds of solid 
gold encrusted with pearls, diamonds, rubies, emeralds and 
other precious gems. Made for Charles II in 1662 to replace 
the ancient crown destroyed in the time of Oliver Cromwell. 

& J See its exact replica March 10 thru 14 at Tilden-Thurber. 


7 work— Nothing to buy— 


No slogans to write— 


scat) It’s fun and it’s easy! Tilden-Thurber’s Coronation Contest. 
u 
< 





Simply identify diamonds, emeralds, pearls and other precious 
gems as found in the Crown Jewels. Anyone can win a cash prize 


ie ! 
t i aa N\ . , S. y : ‘ > 
| IK I so don’t miss this exciting contest. Your entry may be a winner. 
} } , 
Y | et 


fh Ist PRIZE of $100.00 4th PRIZE of $15.00 
2nd PRIZE of 50.00 5th PRIZE of 10.00 
3rd PRIZE of 25.00 6th PRIZE of 5.00 
1. Fifteen gems are on display at Ti hen we oo s 14, 1953, or postmarked noe later than muid- 
main store, downtown Providence. 7 night, March 14, 1953 
of these gems are cluded in 3 * Por cane ; Each entry must be the on al k of th 
, c ntry igin work of the 
same Enplay. Oppo ach number the en wid contestan ona tted in his own name and with 
blank wr te the correct name of the gem 30 ie ne sine ang 4> one entry is permitted 
numbered in the display per person. Only on e prize will be ame oy to 
2. Official entry blanks y be obtained in any one members of a houscho:d 
of the Tilden-Thu rey too located ; — 6. Judges decisions are final. Duplicate prizes in 
dence, Wayland by 0 uare, and Newport "Or cise of ties. All entries become the ap of 
may submit your list on a plain piece of paper Tilden- Thurber 
Bes ure ¢ toinclude your name and address printed 7. Names of prize winners will be posted at Tilden- 
ned Thurber 
3. The contest is open to all persons except mem- Judges: 
bers of che firm of Tilden-Thurber and their Walter Covell — TV Entertainer 
families as well as other jewelers or gemologists (Riddle Shits — WJAR-TV 
and members of their famulies. 11:15 A.M 


Graeme Keith — Assistane Curator of 


4. Encries may be dro in the contest-entry 
ee Decorative Arts of the Museum of 


box on the street floor of the main store, or they 


may be mailed to Tilden-Thurber, 292 Wox- Art, Rhode Island School of Design 
minster Street, Providence. All entries must Alonzo W. Quinn — Chairman of che Geol- 
in the contest-entry box by 5.30 P. M. Marc s ogy Department, Brown University 


Here’s a contest that YOU can win! Jewelers and gemologists can- 
not participate. Five minutes of your time can win you $100.00! 


e 
Tilden-Thurber providence 
wayland square + newport - watch bill 
OPEN TUESDAY thru SATURDAY 9:15 to 5:30 TELEPHONE GASPEE 1-8400 
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Are you using these free sales aids? 
They'll boost your May-June gift volume! 


| Sales-stimutatin 
n 
©“Wspaper ad mats 





| consumer ye | — 
Q \ Colortv \| display — Sry lh sy. 

flets, sma ty 

e lea ’ aed ads, etc RS A Just what | wanted 

ye i RONSON 


Ameticn's favariie 4 fa i 
orer all other lighters combined 























® Nation-wide surveys prove May-June gift can- 
didates prefer Ronson Lighters 4 to 1 over all GET READY NOW! EARLY VOLUME IS EXTRA VOLUME 
other makes combined. Powerful Ronson full seman ae 
page general gift ads in LIFE, LOOK, SATURDAY 
EVENING POST, and NEW YORKER will tell the 
Ronson story to millions of gift shoppers. Mil- 
lions more will be pre-sold by Ronson Table 
Lighter ads in BETTER HOMES & GARDENS, GOOD 
HOUSEKEEPING, and HOUSE BEAUTIFUL... and 


by TV spots in key cities coast to coast. 
ample supplies of Ronsonol® Fuel 


and Ronson®‘Flints’ and 


Wo R LD’S GREATEST LIG HTE ae Wicks in stock too! 
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To give your May-June figures a plump December look, 
send today for Ronson’s powerful displays and sales 
aids. And begin using them right away—they’ll start 
shoppers thinking now, buying now! But act at once— 
supply is limited! And, above all, have plenty of Ronson 
Lighters on hand—it’s going to be a great gift season! 
Ask your distributor to show you the exciting new 
Ronson models. 











P.S.Make sure you have 





Chatoyancy Among the Gemstones : 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part I: The Common Stones 


Chrysoberyl catseyes range in color from light greenish yellow to deep greenish brown. 


— stones that are, or could be, 
used in jewelry are more numerous than is generally 
realized. Wholesalers have recently been showing a num- 
ber of catseyes among stones like tourmaline, golden 
beryl and aquamarine, stones which are well known in 
their transparent state. In addition there are catseyes 
among the less well known stones, and these will be 
described in the second installment of this discussion. 

In the trade, the simple word catseye refers to a 
single stone, the chatoyant (from French, chat = cat, 
oiel = eye) variety of chrysoberyl. Chrysoberyl is a 
rather rare mineral, and as minerals go, it comes from 
very few localities. It is we!l known, nevertheless, to the 
jeweler, who is familiar with it in three very different 
guises. Its hardness (814) makes the mineral the third 
hardest of all gemstones, and consequently, suitable for 
hard wear. Chemically, chrysoberyl is a combination 
of the rare light metal beryllium, with aluminum and 
oxygen. Its refractive index is high, about 1.75, and its 
density is on the heavier side, 3.72. Its high refractive 
index means that a clear facetted stone will show life 
and brilliance. The three guises under which it is known 
are the catseye, the interesting gem of the real con- 
noisseur, the alexandrite, and the brilliant common 
chrysoberyl. Here we are concerned only with the first. 

Catseye stones can be explained in much the same 
way that we explain the star stones, with the difference 
that in the case of the catseye we find but a single set of 
parallel needles included within the mass of the stone. 
When a transparent substance that is filled with silky 


106 


by DR. FREDERICK H. POUGH 


needles is cut into a hemispherical shape, light is focussed 
and reflected from the sides of each of the needles within 
the stone. Since, in the catseye, the needles are all parallel 
the countless single reflections merge into a single streak 
of light. 

The catseye effect is found in a number of minerals. 
The merit of all catseyes depends upon the same factors. 
There must be enough color to give the gem character, 
yet there must be enough silk to make a sharp clean 
eye. Still, it must have enough translucency for the light 
to penetrate deeply into the stone so that the “eye” will 
open and close as the viewpoint changes; but there must 
be enough opacity to stop the escape of light through the 
back of the stone. The silk, which is composed of needles 
or tubes, or whatever the eye-forming inclusions can 
be, must be so fine that they have no effect on the polish 
of the surface, yet they must be abundant enough to give 
a sharp, even and uninterrupted streak of light across 
the entire stone. It is almost an anticlimax to say, after 
all of these restrictions, that there cannot be, of course, 
any prominent cracks or flaws on the upper surface of 
the stone. With all of these requirements to be satisfied 
before high quality can be found in a catseye, it is not 
remarkable that real gem quality catseyes are rare and 
expensive. 

Catseyes proper, chrysoberyl catseyes that is, range 
in color from light greenish yellow to deep greenish 

(Please turn to page 141) 
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Diamond photographs courtesy of 
DeBeers Consolidated Mines, Ltd. 
Design by Arthur Finer 


iF YOU’RE NOT BUYING *K 


Prose diamusndl 


YOU’RE SELLING TOO HARD 


. [rose diamonds syclusi hy 


GSWIRSRY & EHRLICH 


LOS ANGELES 13, CALIFORNIA+ 220 West Fifth Street » MUtual 3173 
CHICAGO 2, ILLINOIS+ 55 East Washington Street * FRanklin 2-7791 


DALLAS 1, TEXAS- 1802 Main Street * PRospect 1041 
ANTWERP, BELGIUM CAPE TOWN, SOUTH AFRICA 














SCHINDLER'S . . 


Brand Names Jeweler of ’52 


On April 15th at the Waldorf-Astoria Hotel in 


New York, Rudolph Schindler of Sioux City, Iowa, 


will be cited as the jeweler who did the most 


outstanding brand names merchandising job in °52. 


—_ in his entry to the Brand Names 
Foundation was basically an after-thought for Rudolph 
Schindler, owner of Schindler’s Jewelry, Sioux City, lowa. 
Since its opening in 1940, Schindler has followed a policy 
of promoting recognized brand name products. This 
policy has resulted in expanded sales volume and in- 
creased store traffic, and, of course, recognition from the 
Brand Names Foundation. 

In 1951 Rudolph Schindler decided to accelerate his 
newspaper advertising to launch a year-round promo- 
tional program based on a series of hard-hitting adver- 
tising campaigns. Each series was devoted to a nationally 
branded product, and each ran for two to six weeks. 

The expanded advertising program swung into high 
gear in 1951 and consisted of five separate and highly con- 
centrated campaigns carefully timed to meet seasonal 
potentials and gift buying events. (The store also ran 
separate omnibus-type ads throughout the year promoting 


108 


To tie-in with its newspaper 
advertising program, the store 
devised a series of window and 
in-store displays, examples o9f 
which are seen at left, below. 





all of its brands at one time, and ran additional ads to 
tie-in with national ads appearing in local newspapers.) 

The objectives of Rudolph Schindler’s campaigns 
were: (1) to sell a quantity of the advertised products; 
(2) to establish his store as headquarters for nationally 
branded merchandise; (3) to stimulate opening of new 
charge accounis and bring new cash customers into the 
store; (4) to expand sales of the silverware department 
to bring it to a par with others in the store. 


WATCH CAMPAIGN 


Designed to boost sales during the winter lull and to 
get an early start on graduation gift promotions, the 
watch campaign ran from February 13 to March 31. It 
began with four one-column by three-inch teaser ads, 
followed by a total of 16 larger space ads (up to five 
columns by 18 inches) appearing three times weekly. 

The who!e campaign tied-in with the appearance of a 
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1000 FREE’ amonp 


FOLDERS 


to give or mail to your customers 

















the diamond marks life's happy moments 





If an occasion of which @ diamond _ 
would be an appropriate gift ie comnG ; 
stop in and see Our — : 
We shall he happy t shaw = newest 
cuts that bring out 4 diamond's . 
brilliance, and smart Hew — 
precious metals of every kind. 
















We shonld like to 

show you, 100, OUT new 

collections of 

diamond bracelets, 
clips, pins. and 
earrings. Many of 
these pieces are 
moderately priced, and 
because they are 

in diamonds, they make 

thrilling lifetime gifts. 








YOUR NAME 





be From man to woman, 
Sea from heart to heart, 
a diamond speaks in 
tender terms of happiness and love. 
Whether it marks the joy of the 
engagement, or the success of later years, 
it is the gift each woman cherishes, 

and wears with special pride. 








may want to give your wife a diamond. .. 
. oR the arrivals of your children. - se . : : 


moments you wish to be remembered. 


And each diamond you give her will shine 
with special meaning, brightly 
symbolizing your love and devotion. 


See SR: | 


Sach an important gift as a diamond, 
of course, should he chosen with special 
care. We keep this in mind when we 
select the diamonds that go into our 
collections . ... making sure that each 
exquisite gem we have to show you, 

no matter how large or small, is one 
that you can be proud to give. 








We shoald like to explain to you hew color, 
cutting, and clarity, as well as carat weight, 


\ gentribate te a diamond's beauty and value... 


and how each diamond in our collection 

is scientifically appraised. Whether you are 
looking for a diamond of modest size 

and price, or one that is majestic, we believe 
we can help you make the right selection. 





+ Order 1000— free! Or, order several thousand, and get your 
first thousand free. Enclose 75¢ for each additional thousand. 


To help you sell diamonds . . . these handsome new two- 
color folders are offered free, as part of the all-out diamond 
advertising and promotion effort 


They feature diamonds for all gift occasions, give 
important facts about diamonds, invite customers into 


your store. 


They’re sized for bill enclosure use, and counter dis- 


tribution, and space is provided for imprinting your 





name and address. Order 1000, free. Enclose 75¢ for 
each additional thousand. . . . Order from Diamond 
| Promotion Department, The Reuben H. Donnelley Corp., 
oe 305 E. 45th Street, New York 17, N. Y. 














TIE IN WITH THE ALL-OUT PROMOTION—KEEP DIAMOND SALES COMING YOUR WAY 


De Beers Consolidated Mines, Ltd. 
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Newspaper ads and this display promoted the "Copper Penny Plan," 
devised to prove that anyone could own a silverplated setting. 


national Elgin ad in local newspapers. Prior to the cam- 
paign, however, all store personnel completed a sales 
training course offered by the manufacturers. 

During the six-week campaign 269 watches were sold. 
For the entire previous year only 285 watches had beer 
sold—all of which points up the success of this coorai- 
nated advertising campaign. 


SILVERWARE CAMPAIGN 


Especially designed to expand Schindler’s silverware 
department and introduce new patterns, this campaign 
ran from April 18 to May 12. It was opened by a four- 
day teaser campaign of nine ads, followed by a dominat- 
ing announcement ad, and then 25 ads up to five columns 
full in size. All ads promoted the “Copper Penny Plan,” 
a plan devised to prove that anyone with 15 cents could 
own a plated silverware setting providing that customers 
pay 15 cents down as a deposit for a place setting of 
silverware. 

Sales of plated flatware soared 550 per cent over the 
previous year’s level. In Schindler’s own words, “During 
the four-week campaign, 76 sets of silver were sold, com- 
pared to 12 for the same period of 1950. Dollarwise, sales 
jumped from $750 in 1950 to over $5,500 in 1951. And 
since the close of the campaign, we have shown a better 
sales curve than for the same period of the year before.” 


SHAVER CAMPAIGN 


Timed to capitalize on Father’s Day, this campaign ran 
from May 24 to June 16 and consisted of 13 newspaper 
ads up to 3 columns by 13 inches in size. The ads began 
three days before the opening of a heavily promoted 
Schick Shaver clinic held in the store, during which spot 
service on any shaver was available from a factory-trained 
service man. Results? In 30 days 156 shavers were sold. 


LIGHTER CAMPAIGN 


Also timed as a Father’s Day promotion, this campaign 
consisted of six newspaper ads up to two columns by 
seven inches in size which appeared between June 5 and 

(Please turn to page 132) 
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This entire window display, below, featured the 
appliances of a nationally known manufacturer, 


Typical of Schindler's 
brand name advertising 
is the ad at the right 
which features a large 
variety of silverplate. 


HURRY - Only 2 More Days 
and it's Mother's Day! 


Surprise her with the 
finest gift of all 

lovely, gleaming silver“. 
for her table! =<, 


> 
° 
e » 
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20 20 
down weekly 
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DEMONSTRATION 
All Day Friday 
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Hove You Registered 
For Free Silverware? — 
Vere GiwtG ewey 6 
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Baumgold is a prime diamond resource ... major in scope... vast in facilities. 


| But the most important single factor behind Baumgold’s production 
; capacity, is Baumgold MEN. It is Baumgold “men” who make 

the difference between the production of ordinary merchandise 

and the best salabie merchandise. 


Hundreds of Baumgold craftsmen make the world’s finest diamonds . . 
controlling production directly from the mine to the point-of-sale. 


Baumgold “men” move the merchandise too ... sales promotion 


specialists are constantly creating new selling aids to help move C 
; reator 
Baumgold diamonds over the retail counter. tors of the 


That is why Baumgold can provide: CIRCLE of LIGHT 
? diamond 


A tremendous selection in all sizes and shapes 
including the famous Jagersfontein collection. 


to 
— 


A faster delivery schedule. 


a 


« A lower price scale. 


~ 


A complete sales promotion program to 
build more diamond sales. 


anathlate oft 


BAUMGOLD 


Brothers, ] 
BAUMGOLD BROTHERS, INC., 62 WEST 47%1tma STREET, N. Y. 


Diamond Tool Research Co., 305 East 45th St. * Melee Plant: 304 East 45th St., N.Y.C. 


Branches in principal cities throughout the world: 
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Modernization [s 





A Continuing Process 


by DONALD W. GREEN 


Mt. Clemens, Michigan, Jeweler 


M. L. GREEN & Son is an old established 
jewelry store dealing in the better grade of jewelry mer- 
chandise. We have constantly tried to keep the store 
neat and modern in appearance; in fact, hardly a year 
goes by without some small redecorating changes taking 
place. 

However, last year we decided to move our partner- 
owned optical department to the second floor, giving it a 
separate outside entrance. Several reasons prompted this 
change, but the main reason was we believed the pro- 
fessional services of an optometrist could best be served 
in quarters separate from a retail establishment and 
furthermore we also needed much more room in the 
jewelry store for selling space. 
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MODERNIZATION 





Four generations of Greens 
are seen below. Young Gregor 
is holding on to a gemolog. 
ical instrument, which is q 
good sign that he too may 
become a jeweler. Left, g 
rear view of the new store. 





Probably the most noteworthy aspect of our moderni- 
zation program was the fact that we made great use ol 
articles and suggestions from the JEWELERS’ CIRCULAR: 
Keystone. Whenever we saw a picture of a store layout 
we liked or some particular feature that appealed to us, 
we clipped it and filed it for future reference. Also, on 
our various out-of-town trips, we would stop in and visit 
stores that we had seen pictured in the Keystone. You 
will undoubtedly see many things we copied from the 
illustrations of our new store. 

Of course, even though we got ideas and suggestions 
from JC-K and jewelry stores, we did have our own ideas 
as to what we wanted in the final layout. Some of the 
fixtures are of our own design: the diamond room, the 
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AS SEEN IN “LIFE™ 


FOR YOURSELF—FOR A MOST EXCEPTIONAL GIFT 


LE (OULTRE 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


Among the world’s fine watches and clocks, no name speaks more eloquently 
than LeCoultre. It speaks of quality, with a background of over a century 
of the most exceptional achievement. It speaks of invention and original- 
ity, and of the highest standards in time-engineering. For yourself, or as 
an exceptional gift, see your Authorized LeCoultre Jeweler for these and 
others of the “Most Exceptional Watches and Clocks in All the World”. 








ATMOS — The Perpetual Motion Clock! This world-famous LeCoultre creation amaz- 
ingly offers virtual perpetual motion in a handsome clock! No hand-winding, no elec- 
tricity ATMOS runs silently, accurately, powered alone by unfailing daily changes 
in the temperature. ATMOS, beauty-in-action, brings a dramatic touch to every home. 
An exceptional possession, a most exceptional gift. Measures 914x814 x61 inches. $175. 









LE COULTRE POWERMATIC. Uniquely thin, LE COULTRE WRIST ALARM. The Mark of LE COULTRE FUTUREMATIC. It can be set to the exact second! Fully patented, exclu- 
subtle distinction. Self-winding, with Re- a Man-of-Affairs. A second memory—to_ sively LeCoultre, it is 100% automatic and engineered to be the most accurate 
serve Power Indicator. Offers superior remind of every appointment, awaken in automatic watch in the world today. It has no winding stem—need never be wound by 
timekeeping and ever-dependable service. the morning. Ingeniously contrived. Gold- hand. It cannot run down—cannot overwind. The indicator on the dial shows hours 
In a handsome, gold-filled case. $71.50. filled, $99.50. Moisture-proof, $110. of reserve power remaining. Hand-finished gold-filled case, $99.50. 14K gold, $165. 


o 
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LE COULTRE PATTON. Modern inspiration, richly LE COULTRE WATCHES—EXCLUSIVELY STYLED FOR ELEGANT LADIES. The LE COULTRE CALENDAR MOONPHASE. The ulti- 
fashioned. Executed with utmost perfection in unerring deftness of the couturier’s touch, equaling the watchmaker’s mate in time and its telling. Intriguing dial 
every significant style and precision detail. In superb skill, has conceived these original, fashionable designs—individual reveals seconds, minutes, hours; day, date, 
fine, highly-polished 14K gold case. $139.50. creations in 14K gold. “Mignonette”, $110; “Judy”, $145; “Rhonda”, $110. month and phase of the moon. Gold-filled. $99.50. 
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LE COULTRE ARISTOCRAT. Matching the personalities of a LE COULTRE CORONET AND SULTANA. Regal LE COULTRE BARO-THERMO. A Watchmaker’s Clock tells 
style-conscious couple— matching each other in every way splendor—they capture the moment of fashion time, temperature and weather! Remarkably accurate, 
but size! These are two of many exclusive LeCoultre designs _ for lovely “Ladies-in-Waiting”. Provide depend- _ precision-made, 8-day jeweled-lever movement with alarm. 
in watches-for-Him-and-Her. Gold-filled cases. Each, $71.50. able accuracy. Gold-filled cases. Each, $71.50. Travels safely in its folding burnished bronze case. $54.50. 


of 
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VACHERON & CONSTANTIN-LE COULTRE — 


DIVISION OF LONGINES-WITTNAUER WATCH COMPANY  Aiprices incivde federot tox 
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Proper lighting, air conditioning, all help make the store an appealing place to shop. 


fixture around the repair department, and the china and 
glassware cases. 

The entire layout, excluding electrical plans, was drawn 
by myself. We worked closely with a local contractor. 
By explaining to them what we wanted and showing them 
the pictures from JC-K, we were able to get what we 
wanted without the aid of an architect. As for the 
electrical work, we availed ourselves of the free customer 
service offered by the Detroit Edison Co. Their lighting 
men were only too glad to be able to help us. They drew 
many plans and sketches to get us one of the best lighted 
stores in the country. 

This brings up an interesting point on how we got a 
lot of help free of charge. We found that there were 
many companies that offered free services in connection 
with building. We used, in addition to the Detroit Edison 
Co., Pittsburgh Paints for the decorating ideas, Chrysler 
Airtemp for air conditioning, Fostoria Glass Co. for some 
ideas in glassware displays, and a show case company 
helped us with our repair department fixtures, etc. And 
all this free assistance and information was there just 
for the asking. 

Our remodeling took about four weeks to complete, 
which we understand is quite good. All the time we 
remained open and saw little if no loss of sales. In fact, 
our customers seemed very interested in what was taking 
place in the store. However, the real “dirty” work was 
done at night or on week-ends. 

After the work was completed, we felt that some special 
event should take place to emphasize the change in our 
store to our customers. We decided to have an “Open 
House.” It was to last two days, Friday and Saturday. 
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During open house we featured four specials for cus- 
tomers: a display of large diamonds and unusual gen- 
stones, a special demonstration of gem cutting (four 
demonstrations by two lapidaries) and a drawing for a 
few awards. We ran a full page ad, our contractors ran 
another full page with a picture of the store and we got 
a good deal of publicity showing the four generations of 
Greens, i.e., M. L. Green, the founder of the store; Stuart 
A. Green, his son; myself, and my son Gregory A. Green. 
The response was wonderful. Over 5000 people regis- 
(Please turn to page 130) 
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A blue and gray color combination was chosen by Donald Green 
as most appropriate for the china and glassware department. 
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YOUR SON AND YOUR BUSINESS 




















ers, my boy isn’t in the business; said 
he wasn’t interested. Wanted to be a lawyer. I planned 
it otherwise for twenty years, but it’s his life so there’s 
nothing I could do about it.” 

Did you ever hear someone speak thus and knew the 
bitter disappointment behind the words? 

On the other hand you have also heard jewelers’ sons 
who have said, “It’s a swell business and I’m tickled pink 
to be able to step in and give Dad a break at last. | 
think our jewelry store has a wonderful future.”’ 

Why had the first father failed in selling his son on the 
jewelry business while the second father had succeeded? 

It is frequently only a matter of approach. 

The “ways and means” touched on in the paragraphs 
that follow are not all-inclusive formulaes for the proper 
approach but they do provide ideas of procedure which 
have proved successful in some cases. 

“Let the boy decide for himself,” is the prime factor in 
winning the boy’s desire to enter the father’s jewelry 
business. Pushing the youngster into a role you have 
selected for him is a sure way to build up his antagonism 
toward the jewelry business. When the youngster makes 
his own decision without pressure the end result is happi- 
ness to both father and son. 


STRESS ATTRACTION OF BUSINESS 

“Make the business attractive to him from an early 
age,’ is another piece of good advice. The fun and adven- 
ture that exists in every business, large or small, is the 
thing the wise father stresses, particularly in the early 
years. 
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‘T Dont Want to Go 
Into the 


Jewelry business!” 


by ERNEST W. FAIR 


Business problems can be made to look like challenges 
in an exciting game, should never be discussed before the 
boy as though they are “headaches.” 

Find the young boy’s main interest and guide him into 
the business through that channel. If he is most intrigued 
by the field work, then all guidance in the office should 
be along those lines of selling. If the challenge lies for 
him in internal management, then he should be exposed 
to that segment of the business. 


PRESTIGE IN THE COMMUNITY 


Be a success yourself; get pleasure out of your own 
work. The father who does not represent a picture of 
success at his business is going to find he has a son with 
little interest in following in his footsteps. 

That success does not always means the amassing of 
great wealth. It means the exercise of leadership in one’s 
community; a leadership that comes from the conspicu- 
ous success as a businessman and citizen. 

‘The thing that most persuaded my boy to want a part 
in my field was the esteem in which I was held by other 
business men,” the head of one firm told me recently. 
“I’m sure any young man wants to be a leader. If they 
are made conscious of how their father’s business has 
brought him a position of success and leadership then it’s 
going to be an attractive business to them!” 

The challenge of the future is something on the mind 
of every young man today. The rush of young men into 
physics, chemistry, aeronautics and such fields is proof 
thereof. Each wants to play a big role in the great world 
drama of the future. 

Giving a jewelry business career such importance and 
glamor is not always an easy job but it can be done. 

Take him into the business as early as you can. Begin 
with the young boy helping Dad to do something at the 
store after hours, at Christmas time or on weekends. 
Many a son has refused to follow in his Dad’s business 

(Please turn to page 134) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


London: 32/34 Holborn Viaduc! 
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~ We have a large stock of Precious Stones, mounted and unmounted from 
which to make your selection. Let us cooperate with you on your special calls. — 


JEROME RICHHEIMER ee. 


New York 20, N.Y. 


—e *Reg.U.S.Pat.Of. 
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6-608 Fifth Avenue 
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TV Tops as Customer Education Medium 


Capitalizing upon the present interest in television, the Schiffman Jewelry 


Store in Greensboro, N. C., sponsored an educational program keyed to jewelry 


merchandise. The program succeeded as a prestige as well as a sales builder. 








Foal 
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Mrs. Ann Jeffries, mistress of ceremonies, interviews Fred Schlens of W. Va. Glass Co. 


U snc a television program as a means of 
doing a specific merchandising job, and as a prestige 
builder, brought impressive returns at the Schiffman 
Jewelry Store in Greensboro, N. C. 

Many jewelry stores have used radio as a successful 
advertising medium, but Schiffman’s, one of the South’s 
leading stores, found that television brings even better 
results. 

“Let's Visit,’ a 15-minute program, paid off hand- 
somely according to Arnold Schiffman, the store’s presi- 
dent. The program has been a vital prestige builder and 
at the same time has done a specific merchandising job 
that could not be done by either the newspapers or the 
radio, Schiffman pointed out. The store devoted 40 per 
cent of its advertising budget to the television program. 

The program was presented Wednesday nights at 
9 p. m., and reached an estimated 100,000 homes in the 
station’s televising area. “Let’s Visit” was informal and 
was produced without a script. 

Mrs. Ann Jeffries, one of the store’s buyers, served as 
mistress of ceremonies on the program. Mrs. Jeffries not 
only made a hit with the TV audience because of her 
beauty and charm but because of the wealth of informa- 
tion on jewelry store merchandise that she has at her 
fingertips. 

Schiffman himself made an appearance on the show at 
least once a month, usually to discuss his favorite topics: 
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by EUGENE MILLER 


birthstones of the month and rare gems. A certified 
gemologist, Schiffman is a competent expert on precious 
stones. 

The program’s main aim was to be educational. It is 
Schiffman’s belief that the more a customer knows about 
jewelry store merchandise, the more and better quality 
merchandise he will buy. However, prices rarely received 
mention on the program. 

The format of the program is very simple. A week or 
so before the program, Mrs. Jeffries, Schiffman, and 
KE. M. Stapleton, the store’s advertising manager, would 
get together and determine a topic for the next week's 
program. 

One of their key aims was to arrange to have most of 
the store’s staff appear on the program at one time or 
another, in most cases to discuss their specialty. 

“We try to have as many of our store personnel as 
we can get on the program. In that way, our audience 
gets to know them,” Schiffman explained. 

Some of the program’s topics in the past have been the 
following: “China,” “Engraving,” “Glassware,” “Correct 
Styling,” “Crystal,” “Birthstones,” “Gifts For Women,” 
“Gifts For Men,” “Correct Forms of Stationery,” and 
“Gems and Mountings.” 

(Please turn to page 137) 
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THE MOTHER’S DAY airt 


THEY LL BE LOOKING FOR 


IMPERIAL CULTURED PEARLS 









New Mats 
Available on Specially 
Selected Merchandise 
for Mother's Day 






Imperial Cultured Pearls are the 
dream of every woman... pre-sold 
through years of national 
advertising. Join with the hundreds 
of other jewelers that are 

assuring the success of their 
Mother’s Day gift business by 
promoting Imperial Cultured 

Pearls this year. It’s so easy too, 
with new Imperial pre-tested 
newspaper mats. 








pia aa 





If you have not placed your 
Imperial Cultured Pearl order for 
Mother’s Day selling—do so at 
once to insure delivery. 





The World’s Finest—Known the 
World Over. No doubt about it— 
it will pay you to become an 
Imperial Cultured Pearl Jeweler. 
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Imperial Pearl Nyndicate 


World's Largest Importers of World's Finest Cultured Pearls 


New York Chicago Detroit Los Angeles 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 So. Hill St. 
Theatre Bldg. 
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“Keepsake a best seller oy 


Strong Advertising and top quality 
create customer confidence 
in the Keepsake name, says Owner Feldman 





Ror 
s ARTZ 
<eLEPHONE, 9 ecu - LER 
pLaza 7-46 JEwr ENUE 
oF 8 - ph Joseph Feldman, Prop. 
580 Foner 4 19, Ne Schwartz Bros. Jewelers 
EW yore New York, N. Y. 








Rings enlarged 
to show detail 





For Franchise information write to 
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Fifth Avenue, too”—Schwartz 


Jeweler in most competitive market credits 
increased traffic and easier selling to Keepsake 








Schwartz Bros. window on New 

York’s Fifth Avenue invites attention 

by featuring Keepsake Diamond Only Keepsake Offers You 
Rings, neon sign, display card and 


eye-catching motion display. All These Big Selling Advantages 


@ Saleability—nationally advertised by the biggest campaign in brand- 
name rings. 


@® The strongest Guarantee in the trade . . . gives every Keepsake customer 
written proof of quality. 


@ The words “Guaranteed Registered Pcrfect Gem” appear on the Keep- 
sake tag. 






RENT OL BUND Gp © Keepsake prices are nationally established from coast to coast. 


rf %o, 
"Guaranteed by @ 
Good Housekeeping 

Py ~ 


\ 
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@ Exchange privilege is assured if turned in later on a Keepsake of greater 
value. 





@ Guaranteed by the Good Housekeeping Institute. 





°*/A Best Seller” and 
YOUR OPPORTUNITY FOR PROFIT, TOO! 





America’s Largest Selling 
Diamond Rings 


A. H. POND CO., INC. SYRACUSE 2, N. Y. 
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PROMOTION 


by SUSAN SANDERS 


Undivided attention is given to Bunde & Upmeyer's display by this young lady. 


‘My Pops Tops Contest 


Gets Top Window Billing, Customer Attention 


= the promotional possibilities of 

a human interest idea has paid off for Louis Bunde 
president of the Bunde-Upmeyer jewelry store in down- 
town Milwaukee, Wisconsin. His “payoff” came in the 
form of heavy newspaper publicity and enthusiastic at- 
tention to his window displays. Essentially, the human 
interest idea was a tie-in with the Milwaukee “Sentinel” 
newspaper which sponsored a “My Pop’s Tops” contest. 
IXvery year around Father’s Day this newspaper con- 
ducts a letter writing contest aimed at children of school 
age. For the best letters, merchandise prizes from local 
stores are awarded. In 1952’s contest, many letters were 
published in the “By the Way” column edited by Charles 
House of the “Sentinel.” Along with thousands of other 
subscribers, Louis Bunde read and enjoyed the letters. 
He then got his idea. Why not run the letters in his 
store window and let other people get a kick out of the 
wry humor in them and the comical spelling boners? 
So he approached the “Sentinel” on the project and got 
their cooperation. He got the blow-ups of several columns 
and had them mounted on cardboard easels. These 
Bunde put into a large street front display window. 
Watches in cases were also put on the flat level in this 
window to remind passersby that this was a jewelry store, 
too. Other letters, the original ones sent into the “Sen- 
tinel,” were also taped to the base of the window so that 
shoppers could read them comfortably. The large head- 


(Please turn to page 158) 
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The presence of children's letters in the jeweler's window 
attracted an unusual amount of attention from passersby. 
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Stationery Service. . . 


This wall case displaying outstanding 
examples of quality wedding invitations 
is a permanent fixture on the main floor, 


by GRIER LOWRY 


A Profitable Complement to Bridal Sales 


J UST how does a social stationery depart- 
ment measure up from the standpoints of profits, traflic 
and prestige value in the modern jewelry store? 

At Jaccard’s in Kansas City, Missouri, this segment 
of the business has always been an important factor in 
the over-all emphasis on a complete bridal service. 

“The stationery department is vastly more important 
to us than it was thirty years ago,” declared W. B. Jac- 
card, executive vice president. “People are more aware 
of the importance of having correct, distinctive, an- 
nouncements and invitations. They want their social 
papers hand-engraved with the proper forms and the 
finest paper available. 

“While the business formerly ran in cycles, now it is 
spread out fairly evenly over the entire year. We used 
to reach the high-water mark in this department during 


The success of the stationery department can 
be attributed to well-informed salespeople, 
who are trained to give personalized service. 
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the pre-Lenten and post-Lenten seasons. Now, while 
June and September are good months, they don't over: 
shadow December, January and February by far. 
“Also, there have been steady year-to-year gains in 
Christmas card sales. There has been no noticeable in- 
crease in the quantity of wedding invitation orders. 
They still range from 50 to 1,500 invitations per order, 
or about the same as they were fifteen and twenty years 
ago. But the bride of today orders considerably larger 
quantities of accessory stationery. In the past, our mono- 
grammed, hand-engraved, brides’ stationery orders aver- 
aged around one or two hundred sheets. Nowadays, 
orders for three and four hundred sheets are common- 
place and not infrequent are orders of 1,000 or more. 
And, of course, the heavy increase in number of in- 


(Please turn to page 139) 
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| “but “RING for RING” \ 
_ , “STONE for STONE” 
/ “STYLE for STYLE”) | 
The BEST LINE in America 
’ ...The BEST VALUE! | 
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BOXES? . . YES - 
DISPLAYS? . . YES He ee 


WRITE, WIRE, PHONE ~ | 
am FOR FAST DELIVERY | 


| Sg: Sek eee \ 2 \ i 
S15 WEST FLFTH ST. 
| | LOS ANGELES 13+ CALIF’ 
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Lift Up Your Flatware Sales 


(From page 101) 


When they can afford it, they need a nudge of encourage- 
ment. There is also the very young woman, who has 
not yet chosen a husband, but does know her taste in 
silver patterns and might be encouraged to start a hope 
chest collection. There are many occasions when silver 
will make an appropriate and most welcome gift. 


The accompanying sketches illustrate several applica- 
tions of the type of display idea suggested by such think- 
ing. These displays can be used either in the window 
or in interior show cases. Don’t overlook the opportunity 
of implanting the silver-purchase idea when your pros- 
pects are in the store having a watch repaired or select- 
ing a gift. 

The idea illustrated by Sketch A can be presented in a 
number of different ways, depending on the size of the 
window or case used and the extent of your flatware 
stock. This display dramatizes the extensive selection of 
open stock patterns in silver flatware available in the 
jewelry store and demonstrates just how much silver can 
be purchased for a given sum. Rectangular plaques 
hung against the background display one teaspoon in 
each pattern—one piaque for sterling patterns and one 
for silverplate, if you wish. The three circular elevations 
on the window floor each show a selection of pieces— 
service for eight—service for six—service for four— 





clearly marked on the card in the foreground with the 
number of pieces and the price of each group. Depend- 
ing on your own sales policy, you may prefer to show 
the silver by place settings or some other unit, but the 
purpose of the display can be maintained—to make your 
prospect realize just how much silver her money will 
buy. The range of prices for each grouping in various 
patterns could be indicated, but the pricing should be 
clear and easy to understand. Miscellaneous hollowware 
pieces add interest and branches of Spring blossoms 
against the wall give seasonal atmosphere. The copy 
on the large window card should be strong selling copy 
with particular emphasis on the advantages of purchasing 
silver from the jeweler. The exact wording would de. 
pend on each store’s own sales policy. 

The panels holding the spoons may be fabric covered 
compo board with the spoons held in place with fine 
wire drawn through holes punched in the panels—or you 
may want to have more permanent fixtures made with 
clip holders. Many stores have plaques similar to these 
which keep their selection of patterns on permanent dis- 
play. Such a permanent showing is good, but it is also 
good policy to shift such plaques around and display 
them in different locations and different ways. Prospec- 
tive customers may become so accustomed to seeing such 
a unit in the same location that they may overlook it. 
The circular elevations on the floor should be raised to a 
slight angle for better visibility. 

The twenty-fifth need not be the only Silver Anniver- 
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No. 710—Blond beauty with hour 
and half hour strike. 13!/2"' wide. 
Retail $45 


No. 810—Same design with West- 
minster Chimes. Retail $65 





GEARED 
to bring you 


EXTRA PROFITS 


They mesh together. With hand wound Herschede 


No, 600 — Rich 
elegance with 
bell strike. 7% 

high. Retail $195 


No. 247—Dignity 
and charm com- 
bined in an in- 
comparable 
manner. 87'/,'' 
high. Westmin- 
ster Chimes on 
five tubular 





: : bells. — 
and electric Revere clocks, you give your customers Retail $895 
| h ‘ - . West Coast 
a complete choice in fine clocks — from smart alarms, price slightly 
higher. 


exquisite table, mantel and wall designs, to magnificent 
floor models. Superb craftsmanship and distinguished 
styling attract the most worthwhile patronage, add lustre to 
your reputation. You get the extra advantage of 
handsome sales profits joined with the profits of prestige. 





No. 166—Charming 
French Provincial Wall 
Clock. 9° high. 

Retail $24.50 


Cis 
CLOCKS 


Send for color brochure showing all 39 Herschede designs. 
THE HERSCHEDE HALL CLOCK COMPANY 
CINCINNATI 6, OHIO 


New York Office and Showroom 
37 West 47th St. 


No. 72— Distinctive, 
ten alarm. 234"' 


high. 
Retail $21.50 





Prices do not include 
tax. 


No. 640—Unique 
French Provin- 
cial Wall Clock. 
Hour and half 
hour bell strike. 
1I'/4"* square. 
Retail $95 





No. 50—Alarm in 
ivory and gold ef- 


fect. 3%" high. Higa) 

Retail $9.95 Se Lin 

| LAINE cumnc bE: 

ad Test 
ELECTRIC , , T* 










Available through 


Authorized 
Herschede and Revere 
Distributors 
When electric timing is the preference, Revere  $f% 
presents a wonderful choice of floor, grandmother, 
mantel and table clocks — all with the 
well-loved, correct melody of 
Westminster Chimes. Send for brochure ~ oe fy, Cutstanding oe 
i ‘ t 
illustrating the 18 Revere models. tambour style. 18," wide, West. 
| minster Chimes. Retail $58 
THE REVERE CLOCK COMPANY 
CINCINNAT! 6, OHIO 
MONTICELLO, 


A masterpiece in Colonial 
Styling. 86'' high. West- 
minster Chimes on five 
tubular bells. 

Retail $665. 


West Coast price slightly 
thigher. 





No. R-913—Beautifully, smartly 
styled. 16!/"' wide. Westminster 


Yebchrwn cHhotored Chimes. Retail $52 
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sary. You can promote other dates to sell silver to older 
couples who have never acquired a complete service. 
Sketch B illustrates a display featuring wedding photo- 
graphs of a number of years ago and the copy—*Makc 
this year your Silver Anniversary. . . . Choose a com- 
plete Service or fill in your present Silver at prices to 
suit your budget . . . and don’t forget Silver is always a 
welcome anniversary gift.” You will probably have to 
raid the family album for the wedding photographs—or 
possibly a local photographer can supply prints of suit- 
able vintage. Copy is lettered on a scroll shaped panel 
against the background with small wedding bells tied in 
one corner. Similar smaller scrolls can be used for sup- 
plementary copy for various merchandise groupings. In 
this window, you might feature the silver anniversaries 
listed in the Jewelry Industry Council’s Wedding Anni- 
versary List—fifth, silver flatware and hollowware; six- 
teenth, silver hollowware; twenty-fifth, sterling silver. 


SILVER GIFTS FOR MOTHER'S DAY 


Sketch C suggests a timely display for silver gifts. 
Mother’s Day suggestions are displayed in shadow box 
compartments and on the window floor. A few gift 
packages are appropriately wrapped and artificial pink 
carnations decorate merchandise and background. If 
you carry silver jewelry, this might be featured on the 
ribbon panel in the foreground. Gift displays are good 
opportunities for suggesting other items of silver than 
the customary tableware pieces. Cigarette boxes and ash 


trays, dresser sets, picture frames and vases in silver are 
all excellent gift items. 


BRIDAL DISPLAY 
The fourth sketch, D, is the inevitable bridal] display, 


Other themes are good for selling silver, but wedding 
silver must not be neglected. Here the wedding theme 
is tied in with the craftmanship idea. A large photo. 
graph or print of a silver craftsman at work is shown 
against the background. A dainty bridal figurine races 
the top step of a series of elevations on which silver mer. 
chandise is shown. Copy on the window card ties the two 
themes together—‘From the drafting board to the fip. 
ished product, skilled hands are necessary to create this 
fine silver for today’s bride.” 


STRESS CRAFTSMANSHIP 


One of the silver manufacturers may be able to supply 
a suitable photograph. If they have nothing in the 
proper size, there may be something which can be ep. 
larged by photostat to make a striking picture. The copy 
can be enlarged upon to stress the craftsmanship and 
hand labor necessary in the manufacture of all kinds of 
silverware. You may have a bride figure which you can 
use in this window. If not, such a figure is a good in- 
vestment for any jewelry store. It can be used again 
and again with both silver and diamond displays. Nose- 
gays of orange blossoms are scattered on the window 
background and floor. 
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THE NEW DELUXE MODEL 


PAPER: MATE PEN 


With Smear-Proof, leak-Proof, Transfer-Proof, Fade-Proof ink 


NO MORE INK-STAINED 













om | 





s 
Push 


the 
button 
.. Only 
Retractable 
Point Pen 







GUARANTEED 


HANDS OR CLOTHES 
- GUARANTEED? 





BANKERS APPROVE 


> IMPROVED RETRACTABLE POINT ACTION. 
Smoothest retractable action ever devised:— 
and EXCLUSIVE, as Paper-Mate’s retractable 
feature cannot be imitated successfully! No 
clumsy cap — easy one-hand operation. 


> LEAK-PROOF INK. Paper-Mate’s amazing 
new chemical discovery guarantees no leaking, 
no transfer. 


> GLEAMING NEW BEAUTY. All the tried-and- 
true features that have made Paper-Mate a 
favorite in the trade are included in this new 
model, PLUS HANDSOME GOOD LOOKS 
THAT MAKE THIS THE BEST-LOOKING 
PEN AT ANY PRICE. Shining sheath as 
beautiful as gold, or lifetime chromium finish — 
and the streamlined retraction button at the top 
adds a modern appearance of distinction to the 
whole pen. 

> ALWAYS A CLEAN POINT. Paper-Mate’s 
leak-proof ink makes it impossible to smear 
fingers on point and barrel. 

> REAL ECONOMY. Over 70,000 words from 
each Paper-Mate refill. Several months average 
use. 











Twelve of the sensational new Deluxe Paper- 








Mates in your choice of three striking colors— 





> WASHES OUT OF CLOTHES, PERMANENT ON 

PAPER. Ideal pen for school children; if 
they deliberately write on clothes, Paper-Mate 
ink (and onty Paper-Mate) washes out easily. 
Permanent on paper—superior to U.S. Bureau 
of Standards requirements! 


NOT 10 LEAK! 


RETAIL 








REFILLS 49c 


black, brown or green. Colorful display carton. 
No. 250 at $24.48 (Keystone) per carton. 


Refills for the above Paper-Mates are available 
with blue, black, red or green inks at $7.20 (Key- 
stone) per dozen. 
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Swiss Photo-Electric Clock 
Lives on Light Alone 





Swiss watchmakers have invented a photo-electric clock 
that keeps itself wound simply by exposure to light. The 
clock runs for 24 hours on energy drawn from one hour’s 
exposure to light—either natural or artificial, direct or 
indirect. 



































Four hours of moderate light wind the clock com- 
pletely.. To let it run down, it would have to be placed 
in total darkness for four days. Light energy is absorbed 
: through three small window-like openings in the base of 
1 the otherwise ordinary-looking clock. These openings are 




















the photo-electric cells which transform light energy int; 
electric current. 

The electric current runs a tiny permanent-magnet type 
motor weighing only 45 grams, which in turn winds the 
mainspring through a train of gears that increas:s the 
tiny motor’s force by 10,000 to 1. The Swiss watch. 
makers who invented the clock expect to have it on the 
world market within a few months. 





Modernization 
(From page 114) 


tered with us for the two-day event and we do know that 
a number of friends came in to say hello without register. 
ing for the awards. 

We are very pleased with our new quarters and many 
salesmen and other jewelers have visited us and gave 
their approval. 

We are proud of our place in the community and try 
to live up to it. Mt. Clemens is located as the county seat 
in the fastest growing county in Michigan. The city is 
about 25,000 with a trading area of about 50,000. Be. 
cause of this rapid growth we are experiencing out here, 
we are also trying our best to keep our store the number 
one jewelry store in this trading district. 

We feature the fact wherever possible that we are mem- 
bers of the American Gem Society. Each year several 
talks are given to various clubs and groups on gemstones. 
The number of diamond sales made to people from cities 





























35 years of service to leading jewelers 





ROBINSON & SVERDILTA INC. 


FP Yew 
Importers (? Cutters Ne of | Lee Pree ma ot eee 


610 FIFTH AVE., Rockefeller Center, New York 








Emeralds, Rubies, Sapphires, 
Star Rubies, Star Sapphires, Catseyes... 
Loose or in exclusively designed 


Platinum Diamond Mountings. . . 
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other than Mt. Clemens is always flattering. In fact, we 
have had people from Detroit come here to buy their 
diamonds and even mention that they have heard of our 
frm. This may be blowing our own horn, but as I said 
we are proud of the type store we are. 

We also do a big business in bridal promotions. Talks 
are given to girls in the home economics classes in high 
school. Then when they graduate we give them their 
teaspoon (our sixth year of following this practice). 
When their engagement is announced we contact them 
again for their luck “sixpence” and get them to register 
their silver, china and glassware patterns. After they are 
married, we have follow-ups on anniversary and birth- 
days. Nothing new in all this, but it is just sound mer- 
chandising that we have found really “pays off” in dollar 
returns and in friends. 

Because of the business we do in silver, china and glass- 
ware, we find it necessary to carry quite a large selection 
of patterns. We have over 100 silver patterns on dis- 
play, 45 china patterns and 36 glassware patterns. Our 
store, we figure, will make a better impression on the 
bridal market. Jewelers, I might add, who have fine 
stores and don’t carry china and glassware to back-up 
and coordinate their silver stocks, aren’t aware of the big 
market there is in these JEWELRY STORE ITEMS. 

We are particularly grateful to the JEWELERS’ Circvu- 
LAR-KEYSTONE for the stories and pictures they have 
carried on store modernization. We believe. as JC-K 
does, that a jewelry store by the very nature of the 
merchandise it handles, should be one of the most at- 


tractive stores in the community. Because of this, we 
know right now that there will be still more and more 
changes in our store fixtures and layout to keep it up to 
date and modern in appearance. We aren't going to 
wait 25 years to make another change. 





Gift Suggestions for Mother’s Day 





A spun glass “mother” danced happily amidst this 
window display of gift suggestions for Mother’s Day at 
Stowell’s, Boston. Circle panel and display decks were 
in shades of pink, while rear curtains and flower blossoms 
revealed white for fetching seasonal color harmony. Gift 
merchandise suggestions included religious jewelry, rings, 
pearls. costume jewelry, etc. 
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\ The ORIGINAL ‘‘Pearl-at-a-time’” 
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More Precious with the Years 
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Division of MAYBAUM BROS. 
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A Watch Promotion with a New Twist Brand Names Jeweler 
(From page 110) 


June 16. According to Rudolph Schindler, gratifyin 
sales increases were secured. 8 


TOASTER CAMPAIGN 


Designed to boost sales of other small appliances as 
well, this campaign ran from September 13 through 
October 20, after which Schindler’s swung into prepa- 
ration of its Christmas promotions. The series opened 
with three teaser ads and consisted of 22 newspaper ads 
up to four columns full in size. Supplementary media was 
also used. And as usual, all personnel first completed the 
manufacturer’s sales training course. 








As for the results, Schindler stated, “Our sales goal 


Morgan’s Jewelers, Muskegon, Michigan, recently went was 250 toasters. We sold 312. During the five-week 
all out on an unusual watch promotion. The firm’s man- period, we sold over $10,000 worth of Sunbeam appli. 
ager, Lou Guibord, tied-in a model T Ford and the Croton ances—a 40 per cent gain over the year before. Signif. 
automatic watch. The old car was parked in front of the cantly, during the campaign we also sold 106 coffee. 
store and on the top of it was placed a large sign which masters and in the last two days sold a mixmaster every 


read: “Winding your watch is as old fashioned as this 
model T Ford. Buy a new self-winding nationally adver- 
tised Croton watch at Morgan’s jewelry.” 

The tie-in was further promoted in newspaper ads and 


141% minutes.” 


In recognition of its brand-name advertising, Schind- 
ler’s was awarded second place in a national contest held 


in window displays. Lou Guibord stated, “The interest among jewelers by the Brand Names Foundation in 1951, 
was so great that we are thinking of repeating this pro- This year, the Foundation has cited Schindler’s as the 
motion in the summer.” number one store in the country. 

























OW IC § Fae L-xotic Appeal. 
my ; e , in a popular ring 


Here is a moderately priced 
| genuine stone (quartz) reproducing 
- the beautiful phenomena of an Oriental 
cat's eye. Set in a handsome 10K 
yellow gold ring, it reflects those 
high qualities which distinguish 
Church craftsmanship. 
The same ring is also available set with 
Onyx, Onyx and Diamond, 
Sardonyx, and Hematite intaglio. 


& COMPA N Y aamaee 


MANUFACTURING JEWELERS 


2 Garden Street 


Usieea' Sesees and Coneds Newark 5, N. J. Member American Gem Society 


Teal cement 
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Fashion Puts Sell into Jewelry 
(From page 103) 


ing new fashion wear-ways with pins, and by creating 
interest In the many new earrings styles. 

Cape effects, stoles, the wonderful variety of open neck- 
lines in both dresses and suits this season—all will be 
sold under the new terminology of “Tulip.” Right now, 
we should promote the idea that top interest is incomplete 
without a jewelry topping of necklaces, brooches, hang- 
ing charms, lapel and pendant watches, and the whole 
range of earrings, hat ornaments, and hair ornaments. 
Almost all of our current jewelry is suitable for such 
promotions. On our opening page there is illustrated an 
oversize drawing of the “Tulip Silhouette” and a varied 
selection of new jewelry—any style of which will acces- 
sorize it beautifully. 

Jewelry is the glamour end of the fashion business. 
We don’t sell a woman jewelry to cover her or keep her 
warm. We sell her jewelry because it makes her feel 
more beautiful, and because she wants it to enhance her 
clothes. We should keep this in mind in every message 
we send in her direction! 





Mother’s Day is May 10th 


Mother’s Day givers will spend over $250 million on 
their gifts this year, according to Irving K. Edwards, 
executive director of the National Committee on the 
Observance of Mother’s Day. 





The official 1953 Mother’s Day poster, above, bearing 
the legend “Remember Mom! Queen of your Heart,” is 
the national symbol that links a store to the coordinated 
Mother’s Day program. Illustrated and lithoed in six 
colors, it is available in a variety of sizes and shapes 
suitable for any retailer. A colorful folder, illustrating 
the 1953 Mother’s Day promotional aids, may be secured 
without charge by writing the National Committee on the 
Observance of Mother’s Day, Trade Promotion Division, 


393 Seventh Ave., New York 1, N. Y. 
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WAKMANN WATCH WAYS 


KNOW 
WHAT'S COOKING 
—BUT KNOW ALSO 
WHO'S COOKING! 


by Ickho Wakmann 








}Have you ever watched a really good 
cook as she makes soup? The pot sinm- 
mers. The cook tastes. More salt? 
She adds it. Now she tastes again. In 
goes a pinch of dill, another of sav- 
ory. Once more she tastes. A little 
basil, perhaps? A pinch of marjoram? 
Over and over, the cook adds and 
tastes, adds and tastes -—— to be ex- 
actly sure. 

The pot continues to simmer, the 
aroma fills the air. You may not, 
until now, have been hungry —— but when 
you step into the kitchen, you want 
some of that soup! It is even more of 
an art to prepare a line of watches 
that will build and stimulate the de- 
Sire to BUY. But for Wakmann it is 
done day in, day out —— with one spice 
on top of another. 

Constantly, we add cases and dials 
that are fascinating. We use not just 
a "good" shock resistant system: we use 
Incabloc. Our movements are 17 jewels: 
the jewels are bombé, heavier and bet-— 
ter polished to retain oil at the piv- 
ots. Our plates are precision-—fin- 
ished, our wheel pinions lapped with 
special abrasives, then examined under 
a microscope! 

In place of a nickel balance, we use 
beryllium. Why does it add sales spice 
for your customers? Because it is 
rust-proof, self-—compensating. We use 
a special alloy balance staff, a #2 
Nivarox hairspring, and a permanent 
mainspring. Feature after feature we 
have added: the Wakmann One Year Repair 
Policy, dustproof crowns, a Lifetime 
Balance Staff Guarantee. 

What all this adds up to is superior 
sales—cooking, for you! You will KNOW 
it when you see the beautiful models in 
the new 1953-1954 Wakmann "$20,000 Show 
Case". Write for this catalog today. 
It is an exciting presentation — a 
preview of the profits you can make, 
with a truly appetizing line: Wakmann! 








Jf Ps umes, _ _— 
St1c90e ((AkKka.__ 
| 
“The Only Incabloc Watch With The One Year 
Repair Policy” 
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Gifts for the Graduate more toward building the business right by his father’s 
side. 


“When my son was graduated from college he told nie 
his chief reason for coming into the business was that 
he had helped to build it a little himself through the 
years as he grew up, one executive told me recently, To 
this young man the business he was taking over had 
been earned in part; not just given him on a silver platter, 

[very jewelry firm executive who has a boy he hopes 
wil! follow in his footsteps should not overlook the build. 
ing of prestige of the business in the mind of his son, 
He should take him on frequent visits to other stores, to 
conventions, to gatherings where he can see that his 
father’s business is respected by other men. None of ys 
wants to make a career in a field lacking in prestige. 











Long’s, Boston, featured Atmos perpetual motion We are in an industry that needs no apologies. {ts 
clocks along with other timepieces as gift suggestions for reputation is high: its prestige gained through the cen. 
the graduate. To create a graduation atmosphere. the luries is now at its peak. 
firm used a white pillar, a diploma and a graduation cap. Sometimes we take such things for granted. Those boys 
Imitation green ivy was appropriately placed at the base of ours may not grasp them until too late; they have to 
of the column. be shown over the years. 











The business should also be sold to the boy’s friends 
for their opinion has a great influence upon him. And 
Your Son and Your Business in this connection don’t overlook those girl friends either, 
Have a real place for him in the store. Don’t just 


(From page 116) throw in an extra desk some place in the office and create 





because he didn’t want the “gift” of a business. He a mythical role for your son. A really good boy resents 

wants the achievement of building his own success. such a role; if he sees it coming will fight against it from 
That’s all the more reason why he should become a the beginning. 

part of that business at a very early age. As the years On the other hand, if the jeweler explains to his son 


go by he should be 


given the opportunity to do more and how “There’s a wonderful opportunity for our business 
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There's a Reason why cuff link manufacturers prefer the 
Niash “CUFFMASTER,” the finest cuff link back 


TRADE MARK 


ever made for the Jewelry Trade 








Check these important features: 


|—Beautifully polished rounded top. 





2—Longer stem for easier soldering. 
3—Better spring action. 
4—No lapping or additional finishing work. 


5—Variety of attachments for soft or hard 
soldering. 


6—Available in gold, silver, gold filled, brass 


and other metals. 


The “"CUFFMASTER?” can be had 


TRADE MARK 
with any of the soldering *Patented. Design 155,535 


attachments shown below. Patented Construction 2,472,958 
, Infringers will be prosecuted 


ASH etining Co. 
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-. the future, and it’s going to take everything we can 
on give it,” most boys will respond to the challenge 
and respect the honor done them in talking it over before 
they have finished their formal education. 

A son’s interest should be aroused slowly and developed 
js carefully as the plans for any other merchandising 
move. Pushing the idea too fast or strongly can sour 
the whole idea; the initiative should be taken by the son 
rather than the father. 

“My biggest battle was keeping Tom from being swept 
away by aviation hysteria some years ago,” one father 
recalled. “I solved that by assuring him he could have a 
vocation in our jewelry business and an avocation in 
aviation. Today he’s a top amateur pilot and one of the 
best professional executives in the jewelry field. 

What’s that? You have a daughter instead of a son! 
Will these things work with her as well as they have 
worked with these other businessmen’s sons? 

Most of them will. Today is a great age for women 
in business. Her opportunities in the jewelry store are 
particularly great. Some of our best merchants are 
women. 

But the important thing——whether it be son or daughter 
—is that we can’t just sit back and take it for granted 
that our children will be enthusiastic about following in 
Dad’s footsteps. We must promote and sell the idea to 
them as sympathetically, as carefully and as thoroughly 
as we sell any other idea to any prospect who walks into 
the store. 





—_—— 
—_—— 








A procession of beautiful volumes, each 
handsomely bound and illustrated, each 
befitting this once-in-a-lifetime occasion 
... for your gift counter or as a premium 
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Can You Top This? 


The Stardust Jewelry and Gift Shop, located in 
suburban Nashville, Tenn., has a “Contract Post 
Office Station” and Mrs. L. D. Stalleup serves as the 
clerk in charge. It is, in a way, a traffic-builder. The 
desk for postal supplies and services is strategically 
located at the rear of the store. 

One morning, a neatly dressed woman, apparently 
in her early 30’s, entered the store and headed 
straight for the post office desk. She looked at Mrs. 
Stalleup and cheerfully inquired, “Do you have three 
cent stamps ?”’ 

“Yes,” replied Mrs. Stalleup. 

To which the woman responded, “How: much are 
they ?”’ x 

Write us a note about your unusual business experience 
(Literary style is unimportant) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 








Cfulsons BRIDAL MARCH 
plaid 


gift from you to the bride. Pages include space to record all 
f important data, photo sections, gift sections for listing of silver 
and china purchased from you complete with number stickers, 
| and other Gibson extras. Start the Bridal March to your store: 
send today for an assortment of Gibson Bridal Books. 


CR Celso AND COMPANY.. 


Publishers * Norwalk, Connecticut 





Watch-Care Booklet Available 


A booklet on watch care, entitled “Your Watch—lIts 
Operation and Care,” has been published for owners and 
prospective owners of watches. Single copies are free to 
jewelers on request when accompanied by a self-addressed 
stamped envelope. Quantities in multiples of 1000 booklets 
are available to jewelers at cost. For further information 
write to Benmar Standard Co., Post Office Box 708. 
Church St. Station, New York 8, N. Y. 
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Bouquet Spray Pin 
Retails about $7. ea* 


Chrysanthemum Pin 
Retails about $7. ea* 


Butterfly Pin 
Retails about $3.50 ea* 


#468] 
Daisy Twinette Pins 
Retails about $5. pair* 


*Keystone—Includes Fed. Tax 





e Three Dimension Designs 
e Hand Pronged Stones 
e Polished Rhodium Finish 











225 FIFTH AVENUE © NEW YORK 10, N. Y. | 
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Famous Diamonds of the World 
STAR OF THE SOUTH 


This is the only one of the great diamonds of the world 
known to have been discovered by a woman. It was 
picked up by a negress at work in the mines of Bagagem 
Brazil, in 1853. She was rewarded with her freedom 
and a pension for life, and the name of Bagagem was 
changed to Estrela do Sul, or Star of the South, in honor of 


_ the diamond. The huge piece of rough was cut to a superb 
gem of 128 carats and sold to the Gaekwar of Baroda 


for a reported $400,000. 


Cc 
Y 


‘ 
sjé 
4 


aged nae oo wee 
ae inde Soledad, 


~— ~- 
Se ee ee ee x 
~~ 





The Star of the South, although it is a white stone, 
is said to have an “inner glow” of rose tint. After being 
cut in the great Coster plant at Amsterdam on a new 
steam-driven cutting mill, it was shown at the London 
Exhibition of 1862. The Gaekwar of Baroda told Robert 
W. Shipley in 1934 that the Star of the South and the 
English Dresden were mounted in a necklace among his 
crown jewels. 


(A 16-carat diamond of Indian origin, cut in a peculiar 
triangular form with a ridge at the top, belonged to 
the late Mrs. Edward B. McLean and was listed by her 
as "Star of the South." It is not to be confused with 
the 128-carat diamond described above. The McLean 
stone was bought by Harry Winston, noted jeweler and 
gem dealer, at the same time when he acquired the Hope 
diamond and other jewels from Mrs. McLean's estate.) 








Can You Top This? 


Jack Bedrosian, Washington, D. C., jeweler, has 
listened to strange requests from customers. But the 
question that takes the proverbial cake is the one 
posed by a woman customer recently. 

Said she, “If I were to bring in three old watches, 
would it be possible to make one good watch out of 
them by interchanging the parts?” 


Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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Customer Education Medium 
Since 1890...the World's 


Largest Selections of 


(From page 118) 


And on the program, Mrs. Jeffries would put the guests 


through their paces. An engraver engraved a ring in 
front of the TV camera, or a jeweler set a stone, or a 
saleswoman displayed some expensive silver. 


In addition to store personnel, “Let’s Visit” also fea- 


tured special guests, who are experts in their fields. have been offered by 
Among guests on the program have been Frank Williams 


of United Glass Company, Vern Murrah of Reed and 
Barton, Arthur Guertin of Gorham, Howard Bayley of 
Lenox, and Miss Alberta Brenner of Wallace Silver. 


As a prestige builder, TV can’t be beat, Schiffman 
claimed. “We get calls and letters continually from people 
who have got to know us through our program,” he 
pointed out. 

It’s also important as a means of doing a specific mer- 
chandising job, Schiffman added. 

For example, take the case of the sterling silver tooth- 
picks, an item that Schiffman’s sells in very limited num- 
bers. On one particular program, “Gifts For Men,” Mrs. 
Jeffries was showing several expensive presents for men. 
Included in the group of presents she displayed was a 
sterling silver toothpick. The next day, the store’s entire 
stock of a dozen sterling silver toothpicks was sold out. 
Or take the case of a modern pipe lighter. It was dis- 
played on the program one night, and sold out the next 
day. 

One day a wealthy customer walked into Schiffman’s 
and told Schiffman he had long worried over the problem 
of what to get his wife as an anniversary gift. The night 
before, however, he had tuned in on “Let’s Visit,” and 
saw Mrs. Jeffries pouring coffee from a silver coffee pot. 
“That’s just the thing I’ve been looking for,” the cus- 
tomer said. 

Schiffman believes a 15-minute video program once a 
week is the right formula. “It’s just the right length to 
entertain them, and not long enough to bore them,” he 
explained. 
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Display Promotes January Birthstone 


Write for the Latest RACINE 
CATALOG Just Off Press... 
Featuring Fine Timers and 


Chronographs for Every Purpose. 
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* GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers —Since 1890 





“Garnets . . . Birthstone for January” read the card 
in this attractive window display, which featured a wide 
variety of garnet jewelry. A feeling of “Spring is in the 
air” was supplied by the water-blue glass “tear-drops” 
hung as though dropping from each rose. Simulated 20 WEST 47th STREET, NEW YORK 36, N.Y. 
pink roses were also used. 
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Your wholesaler has 
hundreds of appeal- 
ing Fisher charms 
which you can make 
up into custom- 


made bracelets 
like this. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 


Selections Sent on Approval 


665 Fifth Ave. New York 22,N. Y. 
Tel. MUrray Hill 8-0648—0649 


Pacific Coast Ofice: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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The Book Shel 


Mineralogy 


Physical Gemology, by Sir James Walton. Published }y, 
Pitman Publishing Corp., New York. 304 pages, 400 illustra. 
tions. Sent postpaid anywhere in U. 5. A. by Book Department 
JEWELERS’ CincuLar-Krystoxe, 100 E. 42nd St., New York, N.Y! 
for $6.00. ) 

The study of gemology is the study of mineralogy, but 
a mineralogy that is circumscribed by rules, imposed by 
the value of the materials with which the investigator 
deals. Consequently, it is very desirable that student 
gemologists should familiarize themselves with the prin- 
ciple of crystallography, optical mineralogy, miscroscopic 
characteristics of mineral grains, the occurrence of min- 
erals in nature, and the physical properties of minerals, 
It may be very desirable, but fortunately it is not neces- 
sary to an appreciation of gemstones and for simple iden- 
tifications. For if every jeweler had to know all the 
material so ably presented in this excellent book, the 
jewelry trade would have fewer members. 

Physical Gemology is an erudite work. The informe- 
tion that it presents is the same as what will be found in 
a good mineralogical book. The jeweler is not likely to 
purchase a mineralogy text to study the subject, so he 
will find it a very useful work with a slightly more 
semological slant than the average mineral book. Un- 
fortunately. very few American jewelers take the study 
of gemology seriously enough to be willing to give the 
text the attention it merits and deserves. 

Individual stones are not discussed here. For that in- 
formation some other book will be required. This is 
mainly a discussion of the physical properties and their 
explanation. It is a fine book, but this reviewer does not 
anticipate that it will have wide sale in this country. It 
would be almost useless. to the jeweler by itself, but, used 
in conjunction with Herbert-Smith’s Gemstones, it will 
be found to answer almost every question that will arise. 





Promoting Silver for Mother’s Day 





As a dramatic focal point for this display of silver 
gifts for Mother’s Day, Smith Patterson’s, Boston, simu- 
lated a tiny window casement with pink net curtains hav- 
ing top ruffled edge and rim of pink flowers. A single 
card named the occasion without obstructing merchan- 
dise or detracting from good taste seen in the balance 


of the display. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








A Modernistic Window Display 
For Modern Accessories 





Modern accessories for the home were given a modern 
display treatment in the window of a San Francisco store 
recently. Standing out predominantly in the en | 
which attracted a good deal of attention. is a group of 
modern clocks from the Howard Miller Co. Also featured 


were figurines, ash trays, crystal, etc. 





Stationery Service 
(From page 124) 


formal functions requiring invitations and announce: 
ments has had a beneficial impact on the total volume of 
business. It all adds up to making this department more 
of an asset than ever.” 

Stationed in a “prize” spot on a leading traffic lane of 
the spacious main floor of the store, the stationery section 
is fitted with a glass-topped counter, equipped with com- 
fortable chairs. A wallcase contains fine examples oi 
the workmanship of this department. Miss Jerrine Lee, 
manager of the department, and her assistant, are seated 
at a desk back of the counter. One of the key files in the 
department, which is alphabetically indexed for quick 
service, contains over 80,000 copper plates belonging to 
customers. These are used in making calling cards an: 
Christmas cards. 

Crested wedding announcements, invitations to cock- 
tails, teas, open house. acknowledgment cards, book- 
plates, etc., are included in the output. Illustrative of the 
versatility of the craftsmen is a unique bookplate re- 
cently ordered by an Oklahoma businessman as a present 
for his son. Snapshots. depicting various high-spots in 
the young man’s life—horseback riding, swimming, work- 
ing on a 4- H Club project, reading, etc.—were intuinataly 
sketched on a copper plate and transformed into a per- 
sonalized bookplate. 

Both steel and copper plating, all meticulously done by 
hand, which results in sharp, distinctive. lettering. are 
executed in the shop. 

There are certain definite policies which add up to 
eficient service in this department. From ten days to 2- 
week service is a cardinal principle of the Jaccard scheme 
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GEUL PHILLIPS C0 








eaders in recognizing 
your need for fast, centrally 
located, wholesale jewelry 
service. 





> SETH THOMAS 


Limited Quantities of Seth Thomas Mantel — 
Clocks Still Available. 


es. « 





RONSON 


The New Ronson Maximus—$12.50 retail 


The New Ronson Windsor Deal (W-12)— ; 
12 Assorted Ronsons, Including 6 of the New 
$5.50 Lighters—$52.17. 











bu PHILLIPS LU. 


cere merece fl 
216 N. Second St., Richmond, Virginia 
149 Penn Ave., Scranton, Pennsylvania 

116 S. Salina St., Syracuse, New York _ 
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FOR 
CATALOG. 


* 
NECKLACES 
BRACELETS 
EARRINGS 
NOVELTIES 
KEY CHAINS 
WALDEMARS 
CUFF LINKS 
TIE CLIPS 


makeERsS OC 


Fine (Chains 


~ Sie & 


: Supesio a ts 


i; 
a a 45 ST. NEW YORK 


| 














You Get Incomparable Values! 


© Necklaces 


All sizes and grades from $15 to $5,000, Keystone. 
Memorandum selections sent on request. 


* Loose Pearls 
From 3 to 10 MM., all qualities. 


° Cultured Pearl Jewelry 
1/20—12K gold-filled; smartly styled to retail from 
$4 to $25. 


Orders accepted from wholesalers, 
manufacturers and importers. 


Order now, for immediate delivery from one of 
the largest and most complete stocks in the country. 


NEPTUNE Cultured Pearl Syndicate 


Importers of ‘'Oyster Grown'’ Pearls of Finest Quality 


550 Fifth Ave., N. Y. 36 PLaza 7-0769 


jobbers, 

















140 











of things, and the customer can rely on the order 
ready when promised. 

A big factor in the Jaccard success in building a large 
social stationery volume is a well-trained staff of people 
who conduct affairs in this department with intelligence 
and courtesy. Sales personnel are qualified to answe, 
questions regarding social etiquette, with special empha. 
sis on the proper wording of social forms. They are also 
schooled to stress that the paper is especially made up 
for the individual customer, that dies are personalized 
and may be stamped in the color desired, etc. 

“Our social stationery organization puts sales appeal 
on a personal basis,” Jaccard said. “When brides-to-be 
come to the store with problems, they get one thing they 
appreciate—dependable, personalized, assistance. The 
first concern of the bride after the wedding date is set i. 
her social stationery. She wants to be absolutely certain 
her social papers are impeccably correct and smart look. 
ing. 

“Many young women visit our store before this im. 
portant event in their lives because we furnished ap. 
nouncements, etc., for their mothers’ and grandmothers’ 
weddings. 

“Our store name, printed in small, but plainly read, 
letters on the flaps of wedding announcement envelopes, 
is one of our most valuable prestige-building instruments. 

“The social stationery department promotes traffic 
which is beneficial to all sections of the operation,” Jac. 
card stated. “After setting the date, the bride-to-be first 
comes shopping for the announcements, but later on visits 
the store to select invitations, calling cards, mono- 
grammed stationery, and so on. 

‘“‘We register the dies under the bride’s name, and she 
may make repeat orders for stationery, calling cards, etc. 
Our bridal registry dates back to more than fifty years.” 

Customer confidence in this department is built up with 
institutional advertising in “The Kansas City Star,” and 
“The Independent,” a local society publication. Tendency 
is to underline the store’s long-time reputation for de- 
pendability, high-quality workmanship and personalized 
service. 


being 





Dignified Ad Promotes Stationery 


Birks Jewelers, Hamilton, Ontario, staged an action- 
getting promotion on wedding stationery through a digni- 
fied newspaper ad which was built around the theme, 
“Correct Wedding Stationery.” 

Reproduced in the ad were a variety of wedding sta- 
tionery samples, including announcements, wedding and 
reception invitations and name cards. 

The ad copy read: “Select your wedding invitations, 
announcements and calling cards with complete confidence 
as to quality and correctness of form. You'll be proud 
of the beauty of engraved wedding stationery produced 
in Birks’ own craftshops.” 





FATHER’S DAY SUGGESTION — Famous-Barr’s, St. 
Louis, Missouri, devoted an entire window display to 
Father’s Day gift ideas. An impressive green panel was 
used which had a jewelled crown and scepter and the 
words “He is King on Father’s Day.” On a desk was 
desk set, lamp and de luxe stationery; a cellarette fea 
tured glasses, coasters, silver flasks, decanters and silver 
ice buckets. A card read “Gifts he will use often.” 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Chatoyancy Among Gemstones 
(From page 106) 


brown. The eye streak may be white or slightly bluish. 
Which color is the best is largely a matter of taste, though 
it is generally thought to be found in the darker stones. 
The lighter catseyes are often a little too translucent. 
Excessive translucency makes them less desirable, since 
reflections from the finger beneath them affect the color 
of a ringstone. Equally undesirable, or more so, are the 
very opaque catseyes, for in them the streak is too white. 
Light cannot penetrate to deeper needles so they cannot 
give the effect of an opening and closing iris that is the 
characteristic of the eye of a living cat. 

Chrysoberyl catseyes are usually found in stream beds 
as loose waterworn crystals or rolled pebbles. Most 
examples of the rough are relatively small, so the stone 
that will be cut from each is the largest that it is prac- 
trical to obtain from each pebble. Since the supply is 
very close to the demand, the range of sizes that is 
available is limited. There is never a vast selection of 
catseyes running the gamut of sizes and qualities. With 
each pebble proportioned for maximum recovery, cats- 
eyes do not fit in machine-made settings. Each catseye 
ring is individually made, it is not an item to be ordered 
by the dozen in assorted finger sizes. Catseyes can be 
very expensive, fine large stones may retail at $500 to 
$1000 a carat, in exceptional cases. Ordinary qualities 
may run from $50 to $100 a carat. 





Though the chrysoberyl catseye is the best known cats- 
eye stone, there are several other very common jewelry 
stones that give the same optical effect. The most impor- 
tant are the rather opaque quartz varieties which are sat- 
urated with inclusions of a fibrous asbestos mineral, or by 
replacements, fossilization so to speak, of the asbestos 
fibers. Commonest of these silky quartzes is tiger eye. 
Tiger eye quartz is quartz that has filled veins in 
asbestos material, occurring, in great abundance, in South 
Africa. The asbestos mineral is crocidolite. It forms 
slender blue fibers, silky threads that can be woven as 
one of the kinds of asbestos. The tiger eye veins are 
associated with the asbestos veins in the same quarries. 
Later, mineral bearing solutions trickling through the 
rocks have deposited quartz in the earlier asbestos veins. 
In some cases the quartz has surrounded blue needles 
of asbestos, cementing them all into a solid, instead of 
a silky and fibrous, mass. In other veins, the blue as- 
bestos has been weathered, freeing and changing the 
iron of the crocidolite to a brown, water-containing iron 
oxide. The quartz has preserved the fibrous pattern of 
the original mineral, so we find in the veins a quartz 
that is filled with brown needles. Thus is formed the 
common tiger eye. The fibers of asbestos veins are 
thought to wedge the walls apart, growing at the ends 
of the needles. They may reach a width of three or four 
inches, but most are much less, though in length and 
breadth they may extend for many feet. The size of the 
tiger eye rough is limited more by the width than the 
length of the vein. 
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FINE JEWELRY 


DIAMONDS 
TOILET WARE 
SILVERWARE 


A COMPLETE LINE 
OF FINE STONE RINGS 


Electrical Appliances 
WAlnut 2-3995 


112-14 Sansom St. ° 


Phila. 6, Pa. s 
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New Toastmaster 1B16 
Super Deluxe Toaster 





You'll see everything you need for profits in the 
A & G catalog . . . because this famous book of 
value has been a source of satisfaction to profit- 
wise jewelers since 1895. For America’s most 
profitable lines . . . backed by over 58 years of 
dependable service . . . rely on Aisenstein .& 
Gordon, wholesale distributors of over 50 famous 
lines. 


P.S. If You Haven't Received Our 1953 Catalog, 
Send a Postcard Today! it’s Free! 
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A truly revolutionary end-piece 
which once and for all ends that 
troublesome “point-of-sale” 
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Click it’s open 
— snap it’s shut. 


Available in our complete line 
’ of distinctive watch bracelets. 





Coll or write for infor- 
mation or name of near- 
est representative. 
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Special 


LOOSE YELLOW PEARLS 
for EXPORT 
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LOOSE PEARLS 
MABES (half pearls) 
NECKLACES 


£1. LEVKOV 


565 FIFTH AVE., at 46th 
NEW YORK 17, N. Y. 
Telephone PLaza 3-9727 
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Tiger eye is inexpensive cutting material and sells a 
a dollar or so a pound. Obviously, the cost of tiger eye 
cameos and cabochons is mainly the charge for the labo, 
since the price of the raw material is so low. Wider than 
average pieces will sometimes be found in Chinese and 
Japanese carvings. For these too, the charge is pringj. 
pally for the labor, though a premium might be placed 
upon an unusually large piece since “long-fiber” tiger 
eye, like long-fiber asbestos, is a rare commodity. 

Ordinary tiger eye is golden brown and opaque. Whey 
a residue of the unaltered crocidolite remains, the quart, 
may be tinted blue. The crocidolite and the limonite 
together usually form a spotty pattern, in which areas of 
blue, green and gold may appear within a single piece, 
Like iron rust, limonite is an oxide of iron that contains 
water. When it is heated, limonite is transformed into 
hematite, the water free, red iron oxide. Losing water 
in the same way, the limonite in tiger eye becomes deep 
red hematite when it is heated. 

Bright go'den tiger eye can be changed in other ways, 
It can be made much paler and more translucent by soak. 
ing it in acid. The acid dissolves the iron oxide, leaving 
behind nothing but the empty tubes. The resultant in- 
crease in translucency so changes the stone that it re. 
sembles more nearly the appearance of a chrysobery| 
catseye; though it would still be a very poor catseye, 
Often, however. the solution of the iron oxide and the 
whitening of the stone is not the end of the treatment. 
Specimens that have had the iron oxide dissolved away 
in acid may then be soaked in a dye. Then they become 
brilliantly colored, horrible unnatural colors. Red, 
orange and bright blue tiger eve have probably been 
colored by aniline dyes, after such an acid bath. They 
may fade. like any dyed stone, and their cost is com- 





One Way to Get Free Publicity! 


Ways and means of getting newspaper publicity are 
many and Charles Richter, dynamic owner of Richter 
Jewelry Co., Cincinnati, Ohio, can be called an expert 
in this field. On his weekly TV show “Square Dance,” 
Richter performed and taught with demonstrations the 
latest dance sensation, “Hike with Ike.” 





This unusual stunt was aptly publicized in a local news- 
paper. Above, Charlie Richter, right, is ably assisted in 
a demonstration of the new.dance. 
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Selling Slants... 


Here’s a window display promotion that’s 
guaranteed to arouse interest and stop pas- 
sersby. It’s a new slant on an old idea: a baby 
picture contest. 











Obtain pictures of several prominent 
adults in your community—pictures taken 
when they were children. Then post the 
photos on a large board in your window and 
identify each with a number. 

Let the window-shoppers try to name these 
well-known citizens by their baby features, 
and award a prize for the nearest correct 
list submitted. 














mensurate with the work that has been expended upon 
them. Usually the bleached and dyed stones look so arti- 
ficial that their appeal is small and the demand is slight. 

Hawkeye or hawk’s eye is another variety of quartz. 
It probably could have come from a number of localities, 
but the original hawkeye came from Bavaria. Like blue 
tiger eye, hawkeye is a quartz that contains the still un- 
changed fibers of an asbestos-like mineral. Little or none 
of this material will be found on the market today, out- 
side of old jewelry. The gray green color is so character- 
istic that it makes identification easy. Quartz hawkeye 
might be confused with Lake Superior chlorastrolite, but 
a stone cut from the latter, of any size, will usually show 
several sets of radiating fibers, rather than one single 
parallel set. 


HAWKEYE 


With hawkeye we conclude the common varieties of 
quartz eye-stones, though there is a rare third one which 
will be described later. That is a catseye in rose quartz, 
but few examples of this material will be found on the 
market. First we prefer to describe some of the less com- 
mon, but still commercial, catseyes which are available 
and which usually can be supplied upon demand. 

First for general availability and abundance, are the 
tourmaline catseyes. The recent increase in interest in 
and supply of this material originates from a vogue for 
baroque stones which was initiated by the development 
of the tumbling method of polishing Brazilian rough on 
a commercial scale by Edward Swoboda of Los Angeles. 
While they were not sought for at first, fine examples 
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NEVER! BUT NEVER 


A DIAMOND RING 
PROMOTION LIKE THIS! 


Ben Goldberg's sensational 
Vs CARAT SOLITAIRE 


9 15 YOUR PRICE 


NO. 246 


14 kt. 


| White or Yellow Gold 


Ring enlarged 
to show detail 


MONEY-BACK 
GUARANTEE 
* 


AVAILABLE 


ALSO: 
CONSIGNMENTS TO V/q CARAT 3975 
RATED JEWELERS 


° V3 carat §2°° 
FREE AD MATS 


. Y carat 99° 
BACKED BY OVER A QUARTER 


OF A CENTURY OF VALUE-GIVING 


BEN GOLDBERG & CO. viamono importers 


BEN GOLDBERG & CO. | 
[] Please Send Diamond Price List 


——————=— 
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Address 
City 

29 East Madison St., 
e send the following rings:—— 





State ____——- 


Chicago 2, Illinois 
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City Merchandising Methods in a Small Town 


When Robert Thyberg came to 
Escanaba, Mich., population 19,000, 
from Detroit, Mich., two years ago to 
open Thyberg’s Jewelers, he won- 
dered just what changes he would 
have to make in his merchandising 
thinking to win a satisfactory volume 
of business. 

He proceeded upon the theory that 
jewelry store customers prefer to shop 
in a neat, clean, well-stocked store 
where there is competent advice about 
purchases, where prices are reason- 
able and where the owner and clerks 
are willing to do all in their power 
to help customers make wise choices. 

In addition, he initiated a regular 
newspaper advertising campaign, 
started using six spot announcements 
on the local radio station, and also 
installed a fine gift department as a 
trafic and profit builder. In other 
words, he used big city merchandis- 
ing ideas on a scale appropriate to 
the size of his present community. 

The result has been that the jewelry 
store has thrived from the beginning. 
Thyberg, therefore, has found that 
big city merchandising methods, 
based on constant advertising and 
display, will draw customers in small 
cities, too. Thyberg says that he has 
concluded that the tastes of small city 
customers is not much different from 
those of big city residents. 

Thyberg has a watch repair depart- 
ment which is doing a fine volume of 
business. He states that in this com- 
munity, as in all others, people always 


Kae 





Jewelry store merchandising methods, hallowes Robert Thyberg, above, are 





essentially the same in small suburban communities as they are in large cities. 


have watches that need repairing. 
They seek a jewelry store with a com- 
petent watch repair department and 
they come in every time they need 
work done — provided they receive 
satisfactory work and_ treatment. 
Many of Thyberg’s contacts with cus- 
tomers are made through the watcn 
repair division. 

“We have sold watches, diamonds, 
silverware and other jewelry to a 
large number of our watch repair 
patrons,” he explains. “I think that 
display has helped us to do the job.” 

Thyberg has a very colorful and 
distinctive gift department which oc- 
cupies considerable space. Glassware, 
pottery and dinnerware are featured 
and displayed very artistically. Some 
electric housewares appliances are 


also shown. One special cabinet and 
wall area is given over to the showing 
of small and medium sized figurines. 
Thyberg reports that these items are 
selling very well in his area. 

“We are attracting women from 
near and far to our gift section,” he 
declares. “They are getting into the 
habit of coming here regularly to look 
for new items. Shortly we plan to 
offer a bridal selection gift plan, 
whereby we'll keep an account of 
what jewelry and other items each 
bride prefers. Right now we are get- 
ting quite a volume of this business. 

“People in a small city are just as 
active buyers of jewelry and related 
items as patrons in a large city,” 
states Thyberg. “Good merchandis- 
ing brings results here, too.” 








were discovered among unpromising rough which hap- 
pened to become polished as a result of the indiscriminate 
handfuls of crystals placed in the tumblers. Now, of 
course, they are sorted out in advance and have become 
regular commercial gemstones. They are not particularly 
new, tourmaline catseyes have been known for years and 
the museums have examples of North American stones. 


TOURMALINES 


Tourmalines very commonly have fibrous inclusions, 
empty tubes parallel to the length of the crystal. Usually 
the tubes are fairly coarse and irregularly distributed 
through the crystal. A really high quality catseye tour- 
maline is not easy to find. 

As jewelry stones, tourmalines are. well known for their 
extended color range, and the color variation among 
catseye tourmalines is almost as great. The common hues 
are pink to red, and green. Elongated crystals showing 
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two colors in a single tone are frequent in tourmaline and 
we sometimes see two-colored tourmaline catseyes which 
have been cut from needle-filled crystals of this type. 
Today the chief source of catseye tourmalines is the 
same, naturally, as the chief source of tourmalines, Brazil. 
In appraising the worth of a tourmaline catseye we look 
for the same properties, in the same degree, that we 
require of a fine chrysoberyl catseye. The eye-forming 
needles should be delicate and uniform, and the stone 
should be richly colored, yet translucent. The chief fault 
we find with tourmaline catseyes is a tendency toward 
coarseness in the tubes. The open tubes are often large 
enough to admit grains of the abrasive, which clog and 
whiten or darken the ends of the tubes, penetrating slight- 
ly below the surface. In the polishing of such a stone it is 
wise to take the precaution of using an abrasive that is 
soluble in acid, like tin oxide. Afterwards, the abrasive 
(Please turn to page 173) 
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Now's The Time.. 


Rotary Clubs install Officers 








A little initiative on your 
part in contacting your local Rotary 
Club can pay off in emblem sales. 


We offer a complete line of Past President 
Emblems in 14 K gold 


Keystone Prices (without diamonds) from 
$6.to $il. 


(with diamonds) from 
815. to 8100. 


ALSO RINGS & CHARMS 
Emblems for any Rotary officer also available. 


WW errertine IB ERRy & CO. 


MEN”MBER AMERICAN cEemM socreevry 


a 
THE NAME THAT MEANS Sine Cnblematic Jewelry 


8 ROSE STREET. NEWARK B.N. J. 














SINCE 1907 ... 


A half-century of skilled craftsmanship 
stands behind their e eye-catching design 
@ superior materials @ lasting durability 

@ prover sales-appeal. Send for catalog. 


fd.ty ARCH CROWN TAGS, INC. 277 Halsey St, Newark 2 ML 
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A Complete Stock of 








Cultured Pearls 


——AT NEW, LOW PRICES 


Necklaces 


All Sizes and Grades from 
$30 to $5,000, Keystone 


Orders accepted 
from wholesalers, 
jobbers, 
manufacturers 
and importers. 


immediate 
delivery from one 
of the largest 
and most 
complete stocks 
in the country. 





Loose Pearls 
From 3 to 10 MM., All Qualities 


Memorandum selections sent on 


request 











B& M 
CULTURED PEARL 


IMPORT COMPANY 
Direct Importers of Finest Quality Cultured Pearis 


550 Fifth Ave., New York 36, N. Y. 


Phone Plaza 7-0768 























direct from Antwerp 
definitely increase 
the jeweler's 





Pins. 








7 one from Antwerp 


Your country buys yearly 35,000,000 
dollars of diamonds from Antwerp. 
It is a fair bet the diamonds you 
handle loose or mounted are 
amongst them. The point is: do 
you buy them first hand from 
Antwerp or through costly detours. 
The answer to this question makes 
the difference in your profit. 


If you are already dealing with 
Antwerp and have a reliable sup- 
plier here, you are in the know. 
If not, contact me and save at 
least 20%, yes 20% through 
Antwerp wholesale prices. Dia- 
monds direct from Antwerp will 
double your margin of profit. 


For full information write airmail please 





OO 


JOACHIM GOLDENSTEIN 
DIAMONOCLUB-ANTWERP- BELGIUM 
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Our many years of ex- 
perience in purchas- 
ing, restoring and 
reproducing antique 
jewelry. has gained for us the reputation of “The 
Antique Jewelry House.” 

All work is completed in our own workshop. 


¢ Unusual “Calls” fulfilled 
¢ Estates Purchased 
¢ Special Order Work 


9. Srlineider 


manufacturing jewelers and 
traders in antique jewelry 


74 West 46 St. New York 36, N. Y. 














NOW! 
A RING LOCK 
THAT REALLY WORKS _ 


YOUR SEARCH : & 2) 
IS ENDED... ; i 
at last Naomi presents the 
amazing TRU-LOK... the 
doubly safe and sure way of 
holding wedding sets together. 
Fits all ring shanks... 








—_e 



























even those badly worn. 
Prevents rings from turning and eliminates wear between 

rings. Does not change size of ring. Simple to attach. 
Guarantees customer satisfaction. Hand polished in white or 
yellow 14KT gold. On Naomi’s handy display, 6 ring locks to card. 
2 different sizes. $5.50 (card of six) 

AVAILABLE THROUGH YOUR MATERIAL HOUSE AND WHOLESALE JEWELER. 


| 


NAOMI * 


ISLAND PARK, NEW YORK 
e®eeeeeveeveteteeeeeeeee ete eee ee © & @ 
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MHL LETT Gant 


Oniginality O Design 


CLUSTER RINGS 
PRINCESS RINGS 
SPECIALTY RINGS 


a ' ' 


Fishtail Sets 


Illusion Sets 





Baguette Sets 
Peg Sets 


Wh Offer 


Modern facilities for the 
Exclusive Development of 
Ideas and Designs for Pro- 
motional Purposes . . . 


Mountings illusirated are set and en- 





larged to show detail. 


WAX & SKOLNIK INC. 


62 WEST 47TH ST. NEW YORK, N. Y. 
Manufacturing jewelers to the 


WHOLESALE TRADE EXCLUSIVELY 


for more than a generation. 








PUTTAR LLP 
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Here's Your Key To 
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FRATERNAL 
JEWELRY 
PROFITS 





Harvey & (tis 


PROViID 
ENCE. RHOb: ‘Slaw 





Wren you have a customer for a Masonic, East- 
ern Star emblem—ring—tie slide—lapel button or 
jewel, for instance, wouldn't you like to be able to 
show an assortment of 275 items, illustrated full 
size, with prompt delivery from Harvey & Otis 
through your wholesaler, assured? You can, if 
you use the new Harvey & Otis catalog. Having it 
and using it can be the source of new profits for 
you, as it is for many alert retail jewelers. 


Harvey & Otis 


PROVIDENCE RHODE ISLAND 


KK 
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Reed & Barton 
announces a special 
introductory ofter! 








New “DRESDEN ROSE” Silver plate 


available to customers 


at a saving of $25.00 


Wi AN EYE to your spring and early summer 
sales, Reed & Barton introduces a new pattern 
in silver plate —" Dresden Rose.” It is plate with a 
sterling look — tastefully designed, exquisitely de- 








tailed, beautifully finished. 

To help you get “Dresden Rose’ off to a good start, 
Reed & Barton make a special introductory offer. 
Through July 15th, you can offer your customers a 
complete “Dresden Rose”’ service for 8 at a saving 
of $25.00. The 50-piece set in a handsome hardwood 
drawer chest (blond or mahogany finish) lined with 
Pacific Cloth, will be introduced at $69.75. The regu- 
lar price is $94.75. 

Feature this remarkable offer! It could be your 


most profitable silver plate promotion in years! 





Hailed by “Modern Bride” Magazine 


“Dresden Rose” has such great youth appeal that 
the editors of “Modern Bride” have chosen it as the 
theme of their summer issue. It has also inspired a 
new lace design and an entire series of wedding 
fashions. To increase your opportunities for this out- 
standing new pattern, the summer issue of ‘“‘Modern 
Bride” will also carry a 5-page portfolio of adver- 
tising on “Dresden Rose” and the bridal designs 


inspired by it. 


REED & BARTON 


% 
SILVERMASTERS SINCE 1824 





ez’ * This large hardwood chest, in mahogany or blond finish 
TAUNTON, MASS. is lined with Pacific Cloth. Regularly $18.50, it is included 
with every 50-piece set of “Dresden Rose” silver plate. 
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1. The silverplated tea service by 1847 
Rogers Bros. matches the company’s flat- 
ware in the “Heritage” pattern. Dishes 
and other hollowware items available. 


2. This three-piece child set in Oneida 
Community Sterling's “Melbourne” pat- 
tern retails at $10.50, including tax. 


_ 
Se cnn al 


3. Four examples of the serving pieces 
available in Gorham's newest sterling 
flatware pattern, "Decor" illustrate 
design's versatility and flowing lines. 


4. New silverplated cigarette box has a 
smooth top suitable for engraving; Poole 
Silver Co. suggest it as an award, trophy 
or gift. Length 6!/ in. $15. F. T. I. 





5. 1881 (R) Rogers (R) Bros. silverplate ; 

has added this covered butter dish to 7. A cigarette urn and coaster-ashtray 

“Glenrose" pattern of hollowware. Retail. are now available in Heirloom Sterling's 

price of item illustrated, $9, plus tax. popular "Damask Rose" pattern. Retail 
prices; $7.25 and $3.25. fed. tax inc. 


6. Graff, Washbourne & Dunn's "Tray- 
ette" is a timely sterling item for coro- 
nation year promotion. The royal coat 
of arms in full color decorates the opal 


Jade ‘ Se sgety ® a Mere Ke % Ch se 
glass center. Diam. 4!/2 in. Keystone $5. V. ELUATE ILLITE PEE 
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... Theyre yours 


to profit by ... 





2. Design of Seth Thomas “Her Majesty" 
is coronation-inspired. Movement is 5- 
ligne, |7-jewel. Retails at $55, in yel- 
low or white gold with silk cord; in 
yellow with double snake chain, $59.50. 


5. Style emphasis is on daintiness and 
femininity in the "Venus" bracelet watch 
added to the Benrus Watch Co.'s “Em- 
braceable" series. Gold-filled case. The 
retail price is $92.50, federal tax included. 


5. 
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3. Westfield, a product of Bulova Watch 
Co., offers the new "Trojan" (left), an 
antimagnetic model with radium dial and 
hands at $19.75; and "Minerva," a 17- 
jewel bracelet watch at $37.50, retail. 


6. The "Clipper" in Elgin's new "shock 
master" series has steel back, I0K rolled 
gold plate bezel, gold numerals. It 
retails at $59.50 with its own expansion 
band; $57.50 with a leather strap. 





line are, |. to r., the Wittnauer Lipton, 
$71.50; and Gold Medal Doreen, $69.50; 
Longines President Arthur 11, $150; and 
Starlight Lady #219, two diamonds, $125. 


4. 


4. Masculine Hyde Park model from Emil 
Leichter Watch Co., N. Y., has 10K nat- 
ural rolled gold plate case, steel back, 
gold-filled expansion bracelet. With 17 
jewels, about $39.75; 7 jewels about $35. 


7. Modern-styled Hamilton "Roberta" and 
"Robert" models feature 14K gold cases, 
gold numerals on black nickel-finished 
sterling dials, black suede straps. “Robert,” 
$150; “Roberta,” $100, federal tax included. 


y A 
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1. Cultured pearl necklaces and gold- 
filled jewelry pieces set with cultured 
pearls are in a new Deltah Cultured 
Pearl group by L. Heller and Son, Inc. 


6. Goldstein-Gerson says the coronation 
style influence will last. These yellow 
and white gold diamond ring mount- 
ings are from Imperial Crown Series. 


2. This oval-top, nine-stone model is 
one of A. Sauer & Co.'s Kon-ite series 
of reproductions of picturesque early 
American jewelry. Shown, No. 5380/7. 


7. Wadsworth's real cobraskin compacts 
retail for $5, in any of five spring 
fashion shades. Evening shades of gold. 
silver or alabaster are $5.95 retail. 


3. Dennison's new case for one or two 
rings (8I50TX) is polished clear plas- 
tic with fabric-textured brocade design 
background. Gold, silver or colors. 





4. The crown motif on this new tie bar 
and cuff links by Anson carries out a 
coronation theme in a design with mas- 
culine appeal. The set retails for $5. 


5. "Sapharized" Titania necklace set 
in white gold has |8-carat center stone 
and 5 pear-shaped Titanias; total 53 
carats. $1,000 Keystone, Sierra Gems. 
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1. 


|. Bracelet with a photo compartmeni, 
the Speidel ‘Photo-ident'’ comes with a 
gold-filled or sterling nameplate. For 
men, $17.95 and $14.95: women's, $14.50. 


4. Flex-let's new "Facet Cut" for men 
and "Sport'' for women make a his-&-her 
team. Gold-filled at $10.95 and $7.95, 


F.T.1. All-stainless at $6.95, $6.50. 


... Theyre yours 


to profit by .. . 


2. A new watchband for men, Hadley's 
"Golden Triangle,’ has black inserts in 
12K gold-filled shells. End pieces are 
adjustable. Retails at $12.95, F. T. I. 


5. General Electric's Telechron Div. de- 
signed the new "Dorm" electric clock 
for maximum visibility and compactness. 
Luminous model $4.98; regular, $3.98. 





3. Masculine “St. Regis," one of four 
new Gemex watchband styles, comes in 
yellow, white or pink gold-filled. Ends 
self-adjusting. Retails at $12.95 F.T.I. 


6. New Howard Miller electric Chrono- 
pak wall clock comes in modern birch 
and black metal, or in rosewood and 
brass for traditional home _ styling. 
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Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 a 
year to spend, fancy free. And 
they fancy jewelry! 


6 OR RN aries 





%, 
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Getting gifts galore! 
For birthdays, graduation, 
Christmas, hope chest. And 
givers nearly always buy her 
just the gift she wants. 


Coaching Mom, Dad! 
Spark behind the second big 
family furnishing. Prompting 
purchases of new flatware, 
china, glass and appliances. 





Here eomes the bride! 


More girls marry at 18 than 
at any other age. They’re 
picking products, buying 
brands, now for “that day.” 
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here today 


here tomorrow 


that young woman 


in her teens 


There’s one best way to 
reach 7.500.000 young 


women in their teens! 


seventee 





New York » Boston + Chicago » Hollywood « Atlanta 


LIL 
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fashions. 
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cones OME 


OF THIS SECTION 


ceetmeneeteadiieet...........200 accessories 


Table Setting Contest Marks Anniversary...... 156 
They're New in Table Top Fashions........... 160 

Just as the jeweler thinks of 
Traffic-Building Gift Section Serre rT Sree ee 164 silverware in connection with a 
Tabi eaten Beate with the Geld ae wedding ring sale, so he should 
ableware Sales Begin with the bride.......... cocrdinate his thinhing-~cnd 
Speaking of China, Glass & Giftwares........ 169 selling—of china and glass 


with silverware. And follow 


through on home accessories. 
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by MARY L. BOYLES 


Before commencement the display window features graduates and their pattern preferences. 


Sterling Promotion Goes Persona 





The aim of this jeweler, like many others in the country, is to create a desire 


for fine sterling silver among girl high school graduates and their parents, 


too. A personalized program is helping to make this aim a _ success. 


k OR the last three years Hershel Monroe, 
jeweler of Princeton, Indiana, has employed a successful 
program for the sale of sterling silver as gifts for the 
girl high school graduate. 

The first step in the program is the mailing of a printed 
message to every girl in the graduating class: an invita- 
tion for her to visit the Monroe jewelry store and accept 
as a gift a teaspoon in her favorite pattern. One week in 
May is usually set aside for the acceptance of the jeweler’s 
gift. 

The reverse side of the invitation card, which must be 
presented to jeweler before the graduate receives her 
teaspoon, contains space for the following data: pattern 
choice, name, birth date, address, etc. 

A highly unusual method is used several weeks before 
commencement to stimulate interest in the store’s silver 
department. The display window is decorated to pay 
tribute to the Princeton High School girl graduate. Three 
white satin-covered tiers are placed in the window, which 
hold the pictures of all the girls who have visited the 
store to select their silver patterns. To the right of the 
graduate’s picture is placed a sterling silver spoon in the 
girl’s chosen pattern, and on each spoon is tied an appro- 
priate, small corsage. Another personal touch is added 
by placing a large picture of the class sponsor at the 
left end of the display. 


Prior to commencement a second invitation is pub- 


(Please turn to page 174) 


154 














TO ALL... 


Girl Graduates 


PRINCETON HIGH SCHOOL 


Will You Please Come In Tuesday, May 27 
And Pick Up Your 
Sterling Gift Teaspoon and Picture. 
; The Damask Rose pattern by Heirloom 
Sterling was selected as the favorite choice 


by the greatest number of senior girls each 
of the three years, 






en 


The Sterling Patterns 


Selected In Order By 
Senior High School Girls 
For 1950 - 1951 - 1952 


1951 1952 

Damask Rose..........++++- 3 Damask Rose... sesooses 
Queen’s Lace............++: 12 Prelude .......cccccccccee 6 
1950 Royal Danish..............- 10 Blossom Time.............+> e 
Damask Rese... ..... cece 19 piossom Time............-- - } (ee 3 
Prelude ............ seeoe 7 Qasting Spring............. 4 Stanton HMall............++ 3 
Spring Glory............+. ee ‘\ceniepeseeeies 3 Lasting Spring . .......++++ 3 
Royal Danish.............. 3 Enchantress .............-- 1 Spring Glory...........++6+ 2 
Wild Rose................. -.  —eemerqeers 1 Enchantress ...........+006 2 
Richelieu ...... are 1 Spring Glory............... —_— £4 rrerrreee 2 
Queen's Lace.............. 1 Mansion House. .......... 2 Romance .........ccccceses 2 
Mansion House............ FF erennaipenpegenis 1 Queen's Lace. ........ccccee | 
COMIETEED occ ccc ccccccccce 1 Northern Lights. .......... 1 Royal Danish.............+- 1 
Serenity ee ee ee 1 Joan of Arc SA ee eee 1 Joan of Arc eeecerseccceseese® 1 
TTT 1 ame EOD ccccccccccccececee 1 
A ee: OS TE eccsrsecccinsonecscee O 
ED ssteocvanatenn cane 43 ote Re OP ccctoscecccscee 1 
Betress .ccccccscccccccces 1 
50 


| /YOUR JEWELER 
Phone Princeton 46 








This newspaper ad is used before graduation inviting girls 
to visit the store and select a teaspoon of their own choice. 
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People have been enjoying Poole Silver for the past 
60 years. The traditional design, superb craftsman- 


’ , 9 EXQUISITE CRAFTSMANSHIP 
the result of 60 years 
puny. oo AN of creating fine silver 


’ . ge ship and lasting beauty in every piece, account for 
At ake! ag the pride of ownership that impels more and more 
we re A ai fem people to buy Poole Silver. 


Shown below is Poole’s Silverplated oblong Chafing 





Dish No. 5020. Retailing at $120 Inc. Tax. 


millions of jerere) 8) es in | POOLE SILVER COMPANY, TAUNTON, MASS. 
to ask YOU for 
POOLE SILVER 




































































































































































































































































































































































































































































































e priceless ingredient 
whether nature bestows it or 
man creates it, every eye turns in 
its direction 
For sixty years beauty has been a tangible part of 
all Poole silver. That's why so many people have ry F <a ae scte lee ie 
enjoyed it and are proud to own it. Traditional eo Or sixty years people nave been 


design, proud craftsmanship and functional use Vas 2 
all combine to give Poole silver its style and beauty. buying and enjoying Poole Silver. 


Shown below is Poole’s Silverplated Cigarette Box No. : ; 
1897. Retailing at $15.00 inc. tax. This year many more will layameleets 
Box can also be used as a jewel case 


POOLE SILVER COMPANY, TAUNTON, MASS. your customers when they see 
New York Chicago 


Ww! 


ilies 


Poole’s Spring advertising mes- 

















sages. Ads like the two shown on 












































this page will appear in national 


























magazines — telling the Poole 








story. Past experience shows that 














this will mean more sales for you. 


Ask your Poole distributor for 





complete details on the line. 



























































A tradition in silver for 60 years 
































Send for Booklet 33 showing the complete Poole line. 





Table Setting Contest Marks Anniversary 


When Dan S. Park & Company, Cheyenne, Wyoming, decided to commemorate its 


Diamond Anniversary last year they hit upon an unusual idea: a table setting 


contest. It required a good deal of work, but it was well worth the effort. 





Above are two of the 20 entries in the table setting contest. 


by WALTER PARK 
Manager, Dan S. Park & Co. 


Cheyenne, Wyoming 


T. commemorate our Diamond Anniversary 
last year we held a Table Setting Exhibit in the Wyoming 
Room of the Plains Hotel, on October 4th and 5th. The 
event is now history and I must say it would make a 
great success story to equal any of Alger’s best. 

The event required a tremendous amount of work and 
it did take its toll in physical energy from me and from 
my entire staff. But it was certainly worth the effort. 
The comments have been so complimentary that we feel 
fully repaid for our efforts and we realize that we have 
made an impression far beyond our hopes. 

We set an especially beautiful table ourselves. using a 
75th year birthday cake as the centerpiece. Twenty local 
women’s organizations and clubs participated in the table 
setting contest and cash prizes totaling $150 were given 
for the best tables. In addition, door prizes of $50 in 
merchandise were given away each day and each of the 
first 500 women who attended received an orchid. 

Men and women alike were delighted with the display, 
but their reactions were naturally different. The women 
said they had never seen anything so lovely anywhere 
and that the show would be a credit to cities like New 
York and San Francisco. As for the men, they saw 
the work and artistry behind our efforts. Many of them 
could not believe we had not used a professional to put 
the show on. 

One of our radio stations broadcast the show the first 
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afternoon, giving us a half-hour program and a re-broad- 
cast was made the following day. It really made a good 
impression. The newspapers gave us several news stories 
concerning the history of the store as well as the table 
exhibit. 

Naturally we give credit to the 20 women’s organiza- 
tions which entered the table setting contest so whole- 
heartedly. Their tables were all lovely and artistic and 
their members cooperated most generously and capably. 
We are only sorry that each table could not have won a 

(Please turn to page 176) 
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The entrance to Park's table setting contest, above, featured 
the names of nationally known tableware manufacturers. 
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NOW AVAILABLE! ... 


The 1953 Deluxe Catalog from G. W. D. 
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G2I—A distinguished gift for Father's Day is this 
handsome cigarette box in sterling. Suitably en- 
graved or plain it is an outstanding gift sugges- 
tion. Keystone $43 FTI. 








Creators of America’s finest sterling since 1768 


Hundreds of fine illustrations of 
the silversmith’s art in the famous 
G. W. D. tradition . . . to use in 
selling special orders and fine 
sterling gifts for every occasion 





Spark your Coronation year promotions with this 
attractive ‘Trayette". Made in sterling and 


Among the many sterling silver items illustrated are: Seualee! Qeeens, with conat cant end GOnGte 
COFFEE SETS. TEA SETS. PUNCH BOWLS and ACCES- TION date, in full color applied to a special heat 

; and acid resistant opal glass center. Diameter of 
SORY PIECES, BEVERAGE SETS, TRAYS, SANDWICH tray 4!/2". Sterling Keystone $5 FTI. Jewelers’ 


Bronze, Keystone $2.50 FTI. 


PLATES, PITCHERS, LADLES, SERVING SPOONS, 
SALAD SETS, CANDELABRA, VASES, COCKTAIL SETS, 
DESK SETS, PORRINGERS, ASH TRAYS, SILENT BUT- 
LERS, BABY CUPS, CIGARETTE BOXES, PICTURE bee 
FRAMES, "TRAYETTES" FOR LODGES, SCHOOLS 
AND OTHER ORGANIZATIONS, SALT AND PEPPERS, 
SUGARS AND CREAMERS, DISTINCTIVE FLATWARE, 
TROPHIES and many other items in exclusive GWD 
design and quality. 


Send for your copy today—no obligation 





G ff W hb & D G1I84—A lovely wedding gift this yan age 
naise bowl and attractive ladle. In 's dis- « 
ld 4 as ourne unn, nc. tinctive design. It's — its — he your 
bridal gift business. The bowl is priced at Keystone 
158 West Forest Avenue Englewood, New Jersey $18.50 FTI. The ladle Keystone $6.50 FTl. 
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Unusual Table Settings Inspire Local Brides 





R. O. Besse, Jr., Gulfport, Miss. jeweler, has stirred the interest of local 
brides by his unusual table settings which are continuously on display. 


Keeping the store interior con- 
stantly exciting to future brides, by 
means of highly unusual table set- 
tings, has been the means by which 
R. O. Besse, Jr., head of the R. O. 
Besse Jewelers, Gulfport, Mississippi, 
has developed bridal sales. 

Besse was at first discouraged with 
bridal sales. ““We found that almost 
every avenue to attract high schodl 
seniors and even younger girls inio 
registering their pattern choices in 
dinnerware, crystal and sterling flat- 
ware, had already been employed by 
local jewelers,” he indicated, “‘such as 
furnishing schools with complete 
scrapbooks on the use of all three, 
offering congratulatory teaspoons or 
other free gifts to graduating girls, 
etc. Inasmuch as many jewelers to- 
day sell about the same high-qualily 


lines of flatware, dinnerware and 
crystal, opportunities for becoming 
outstanding seemed very limited.” 

The southern jeweler, however, who 
learned jewelry retailing with his 
father, didn’t let the above facts dis- 
may him. Searching about for some- 
thing to make the Besse stamp on 
bridal gifts outstanding, he hit upon 
the idea of keeping the store interiot 
a constant “gallery of table settings” 
so unusual and colorful that they were 
bound to attract attention. 

Selling to the annual bridal market 
has been an extremely profitable 


- proposition indeed ever since, inas- 


much as the big Besse store now rings 
up at least 30 per cent of its total 
volume in this market, and has seen 
it grow each year. Consistent success 
is due not only to the fact that there 


are 64 patterns of sterling flatwar, 
some 40 patterns of open-stock din. 
nerware, and a commensurate nym. 
ber of crystal in stock, but equally to 
the “gallery of table settings” theme. 

Under the plan. Besse has “turne, 
his staff of salesgirl loose” to work 
out any type of luncheon, breakfast 
dinner, formal dinner, garden party, 
or similar settings they wish. With 
one of the largest choices of patterns 
between New Orleans and Jackson. 
ville to work with, the girls have g 
constant source of inspiration, and 
Besse cheerfully underwrites any type 
of unusual design they develop. 


Color is emphasized. Rarely does 
an R. O. Besse table setting appear 
on the standard white tablecloth. In- 
stead, such odd and attention-creating 
colors as chartreuse, deep orchid, off 
pinks, flat greys, and even black, 
grace the five or more tables used for 
such settings. About 95 per cent of 
the cloths which form the background 
for unique table settings are “custom 
produced” for the store, by a local 
linens house. The reputation of the 
store for intriguing, idea-providing 
table-settings has spread through the 
entire southern Mississippi gulf coast 
area. “We have had people drop in 
from distances as far as 100 miles 
away. to look over the tables on dis- 
play, and to ask for suggestions, to 
provide really different, out-of-the- 
ordinary table settings for parties, 
banquets or ceremonial events.” Besse 
said. “Any such service, we are, of 
course. glad to provide.” 





‘My Pop’s Tops’ 


(From page 122) 


the letters. 


An unusual display, for a fine jewelry firm to devote 


a few days after his display began. 


Then the picture 


page featured a group of photos snapped while the un- 
suspecting subjects were reading the letters in the win- 
lines on the cardboard easel told the public the source vi aie 


As. a result, even more people stopped to look in this 





a window? It certainly was! But let Louis Bunde tell 
it in his own words: “The letters seemed to make passers- 
by do a double-take. People would walk past, then frown 
a little as though what they have just seen was unbelieve- 
able. Then they would come back and read and read-— 


and laugh,” he added. 


GAINS FREE PUBLICITY 


Bunde got free publicity when the “Sentinel” ran two 
articles about his window setup. A closeup of his win- 
dow display plus a big writeup about the pulling quality 
of these sweet letters written in childish scrawls appeared 
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window; and naturally, many of those came inside lo 
comment on the appealing window display, and _ thus 
impulse sales of jewelery were made. 





THE INFERIOR FEATURES OF OTHER LINES—1 
has long been proven that the best salesmen are those who 
sell the merit of their goods and not the demerits of other 
lines. yet there are still many men and women in our own 
trade who sell on a basis of the competitive line’s faults. 
No line of merchandise is absolutely perfect in every 
detail and exposing the faults of a competitive line can 
well focus a lot of attention on possible faults of our own. 
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The largest 


assortment of quality 





imported stainless steel flatware 


on the American market. 


A collection of 

fast-selling patterns, 

imported from Germany, 

Italy and Denmark. 

Priced to retail from $5.75 

a five-piece place setting. 

Let us help you to exploit this 
rapidly expanding market. 
Write for literature and prices: 


Dept. JK-43. 





FRASERS, ».. 


2409 Telegraph Avenue, Berkeley 4, California 


Importers and distributors of 


fine contemporary table appointments. 
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|. “Primavera'—new china dinnerware shape, 
modern in feeling, classically simple in its 
fluid lines; 3 sizes of plates with generous 
serving areas; multi-purpose brunch bowl; 3 
cup sizes; 3 platter sizes; large and small 
bakers. From Haviland & Co., Inc., New York. 


2. Designed to harmonize with many modern 
patterns of dinnerware, this is new "Mona" 
cutting in Tiffin crystal glass. The design 
appears on goblets, sherberts, wines, sherries 
and champagnes and may be retailed for $24 a 
doz. By United States Glass Co., Tiffin, O. 


3. Perfect balance and beautifully detailed 
modeling are characteristics of this rearing 
horse-and-rider figure, made in fine, white 
Bavarian china. It is one of many such fig- 
ures from art department of Lorenz Hutschen- 


reuther. From Paul A. Straub & Co., Inc., N. Y. 


4. New and distinctive is this ‘Lace’ deco- 
ration in raised-enamel effect, with a Queen 
Anne's lace design in pink and white against 
a gray shoulder finished with lines of plati- 
num; 5-pe. place setting retails for $19.75. 
By Castleton China, Inc., of New Castle, Pa. 
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6. Roberta” is the name of this porcelain 
figurine, 4!/," in height, wearing full skirted 
frock of net with lace bustle, and topped 
with a wide-brimmed hat; it may be retailed 
at $15. Part of big line of figures by Heir- 
looms of Tomorrow, of Manhattan Beach, Cal. 





5. From Holland—these Delft Blue ceramic- 
handled knives and spoons, the handles hand- 
painted in typical Delft designs; spoons sil- 
ver-plated; knife blades stainless steel; the 
spoon rack and knife set each retails at $13. 
From Holland House Elesva Corp., of New York. 





THE JEWELERS’ CIRCULAR-KEYSTONE 








They’re New... 








|. "Fitzhugh" pattern on Spode's Lowestoft 
body, reproduced in early 1800's by Josiah 
Spode to provide matchings for the original 
Chinese ware; center of pattern is Chinese 
symbol of good luck surrounded by 4 sea- 
sons. Copeland & Thompson, Inc., New York. 


4. Coronation item, this Queen's Quande- 
labrum in heavy silverplated copper, 16" 
long, retail $15. Designed by Pipsan Saari- 
nen Swanson, it won only award given in 
lighting fixture division of American Insti- 
tute of Design. From Andover Silver Co. 
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nd Home Accessories 


2. 





..- They'll Be Selling 


2. Luxuriously designed champagne cooler 
in the Saxton Golden line of accessories, 
made of solid jeweler's bronze with a finish 
which is non-tarnish and requires no polish- 
ing; it is 103" in height, and may be re- 
tailed for $60. By Saxton, Inc., California. 


5. Exquisitely hand-sculptured by Houdon 
is this Alexandre Brongniart bisque bust 
mounted on Sevres Bleu base; 8" tall, retail 
$235.00. Also done in matching boy-and- 
girl set. Made by Manufacture Nationale 
de Sevres; sold by Jackson Galleries, N. Y. 


«Ob 





3. The Eastern Star emblem in authentic full 
color finished with gold edge appears in 
this group of accessories in Royal Stafford 
bone china from England; after-dinner cof- 
fees retail at $37 a doz.; teas, $36; sweets, 
$28.80. Distributed by Vincent Lippe Co. 


6. "Black Magic” design in "Olde Thomp- 
son" pepper mill and salt shaker sets shows 
delicate traceries of black against ivo 

ceramic and black metal trim; pepper mill 
alone, $6.95 retail: sold with salt shaker, 
$9.95 a set. By George S. Thompson Corp. 
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Table-Lop Fashions 
an 





Home Accessories 





2. 3. 


1. Selected by the Good Design committee for 
its 1953 exhibit is this cordial decanter in 
Leerdam crystal glass from Holland, to retail 
at $7.50; cordial glasses, $18 a doz. Set as 
shown here, $19.50 retail. Distributed by A. 
J. Van Dugteren & Sons, Inc., of New York. 


2. New "Sunbird" pattern in Winfield china 
was designed by Joseph Knowles, done in the 
sgraffito technique in white with accents of 
black against shaded celadon background; the 
ware is fully vitrified and ovenproof. From 
American Ceramic Products, California. 


3. Included among new china artware pieces 
—sleek, stylized llama, retail $8.50; fluted 
bonbon dish with grooved stem, in white with 
either green, gray or yellow, retail $7.50; 
stein vase in white with gray or green, re- 


tail $8.50. By Lenox, Inc., of Trenton, N. J. 


4. Styrian jade (serpentine) ash tray, one 
in series of figures and accessories in this 
Austrian stone, all made by hand and each 
revealing individual natural shadings; various 
tray sizes may be retailed from $6 to $20 
apiece. Sold through Morris M. Zerner, N.Y.C. 


5. Introduced this season is the 'Wheat'' de- 
sign, done in a combination of polished and 
gray cuttings. It is done on a new shape in 
a complete stemware line to retail for $2.75 
each; and also 8" plates to retail at $3. 
From Fostoria Glass Co., Moundsville, W. Va. 


6 Accessories in copper-plated steel coated 
with clear enamel—l0" trays retail for $2; 
13", $3; 15", $4: low bowl 5!/" wide, $1.20; 
food warmers in copper or brass, $4; black, 


$3. Sold by Jack Martin & Co., Los Angeles. 
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ONE-WORD COURSE ON 
HOW TO SELL FINE CRYSTAL 





In May and June your customers 
will see full-page Fostoria Ads 





in these magazines 


MAY issues: 


Better Homes & Gardens 
Modern Bride (full color) 
Bride’s Magazine 
| House & Garden 
Living (full color) 


g 





House Beautiful 


N 
\ JUNE issues: 


Guide for the Bride 
House & Garden 
House Beautiful 

*plus an extra half page in 
Ladies’ Home Journal 


Total circulation: 10,955,335 






W(Restour 


Moundsville, West Virginia 


Member Glass Crafts of America 


FOSTORIA GLASS COMPANY . 
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Located at the rear of the store 
Sauter's gift department features 
a wide variety of low priced items 


Traffic-Building Gift Section 


Becomes Major Volume Department for Store 


Back in June, 1939, when many jewelers 
were complaining of the loss of cash sales, Lester Sauter 
of the Fred Sauter store at 2713 West Girard Ave. in 
Philadelphia, had to move his one dollar gift items from 
the case near the front door to the rear of the store be- 
cause groups of cash-paying customers literally blocked 
the entrance. Today the gift department accounts for 
25 to 30 per cent of the dollar volume of this store, which 
also handles substantial sales of diamonds, nationally 
advertised watches, and standard jewelry items. 

Lester Sauter’s original plans to create sales by in- 
creasing the stock of lower priced gift items were greeted 
critically by other merchants who feard he might “ruin 
your jewelry business.”’ Sauter had been (and still is) 
active in the Retail Jewelers Association of Philadelphia 
and Eastern Pennsylvania, the American Gem Society 
and other organizations, in many of which he held office. 
The store had been a prominent one almost since its 
origin in 1862. 

To retain the individuality of each department and 
prevent any possible conflict, Sauter made each a separate 
unit. The gift department was decorated in knotty pine 
paneling with a scalloped canopy. The softly diffused 
light from fluorescent lighting concealed in the canopy 
was an innovation heralded by the architect and the elec- 
tric company. The warm, bright, colorful atmosphere 
contrasted with the rich, deep mahogany of the jewelry 
section of the store. Now this mahogany section has 
been redecorated in gray, but the contrast is just as 
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by ANNA ROBBINS 


marked. Each unit contributes to, rather than interferes 
with the other. 

Because the one dollar gift item is still most in demand, 
one entire section is devoted to “nothing over $1” mer- 
chandise. Customers beat a path to this section for 
shower gifts, bridge and party prizes, forget-me-not and 
for all the “little gifts” that folks are constantly buying. 
They must be “nice” but “not expensive.” The price 
range of most gifts in the department is from one to 
fifteen dollars, with the one to five dollar items the big- 
gest sellers. A few items sell for up to $50 a unit. 

These. and more costly items, are most popular as 
wedding gifts. A few unorthodox items which are good 
quality merchandise closely related to items sold by con- 
servative jewelers and bearing nationally advertised brand 
names, add variety and increase the selection in the Sauter 
sift department. ‘Table lamps, glassware, and figurines 
are among the most popular items. 

Customers have changed in this neighborhood in the 
four generations the Sauter family has managed this store. 
Instead of the wealthy shoppers who bought diamonds 
and gold watches from the first generation, Lester Sauter 
and his son, Albert, face working folks across the counter 
whose small gift purchases are numerous although their 
larger purchases are less frequent. This gift department 


(Please turn to page 177) 
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Frofit Royalty 
with Iroval Houlton 


ADVERTISED TO 36,788,381 READERS 


Make 1953 your crowning sales year with 
Royal Doulton. Cash in on our royal 
turn-out of 44 national ads in 10 major 
magazines. Watch for them. Stock up on 
the merchandise we're featuring. 


a Make the most of the biggest advertising 


campaign in Doulton history. 


ADVERTISED IN: 

AMERICAN HOME «+ THE BRIDE’S MAGAZINE 
PARENTS’ MAGAZINE + HOLIDAY + HOUSE BEAUTIFUL 
HOUSE & GARDEN + LIVING FOR YOUNG HOMEMAKERS 
THE NEW YORKER + SEVENTEEN + SUNSET MAGAZINE 


Fine English Royal Doulton is unduplicated 
for beauty and quality. Yet prices are well 
within your customers’ budgets. Royal Doulton 
dinnerware retails from $4.50 a place setting, 
bone china from $13.75, figurines from $6.50 
and character jugs for as little as $2.00. 


DOULTON AND COMPANY, INC. 


11 East 26th Street, New York 10, N. Y. 
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PROMOTION 


by W. B. STODDARD 


To acquaint prospective brides with its tableware lines, Anderson's designed this window display. 


Tableware Sales Begin with the Bride 


_ W: go after the bridal business inten- 
sively,’ said A. F. Butters, manager of the tablewares 
department of the Anderson Jewelry Co., Salt Lake 
City, Utah. “We keep a close watch on newspapers and 
contact brides-to-be as soon as their engagements are 
announced. We invite the bride-to-be to visit our store 
and register her pattern choices in china, crystal and 
silver. Even if she has chosen her patterns in another 
store, she may register with us, for the convenience of 
our regular customers who may wish to present her with 
a gift. 

“We handle a number of beautiful patterns in both 
imported and domestic china. While we stock imported 
crystal the bulk of our sales is in the better American 


Smartly appointed table settings 
and a wide variety of flatware 
chests are regularly displayed 
in the tablewares department. 
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lines. When it comes to gifts, we recommend a one place 
setting. When the bride is making the purchase, we ‘sug. 
gest a starter set. In both instances, we have found, they 
will choose higher quality silver or china. Of course, the 
initial purchase generally leads to further sales. 

‘“‘We have been very successful in house-to-house can. 
vassing of silver, china and even jewelry, though of 
course the bulk of our orders are taken for tablewares. 
It has proved a very successful method in combating 
the house-to-house canvassing of fly-by-night salesmen. 
We have been established in this city for many years, 
and residents are aware of the quality of our lines and 
the reliability of our firm. Consequently, many are glad 

(Please turn to page 175) 
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tall ‘ a beauties 
imaginative informals 


each to retail at about. . 715 qs 
. cuttings) 


House Beautiful—April ) 
Brides’ F : 
Modern Bride 


(Unpolished 
cuttings) 










House & Garden—May 


Living for Young 
Homemakers—May 


- Brides’ 


Chima 
Modern Bride Vasheal : 
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Here’sa quality line of beautifully designed Tales Praca af nes 2, 
slassware, bargain-priced for today’s big market of thems A phon, ¢ ry 


newly -marrieds and abcut - to - be - marrieds. Tall ~ 4 hogs ytd ot awoh dow phiny 













stemmed and graceful, Jenny and Glenmore patterns Se genie 
f ; : ’ ‘ : Be F F Ps Ss es Co cktail, Wie in ~~ ng Go blet, She, — 
or people who prefer the more formal table. Low- : esi ord Corda hy tr Footed Bowe 
‘ * ° Cverywhere Al) 7 '@ ston 
stemmed Baguette and Neptune patterns for today’s —* oo te 00h ES Sight highy 
. . 2 : SRE e so — m of 3 Li of, 
casual, easy entertaining. #, shies wei set 


Each of the four patterns are available in the LIBBE 
following sizes: 10-oz. Pilsner, 14-0z. Footed Iced | EY GL ASS @ 
Beverage, 9-oz. Goblet, 6-oz. Sherbet t, 5-oz. Wine, Seoriet 1952, Usher Glow di nerd nese 
3%-oz. Cocktail, 1-oz. Cordial. 
Nationally advertised 
These two eye-catching advertisements will reach 
more than 12 million readers this Spring. Let this 
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gift recommendations always suggest glassware— 


high-profit Libbey glassware. 


advertising help you sell—give prominent display in For complete details see your supplier or write 
your store and when folks ask for your help with Libbey Glass, Toledo 1, Ohio. 





ESTABLISHED 4818 


LIBBEY GLASS Vitalie, futnane, bbhe 


LIBBEY GLASS, Division of Owens-Illinois Glass Company, Toledo I, Ohio 
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THE WFINE ENGLISH 


DINNERWARE 








COPELAND 
PEAT] 


SPODE 
| Remy 


ENGLAND 


Fine English Earthenware 





. . SPOUE 
COPELANCS CHINA 
English Bone China Copetancs cui 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 





Nationally Advertised & 
FRANCONIA CHINA easy 


One of Europe’s Finest 


Introducing a new addition to our dinnerware line: 


MAYBELLE ... lovely sprays of yellow bell flowers with olive- 
green leaves in a modern, harmonious composition, on ivory- 
tinted translucent china. Lines of fine gold trim the edges and 
detail the handles. Contemporary in spirit—sets a charming table. 


5-piece Place Setting with 10/44" dinner plate—$6.95 retail* 
*Slightly higher South and West. 


Write for illustrated price list of 
this and other Franconia patterns. 


HERMAN C. KUPPER, INC. 


39-41 West 23rd Street New York 10, N. Y. 


Ctasany 
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350-380 SOUTH RAYMOND AVENUE 
PASADENA 1, CALIFORNIA 


Cleon 


(colored shoulder, gold bands) 


The smart, the adaptable fine dinner china pattern in eight sparkling 
shades. Dark teal green, light sage green, grey, blue, coral, yellow, pink, 


and sand. $15.50 a 5-pc. place setting. Write for your free folder. 








| 








HAGENAUER BRONZES 


Rare artistry is shown in the grace and movement of 
these solid bronze sculptures imported from Austria: 
true works of art, they are presented at surprisingly 
moderate prices for such outstanding work. 


+4340 Head (bronze) 5!/," high.......... $18.50 
414476 Cat (bronze) 3!/5" long............ $ 5.00 
+4892 Ash Tray (bronze) 3!/5" dia. $ 3.00 
4+¢5682 Mouse Candle Snuffer (brass)....... .$ 4.00 


Prices are retail, subject to usual trade discount 


HUDSON ART IMPORTING CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 
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by MADELINE LOVE 


NE of the big problems in the life of the retailer is 

sales training. Some retailers “settle” it by show- 
ing their sales forces the stock and the prices, and telling 
thew how to write out a sates check. Others, realizing 
how serious the problem really is, go more deeply into 
the matter and see that their salespeople acquire not just 
a working knowledge of the merchandise, but an inter- 
est in it and in the most effective ways of selling it. 

The retailer is, of course, not the only person who has 
a vital concern in equipping the salesperson with in- 
formation and enthusiasm. The manufacturer has an 
equal stake in it. He may spend thousands of dollars on 
the creation of a new line, and more thousands advertis- 
ing it to the consumer—only to find retail sales lagging 
because of indifference or ignorance or both on the part 
of the salesperson. 

Most manufacturers and importers of fine wares do a 
great deal to keep their retailers and their retailers’ sales 
forces well-informed, and to inspire them with enthusi- 
asm. Booklets, motion pictures, personal talks—all of 
these and more are being used all the time to keep point- 
of-sale salesmanship at the alert. 

A somewhat different approach has been worked out 


by one firm—Fostoria Glass Co. Each month. the firm 
sends a small newspaper called “Glassware Highlights” 
to thousands of salespeople in the glassware field. The 
paper contains illustrated stories about design, style 
trends in decoration and hints on sales service. And 
each issue contains a separate insert picturing a typical 
sales problem, with questions about the best ways of 
solving it. A system of awards for skill in answering 
these questions has been set up. Illustrated are part of 
the components of the program. 





A third part of the program is the mystery customer, 
Madame X, who is visiting stores in every section of the 
country to discover and reward good sales service, 
whether or not the merchandise sold is Fostoria glass. 
Outstanding salespeople selected by this mystery cus- 
tomer will also be “written up” in Glassware High- 














—_————_—_ 








19 East 26th Street (Near 5th Avenue) 


PAUL A. STRAUB & CO., INC. 


\X12) 


Bavarian 
OPEN STOCK 
DINNERWARE 


w 4 PB. uritan 


_ Pattern No. 8069 

. ~ 3 wide palladium bands 
bo ra 

na LORENZ 
HUTSCHENREUTHER 


AVAILABLE IN 
OPEN STOCK 
AND 94 AND 64 
PrecE SETS 





New York 10, N. Y. 
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a DUK-IT Gifts 
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No. 992 is a 

Two-Piece Ensemble. Non-Tip 
Bean Bag Ash Tray with Carousel 
Safety Top and Cigarette Server. Top and 
bowl are burn-proof finished alchemist gold. 
The base, rich gold thread brocade. Choice 
of green, gold, white or black patterns. 
Packaged in “show case” plastic gift boxes. 
Set retails for $5.00. 


No. 955 Single Ash Tray Packaged ...$3.00 


No. 994 Four-Piece Ensemble includes Pair 
of Bean Bags, Cigarette Server and 
Evans Lighter Packaged ........ $17.50 


Send for literature on the complete DUK-IT 
Line. Over 100 beautiful smokers accessories in 
metal, glass, walnut, leather. 


These beautiful 
smokers 
accessories 
are needed in 
every home 
... every 
office 


8 he 
iginators of tt aT McDONALD Products Corporation 
fomo _ Bag Since 1930 
Bech —@ 219 DUE. IT Building Buffalo 10, N. Y. 
” Showeneme: NEW YORK—225 Fifth Ave., CHICAGO—Merchandise Mart 



















Stamp NAMES 
or MONOGRAMS 


ON 

FOUNTAIN PENS 

LEATHER GOODS 
WRITING PAPERS 
GIFT ITEMS 





Make your own 
Price Cards 
Price Tags 








wanna 











NOW YOU CAN RENT 
the sim stn easy-to-use Kingsley Machine 


Write for full details. 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 





Kings/e 
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at their 
_ wary finest 


wing backs “.*'. 


smooth action springs 


First with the Jewelry Industry, 
Your choice of two distinctive 
designs. The snap opening 
—snap closing is mechanically 
perfect. Immediate delivery 
out of stock. 







#2—14K, SILVER 
eo) Scie) Goma Tih 8 30) 
W 


Mr, 
=1—14K GOLD 





sydney Hay erman & CO,, in. 


102 CANAL STREET, NEW YORK 2, N.Y. © CAnal 6-3802 





increase 
your 
income 


without 


investment 


or 


; | 
: Tua 
... Offer your customers a complete line of trophies— 


from sports ‘‘Oscars’’ to Championship Awards—without carry- 
ing a single item IN STOCK! Take all orders from big full- 
illustrated catalog ...or 
Amazing new ‘“‘Stereo-Kit’’ 
slides of 190 different styles . 
FREE to dealers 


For full information, 


SSR ER 


ccior 
showing 3-dimensional color 
. equal to a full window display! 
Qa minimum assortment. 


who order sample 


mail the coupon today! 


ARLEN TROPHY CO., INC. *’; 


50 Gold Street, Brooklyn 1, N. Y. 


i 

l 

: 

Please rush me FREE Catalog—plus details f 
about FREE New ‘‘Stereo-Kit’’ i 
i 

i 

i 

i 

i 





FIRM NAME 
ADDRESS 
CITY ZONE___STATE 
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lights.” And incidentally—the first month’s winner was 

a gift shop and out of the six receiving honorable men- 

tion were three jewelry stores! 
# * * 

R. SAID has been appointed general sales man- 
A. ager of the Franciscan dinnerware division of 
Gladding, McBean & Co., of Los Angeles. Formerly gen- 
eral administrative assistant to J. W. Mahoney, vice 
president of sales, Mr. Said has an extensive background 
of sales, merchandising and administration. 

7” * * 
W. (WOODY) SAGE has resigned as sales and 
¢ advertising manager of Castleton China, Inc., of 
- New Castle, Pa. Mr. Sage came to Castleton about two 
years ago, and before that he had been china and glass- 
ware buyer for the E. J. Scheer jewelry store in Ro- 


chester, N. Y. 


* # * 


angry F. LITTLE has announced the following 
list of dates for Shows to be held during the coming 
months: New York Stationery Show, May 17 to 22 in 
the Hotel Statler; New York Lamp Show, July 5 to 10. 
Hotel New Yorker; National China, Glass and Pottery 
Show, July 19 to 24, New Yorker Hotel; Washington 
(D. C.) Gift Show, July 26 to 29, Hotel Willard; Chicago 
Gift Show (directed by Mr. Little for the Eastern Manu- 
facturers and Importers Exhibit, Inc.) August 3 to 14 
in the Palmer House and LaSalle Hotel; New York 
Gift Show, August 24 to 28, Hotels Statler and New 
Yorker; Boston Gift Show, September 14 to 18, Hotel 
Statler; and Philadelphia Gift Show, September 27 to 
30, Hotel Benjamin Franklin. 
* *% *% 
| farsa W. HOIT, general sales manager of Lenox, 
Inc., Trenton, N. J., has announced a number of 
changes in the sales and sales promotion organization. 
Robert J. Sullivan, formerly director of public relations, 
has been made director of promotion and public re- 
lations; Homer A. Pritchard, formerly Lake States dis- 
trict manager, is now assistant sales manager of the 
artware division; Karrick P. Collins, formerly Western 
district manager, is now assistant sales manager of the 
dealer service; Alceste A. Milbury, assistant to Mr. Hoit, 
now heads the market research division; and Bolton 
Holmes becomes manager of consumer service. 
* * # 
FASHION tie-in with Castleton China’s four new 
dinnerware patterns gets its initiation in this 
month’s issue of Harper’s Bazaar, in which Castleton 
has a four-page advertisement in full color on the theme 
of “Live as Lovely as You Look.” Four well-known 
American dress designers—Vera Maxwell, Mollie Par- 
nis, Adele Simpson, and Oleg Cassini—have created 
fashions especially inspired by the dinnerware patterns. 
and each page will show one of these tie-ins. A com- 
plete store promotion package goes to each retailer. 
* * * 
ITEZSLAV S. GRUEN, who has done much creative 
work in the china and glass field and for the past 
ten years has been operating his own jewelry store in 
Charleston, S. C., has joined the Jackson Vitrified China 
Co., of New York, as manager of distribution of the 
famous Sevres china. Vogue Ceramic Industries, a sub- 
sidiary of Jackson China, was recently appointed ex- 
clusive distributor of Sevres in this country and Canada. 
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WALES 


Se 


creates 
both 
profit © 


and 








prestige 


The name of WALES is 


f recognized by your cus- 
Or tomers ... to them it 
means finer quality, high 
Vy ou r styling and greater value 
..-10 you, faster turnover 


and extra sales which 


stor e means increased profits. 










LAS VEGAS ~-1722 


Removable 8-view pass case, 
zipper bill pocket, plus extra 
compartments, hand tooled 
with double hand lacing, 
Maple Cowhide. List $7.50 


Send today for a full col- 
or catalog of the WALES 
line . . . You'll be glad 
you did. 


Send for sample assort- 
ment today. 








1366- 


Removable 8-view picture holder, with gusset change 


pocket. Choice of Red, Green or Navy. 
List $3.50 











COLUMBIA WALESCRAFT. LTD. 
22 W. 32nd STREET. N.Y.1, N.Y. 
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CASH IN on the BIG SWING to 
College-Type HIGH SCHOOL RINGS 
FULL PROFIT ° NO INVENTORY 


High school students 
everywhere are switching 
to COLLEGE-TYPE 
RINGS! They want some- 
thing better and differ- 
ent! You can offer this 
great, new market all the 
y latest, most modern styles 
a . - - shown in our new 
: illustrated catalogue. You 
can even order one ring 
of at a time! We give the 
i. fastest service in the 
trade with guaranteed 
customer satisfaction! Be 
ready to CASH IN on 
these BIGGER RING 
PROFITS! 





by 
College Seal 


FREE! 
Send TODAY for complete information PLUS 


free selling catalogue and free counter display. 


COLLEGE SEAL & CREST COMPANY 


236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 


he 
Stainless Steel Blades 


by Moctham plou 


For New Goods or Repairs 





ahi 




















Cap Lifter (Hook Type } 
Cheese Scoop 





Bottle Opener (Ring Type) 
Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 

















NORTHAMPTON CUTLERY COMPANY e 
ESTABLISHED 1871 


NORTHAMPTON 2, MASS: * 
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For Necklaces or Bracelets 
Made in 1/20 12K GF, 10K & 14K 


Spring Rings and Snaps for 1 Strand. 
Box Clasps for 1, 2 or 3 Strand. 





. | Order From Your Material Jobber | _ 
Manufactured by W. R. Cobb Company 




















We ve Got ‘Em... The Newest Teen-Age Rage! 





STERLING SILVER 


MIZPAH 


HALF-COINS 








+t. 





e Jewelers, here’s your 
opportunity to cash inon 
the teen age trade. Ster- 
ling silver MIZPAHS— 
the sweetheart coin! For 
sentimental reasons, 
SHE wears one half — 
HE wears the other! 
an eternal remembrance 
when loved ones are 
apart. No two coins cut 
alike! Also can be 
worn on bracelets and 


necklaces ! 
$450 


Individually 
boxed. 
Keystone 































SHE WEARS 
ONE HALF 








B 9 





JEWEL COEATIONS 


= 


=~ | bob henfield, inc. 


promotion jewelers 






HE WEARS 
THE OTHER © 

2ND FLOOR 

HIPPODROME BLDG. ANNEX 

CLEVELAND 15, OHIO 


Ladies’ Sterling Silver 
18” chains $1.00 Keystone 


Men's 24” Rhodium finish $1.00 Keystone 
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Speaking of Flatware 


Many women during the past quarter century have 
satisfied their desire for something different in flatware 
b purchasing a service of Dirilyte. “Manufactured by the 
Dirilyte Co. of America, Inc., Kokomo, Indiana, this flat- 
ware is an alloy of metals with a color of polished gold. 
Dirilyte is extremely durable and is available in two 
patterns. “Regal” has the gracious curves associated with 
jraditional settings; “Empire” is modern in feeling. 





A six-piece place setting, including dinner knife, dinner 
fork, teaspoon, salad fork, cream soup spoon and butter 
spreader, retails for $13.70. All flatware items are avail- 
able in open stock. 





(From page 144) 
choked tubes can be cleaned out and plugged with a 
pastic, tc keep them free of dirt in use. Linde A powder, 
or carborundum should not be used. Dark pits and pock- 
marks on the surface of a catseye are, rather obviously, 
undesirable characteristics. 

The best of the tourmaline catseyes are the deep green 
stones. They seem to have better eyes, the result of finer 
needles, more evenly distributed through the stone. Fine 
pink and red tourmaline catseyes are much less common. 
They are rarely as perfect in the eye and as uniform in 
the tube diameters as those which cause the reflections in 
the green stones. Tourmaline catseyes may retail for 
between $20 and $30 a carat, depending upon the stone, 
its size and its quality. Tourmaline is a fairly durable 
stone, and the cabochon shape is the most wear-resistant 
shape in which a gemstone can be cut. So, from the stand- 
point of practicability, tourmaline catseyes have much 
to recommend them. Really high quality stones are ex- 
tremely hard to find. 

Two months from now, we shall take up some of the 
rarer catseyes. These are stones which can be found from 
time to time, like pink scapolite, sillimanite, diopside, 
apatite and golden beryl, but for which no regular market 
exists because the supply is so variable. It will pay the 
jeweler, nevertheless, to familiarize himself with these 
stones, because they can be had, perhaps not the day that 
they are ordered, but eventually, and they give him a 
chance to talk about, to show. and to sell stones that are 
out of the ordinary. 
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COSLS stainless steel 


the most bought 





dining-room stainless 


in America! 





If you've never carried dining-room stainless... 
or if you’ve just started in the last half year 

or so with some of the many new brands, 

it’s possible you don’t know as much about 

Gense Swedish Stainless as we'd like. 


Did you know, for instance, that when Gense was 
introduced in America it was the only dining-room 
stainless in the market, or that since 1948 it has been 
bought by more consumers than any other brand! 


By the high standards Gense has set, it has helped 
define the market. It has steadfastly maintained its 
price structure — and from the very beginning 

has accepted orders only from tableware and gift 
departments, fine jewelry stores, etc.— has 
consistently refused to sell to housewares or hardware 
departments and stores. Today, Gense is justly 

proud of the part it has played in making dining-room 
stainless the most important new factor in the 
market... with a sales potential that is just 

beginning to be realized. 


Here are some additional facts about Gense: 


Gense is the world’s most complete and versatile 
line of quality stainless... our factory makes some 
3000 different pieces of flatware and holloware. 


Gense stainless steel is made in Sweden—a country 
whose special techniques and scientific knowledge 
have made Swedish steel world-famous. 


Gense patterns are created by Folke Arstrom... 
superbly hand-crafted ... beautifully finished... 
unsurpassed in distinction and quality. 


Write today for catalog, mats, display suggestions 
and merchandising aids to help you tie in with 
Gense’s national advertising in House Beautiful, 
House & Garden, Sunset, The New Yorker, Living. 


(Genso> Lovely for a Lifetime 


In the East: Gense Import, Ltd. 
15 E. 26 St., New York 


West of the Mississippi: Gense of the West, Ltd. 
278 Post St., San Francisco 
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Sterling Promotion 
(From page 154) 


lished in a newspaper ad. The ad reads as follows: “To 
all girl graduates of Princeton High School, will you 
please come in Tuesday, May 27, and pick up your sterling 
silver teaspoon and your picture.” Also included in the 
ad is a tabulation of the pattern preferences of the present 
graduating class as compared to previous classes. 

On commencement day the spoons are taken out of the 
window. When the girl graduate arrives, she receives 
personally from Hershel Monroe: her picture, the minia- 
ture corsage, and the sterling silver spoon in the pattern 
of her choice. , 

Of course, the advantages of this program are obvious 
since it does bring students in direct contact with the 
store, perhaps for the first time. The girl could not get 
her picture in the window unless she came into the store 
to select her favorite silver pattern. Also, the girl could 
not receive Monroe’s gifts unless she again visited the 
store on graduation day. 

Furthermore, for several weeks before commencement 
all relatives and friends had an opportunity to see the 
pattern each girl had selected. The display made all 
observers conscious of sterling silver as a suitable and 
desired gift for the girl graduate. 

Place settings are often selected by parents as com- 
mencement presents for their daughters. And it does lead 
to repeat sales. “Eight place settings were bought recently 





by a father as a Christmas present for his daughter who 

had selected her pattern in 1950,” Monroe said. 
Regardless as to how this program is conducted else. 

where, Monroe has proved its success in Princeton, Ind. 





Selling Slants... 


To encourage morning buying, merchants 
in a mid-western town installed a public ad. 
dress system along their “Main Street.” 

Names taken from the city directory were 
broadcast periodically. These persons re. 
ceived merchandise awards provided they 
called at any one of the participating stores 
within a few minutes after their names were 


heard. 





Morning shopping increased and helped 
thin out the usual swarms of afternoon shop- 
pers. 














| eed 




















Metals of Guaranteed Purity | 


PLATINUM ° 


*« 
GOLD - SILVER ° 
IRIDIUM - RUTHENIUM - RHODIUM ° OSMIUM 
| W, solicit your Sweeps _ 
| | Filings — Scrap Gold and 
| Serictly Refiners 
Not Manufacturers 
of Jewelry 
21 West 46th Street 
* 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 


a 


| 


i 


PALLADIUM 


Platinum — Metals 


WILL RECEIVE 
Special Alten lion 


New York 19, N. Y. 














174 








THE JEWELERS’ CIRCULAR-KEYSTONE 


aoe 





A Sense of Humor Pays Off 


Sidney Selomon, executive of Ray’s Jewelers, Temple, 
Texas, is a jeweler who capitalizes on humor. His display 
windows consistently involve a note of gaiety, poke-in- 
the ribs humor which customers remember long after the 
display is gone. From week to week, as new displays go 
‘nto the stores windows, Solomon dreams up clever 
quips, puns, etc., which are transformed into slogans, 
showcards or attention-getting tags. | . 

Typical of this Texas jeweler’s humor is a slogan which 
now is a semi-permanent feature whenever rings of any 
kind are displayed. With variations, the theme of the 
slogan is “It's Time for Finger Shopping!” Whenever a 
young couple enters the store they are greeted with the 
expression, “You've decided to do a little finger shopping, 
eh?” This invariably brings a smile and helps to get 
things off on a friendly basis. 





Tableware Sales 
(From page 166) 


to have the opportunity of making purchases in their own 
home. All of our salesmen work on a commission. 

“In advertising we have found that newspaper pub- 
licity gets the best results. To be successful, newspaper 
advertising must be regular. It doesn’t pay to make a 
splurge and then stop, for people have a habit of for- 
getting you if they don’t see your name before them all 
the time. 

“We use both city newspapers, one of which goes 
largely to the rural area, and the other to the city trade 
all over the state of Utah, as well as many parts of Ne- 
vada, Idaho and Wyoming. Radio and television are also 
good media. The firm uses radio three times a week, 
just before the news broadcast. Lately we have been 
using television three times a week: Sunday, Monday 
and Wednesday. In both radio and television it is best, 
we believe, to confine commercials to a single line. 

“Window displays must not be overlooked, either. One 
of our window displays featured 24 large checkerboard 
squares in each of which was a place setting of silver, 
china and crystal. It attracted a good deal of attention 
and resulted in many orders. Each square bore a card 
stating the brand, pattern and the price. On the window 
floor were four one-place settings of china, crystal and 
silver. A large card read, ‘Build from a one place setting 
to a complete chest.’ 

“This window was a duplicate of a setting which we 
keep on the wall of our tablewares department at all 
times. In this department we have a number of table 
settings. Tables are a more effective way of displaying 
china and crystal than cabinets since a customer can 
visualize how any of the patterns wil! look on her own 
table. We always maintain a table spread upon which 
we arrange the customer’s silver, china and crystal selec- 
tions, so that she can get the full effect of the combina- 
tions and see if they harmonize.” 





PEOPLE’S REPUTATIONS — When we talk about 
someone to a customer in unflattering language it is 
almost certain that customer will suspect we indulge in 
similar conversation about him when he is not around. 
It’s always good practice to keep quiet when discussion 
of someone else’s reputation arises among our customers. 
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U. S. Patent No. 2,034,710 and 2,612,174 


CHAPERONE 


protects expensive home furnishings 


Amazing tilting feature of the Cigarette Chaperone that 
automatically slides cigarette into tray has captured 
the imagination of buyers across the country. 
Sensational sales record achieved in less than 
one year. Available in 4 colors — Crystal, 
Blue, Amber and Green. Individually packaged 
in distinctive gift box. Nationally advertised, the 
Cigarette Chaperone sells on sight. See it now. 


For additional information ask your 
jobber or write to Trays, Inc. 


SHOWN AT ALL THE MAJOR GIFT AND ART SHOWS 
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Monarch Junior 
**60"" Price-Mark- 
ing Machine 
Hand-operated, 
easy for any em- 
ployee to learn 
Sturdy, strong, yet 
compact and light 
enough to carry 


, #e F.O.B. factory. *Price quoted 
¢ | is for U. S., U. S. Possessions 
; and Mexico only. State tax 


where applicable, extra. 


Clearly legible price-marking 
speeds sales—especially in stores 
or departments where self-service 
is practiced. Accurate, tamper- 
proof price-marking protects 
your profit margin, builds cus- 
tomer confidence. 

There is no longer any hard- 
to-mark merchandise. Monarch 
Junior “60” price-marks one- to 
six-line tickets, tags and labels, 
in 74 styles and sizes, including 











7203 new style Senso Labels that need 
SIZE 3 no moistening. 

e Your request for additional in- 

COTTON formation puts you under no 

DARK BLyp obligation. FILL OUT, CLIP AND 








epee 


MELLEL GEE LOLI BIS 





@ The MONARCH Marking System Company 


216 SOUTH TORRENCE STREET, DAYTON 3, OHIO 


Please send sample Monarch tickets, tags and labels; 
also illustrated folder about Monarch Junior ‘'60”’ price- 
marking machine. 


Store name 








Address ” 


Post Office 








Zone___.___State_ 
JCK 453 








176 














| solicitors.”’ 





Table Setting Contest 


(From page 156) 


prize, for we are certain that each table deserved one 


We are also grateful to the manufacturers who sent 
so many beautiful displays that we could hardly find 
space to use them all. . 


We publicized the store’s 75th anniversary and the 
table setting contest several weeks preceding the event 


Again, let me say never has the town seen a show like 
it, never have the newspapers and those attending the 
show been so flattering in their comments, and never 
have we been so satisfied with an undertaking. Not only 
did it make the public conscious of quality tablewares. 
it helped increase our prestige. | 








Selling Slants... 

A plague to most merchants are the slick 
specialty boys who wangle dough for “pro- 
gram” advertising . . . advertising which (to 
paraphrase an old popular song ) “Don’t mean 
a thing.” 

What's the answer? Here’s how one re- 
tailer reports he solved the problem: 


Publisher _ Obata: 
Editor $966 6860«8 S060 ce 


How often published? Daily F Wkly. [J Mo 


Page size Avera 
eng ttt ge numb 
Advertising rates (Enclose mle coat _ 
Is publication an official 
OF groups? 1... 


Who subscribes fo or receives jt7 


ee 
WP OS O80. 66060860 
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ree? Paid? 
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‘“‘Having been on the sucker list of pro- 
gram advertisers for several years, we began 
to look into the situation by checking endorse- 
ments of our cancelled checks. One was traced 
to a nearby gambling joint and that was the 
pay-off. 

‘‘From then on we simply offered solicitors 
the form shown above, and then asked them 
to fill it out and MAIL it back to us. | can 
assure you this ... since that time we haven't 
been ‘let-in-on-the-ground-floor’ by program 
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NEW crosieY Skymailer_ is THE 
BIGGEST RADIO NEWS IN 20 YEARS. 


Better check your distributor now—to get your stock 
of this sensational new Crosley Portable Clock Radio 
— because when the news hits the public, the landslide 
will be on! This profit-packed item is just what your 
radio sales need: it’s exciting, it’s new, it’s “one of a 
kind,’’ and it is made by Crosley. Watch the colorful 
Crosley “Skymaster” leap to first place in portable 
sales—watch your profits go up with it! 


CROSLEY DOES IT AGAIN! 


The “Skymaster” is another ‘‘first’’ for Crosley. Timed 
just right for the spring buying season, it is part of 
a long-range Crosley plan to give its dealers the best 
things first. Others will imitcte —but Crosley gives you 


the world’s first portable clock radio! 


za 





Cincinnati 


25, Ohio 


Crosley 
Division 





1.” one big j Jump ahead spoompeition ion” 


gives you the world’s first 


barre 





retails § 


as low as 


9 a 


Crosley’s newest ) 
portables are & 
proudly named ‘a 
‘Skymaster’ and 
Skyrocket” 
Douglas Ajir- 


craft's pace- 
setting planes. 









for 





The new Crosley “Skymaster” has its 
own genuine cowhide carrying case. 
Optional at slight extra cost. 





AND LOOK AT THESE WONDERFUL CROSLEY “EXTRAS” 





@ 2'2 TIMES LARGER 
SPEAKER THAN OTHER 
PERSONAL PORTABLES! 


for richer tone 


@ CLOCK TURNS RADIO 
ON AND OFF 


automatically! 


@ INDOOR-OUTDOOR 
SWITCH! 


for greater clarity outdoors! 


@ POWER-SAVER SWITCH! 
for more playing time 


.. . and it comes in 5 dazzling colors: 


GREEN BLACK 





BLUE 


CHARTREUSE 


*Less batteries. Suggested list price. Slightly higher in the Far West. 








THE CROSLEY “SKYMASTER” 


—the world’s first portable 
clock radio— with its own 
built-in accurate timepiece, 
starts, stops radio auto- 


matically. Less $3995" 


batteries. 











CROSLEY DECORATOR RADIO 


CROSLEY HAS THE COLORS 
CROSLEY HAS THE TONE »-=S "= 





THE CROSLEY “SKYROCKET” 
Strong reception, rich tone— 
at a price customers can’t re- 
sist. This portable does not 


feature a clock. $7995" 


Less batteries. 


CLOCK COLOR RADIO 


D-25—Tonal quality 
comparable to a con- 
sole. Accurate electric 
alarm clock . .. turns 
lights, appliances on or 


off. 6 colors. $5750" 


CLOCK COLOR RADIO 


E-85 — This attractive 
Crosley lulls you to 
sleep with music. Then 
turns itself off. Next 
morning it awakens 
you to music. Operates 


small appli- $3495" 


ances. 





CROSLEY COLORADIO 


ese enttecee 








Fast-selling. Superb tone 
comparable to a big con- 


Picture-frame cabinet in 4 
colors. Rich tone. Super- 


sensitive reception. Built-in sole. Built-in phonograph 
phonograph ms connection. 4 e 
connection. $3995 colors. $3995 


CROSLEY DYNAMIC 
RADIO —Engineered to 


give fine bass tones. 
Built-in loop antenna 
for sensitive recep- 
tion. 4 











Crosley gives you more than 
just a “choice of colors.” Crosley 
colors are picked by experts. 
Crosley colors are sure to har- 
monize with today’s interiors... 
sure to sell. Add these wanted 
colors to superk modern styling 
and Crosley’s famous console 
tone and what have you got? 
You’ve got a radio line that 
moves—and moves fast. 


CLOCK COLOR RADIO 
E-75 —The radio of 


many uses... turns it- 
self on and wakes you 
gently to music. What 
better alarm to have 
than this. And look 


at the price! $9795" 


CLOCK COLOR RADIO 


E-90 — The most useful 
radio anyone can 


tm own. Turns itself on 
=~. and off automatically. 
i. Clock has special 
*? buzzer alarm, too. 
Ly Operates small 


appliances. 


$3995" 





CROSLEY FM-AM RADIO 


Brings in the magical, stat- 
ic-free FM with unbeliev- 
able clarity. Also superb 


reception of AM. $6495" 


CROSLEY KITCHEN 
RADIO—Special system 


provides clearer tones 
in kitchen. Rubber feet 
hold radio atop refrig- 
erator, etc. 








Says William Agar, 
owner Boro Radio, 
95 Court St., 
Brooklyn, New York 


DISPLAYS—The display stand is a colorful 
attention-getter that attracts store traffic. 

DEMONSTRATES — Shows the wide variety of 
Crosley colors and styles. 


SELLS—Customers can pick just the right 
Crosley radio to satisfy their needs. 





colors. 





$9495" $3995" 


*Suggested List Prices. Slightly higher in the Far West. 


Here’s how you can get your Crosley Radio Display Stand: 


Electronics Dept. 11, Crosley Division, AVCO Manufacturing Co. 
Cincinnati 25, Ohio. 

Sir: Please forward this coupon to the proper Crosley Dis- 
tributor. | want to increase my radio sales with the Crosley 
Radio Display Stand. 


Name — 





Address 





Zone 








City 
State 














Traffic-Building Gift Section 


(Foam page 366) Selling Slants... 
adapts the dignified jewelry store still selling good jew- If you had 200 umbrellas, and every 
elry to the needs of the current customers. rainy day you loaned one to any person who 


might walk in and ask for one (leaving only 
a name and address) how many would you 
have left after six months? 


For this department, the Sauters do not depend heavily 
on advertising. Direct mail is used sparingly since folks 
are not inclined to heed it as they do in other areas. But 
the Sauter ads appear constantly in the weekly local 
newspaper. An unsurpassed drawing card is the one 
window devoted to gifts. The gift window usually in- 
cludes a brightly lighted, attractively arranged cross sec- 
tion of items to be found in the gift department. 





The little services which are such a nuisance—but such A woman’s apparel shop in Cincinnati, 
a sales booster—also attract customers to the Sauter gift which has featured such lending as part of 
department. Every gift is neatly wrapped in white paper. the store’s service, offers an interesting an- 
Gifts over one dollar are boxed and wrapped. Any gift swer. 
selected may be delivered without charge in Sauter’s car After six months, the umbrella inventory 
with an inexpensive but effectual identification sign in the showed: umbrellas on hand, 197; storm 


casualties, 1; lost, strayed or stolen, 2; new 


rear window. 
accounts opened, many. 


Selecting and buying the gifts now comes by second 
nature to Lester Sauter. He makes good use of the gift 
shows and ads in trade publications, studying carefully 











the items offered while keeping in mind the types of occa- RELIGION—Here is one of the most definite taboos 
sions for which folks in his neighborhood will have need of all, for a person’s religious beliefs are as sacred to 
of gifts and the price range they can meet. He listens themselves as the ten remaining hairs on a bald man’s 
to and observes carefully the salesmen who enter his head. The only thing a wise business man will sav about 
store and the merchandise they offer, often picking up religion when talking with a customer or prospect is that 
items other merchants have overlooked. “it’s a good thing!” 














a BIG item...a little price! 


the new EMCO’ Silvercase lined with Pacific Silver Cloth 
the one and only cloth that positively prevents tarnish 








Your customers will see this new Emco Silvercase adver- 
tised in these national magazines: 

WOMAN’S HOME COMPANION -  BRIDE’S REFERENCE BOOK 
HOUSE BEAUTIFUL GOOD HOUSEKEEPING '— BRIDE’S MAGAZINE 


This smart looking, low-priced mous cloth that really shuts out , y rt 
Silvercase is a standout! Made _ tarnish, keeps silver bright and is woot on 
of durable, washable imitation shining—Pacific Silver Cloth. .. ae ad, 
leather, it holds 56 pieces of flat- Your customers will ask for the 
ware. BEST OF ALL, the Emco  EmcoSilvercase. You'll sell them 
Silvercase is lined with the fa- absolute protection for their sil- 

ver...at an appealing low price. to retail for 


<a | about $395 . 
— 

eae. | ree | 
gs —— \ “retest \ New visual wrap display 


A Cs. 


*Reg. U.S. Pat. Off. 
by Eureka Mfg. Co. 


% 
Bs 2 wee se ee ee 























ee ee helps you display Pacific Silver EE I 
Sulphur gases, always in air : “e pl nays gr | PACIFIC MILLS, Dept. R-4, 1407 Broadway, New York 18, N. Y. | 
tarnish your silver. Tiny particles it! Point out the | Gentlemen: Please send me names of suppliers and descriptive literature on 
of silver in Pacific Silver Cloth label and _beaver- | Place-setting rolls ——, Hollow ware bags ——, Lined chests ——, Packets ——, } 
absorb these tarnish gases before brown color that Wraps (yard and 2 yard ——). | 
they can reach your silver. Rated identify the genuine 
best silver wrap in Reader’s Pacific Silver Cloth. | Name Title | 
Digest report. | 
Store Dept 
only PACIFIC silver Cloth |“ | 
y | C ity. Zone State | 
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Running A Successful 


Sale Is An Art... 





by Manny Silverman 


RETAILER INVENTORY 


SPECULATION ... 


A CANCER THAT CAN ONLY 
LEAD TO BANKRUPTCY 


I thought that by this time, the retail jeweler as a 
whole, would have had his fill of inventory speculation, 
but my experience with our first twenty sales in 1953, 
shows this condition to be just as prevalent as before. 

Why it is necessary for a jeweler whose sales are 
$35,000 per annum, to maintain an inventory of between 
$25,000 and $35,000, I'll never know. Not only does he 
have difficulty in paying bills, but the suppliers, manu- 
facturers and importers, who work close and really give 
good values, will never call on this merchant so that 
invariably he must buy from secondary sources. His 
cost of merchandise, therefore, is higher than his com- 
petitors. In order to operate profitably, he must either 
work on a smaller mark-up, or sell at higher prices than 
his competitors, result LOWER SALES AND MORE IN- 
VENTORY. EITHER OPERATION IN THIS VICIOUS 
CIRCLE, IF CONTINUED, MUST LEAD TO BANK- 
RUPTCY. 

Jewelers must realize that they DARE NOT speculate 
on the vagaries of an inventory market. They must real- 
ize that if a watch costs $10.00, they will sell it for key- 
stone and if conditions change to where this same watch 
costs $20.00, they will still sell it for keystone. 

A storewide sale conducted by Silverman Sales En- 
terprises, for this jeweler will: 

. Reduce his inventory to the amount necessary. 

. Raise cash to pay overdue bills. 

. Become a merchant who pays his bills on time, 
and all suppliers will be hanpy to sell to him. 

. We will introduce a correct system of inventory 
control for continued successful operation. 

. We will show him how to advertise in correct 
ratio to sales. 

. We will inaugurate preventive measures so that 
previous overstocked conditions cannot occur 
again. 

The danger is that this merchant sometimes delays 
too long before calling for our services, then it may be 
too late to cure; all that can be done is to try to allevi- 
ate the pain. 


DON'T WAIT UNTIL THIS 
CANCER IS INCURABLE! 


All we ask is the opportunity of meeting you and dis- 
cussing our services with you. 

REMEMBER—you are under no obligation. You will be 
the final judge. We Can Help You, but only if you give 
us the opportunity. 


WRITE! WIRE! PHONE! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York 36, N. Y. 
Tel.: Plaza 7-4693 


oP) aon Pes WN 
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JADE 


One of the largest importers of | 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios 
Scarabs, and all other semi-precious CHINESE STONES 





Write for full particulars 


CHINESE JADE CORP, 


ut West 47th St. © New York 19, N. Y. © JUdson 6-166 


#950 cEWELERS PRICE TICKETS = $1950 
COMPLETE WITH CONTAINER 12 
ACTUA, WITH EACH SET YOU GET: 


e 1092 INDIVIDUAL TICKETS 

e 150 PLASTIC EASELS 

e 100 TABS 

e ROLL OF SPECIAL ADHESIVE 

e ORDER YOUR CHOICE 
A—lIvory with “a Figures 

B—Black with Silver Figures 
oe C—Half Black & Half Ivory 


CAN ALSO BE AFFIXED TO WOOD—GLASS—METAL—FABRIC 
AVAILABLE AT YOUR JOBBER OR ORDER DIRECT 


ms Franklin (Ib. (ORP. “ss” 








RET 

























SIZE 


6 of a popular 
n 














—) 


Everybody Wants A 
TREASURE DOME 


Sensational demand. Makes old watches 
modern, useful timepieces ... glorifies 
medals. Nationally advertised. Market test- 
Bg aes Gam ed, sales proven, presold. 80% of customers 
ee f ~ asi ae have heirloom watches. Gain goodwill, 
: ; repair jobs with Treasure Domes. Proud 
3 | possession, perfect gift. DuPont Lucite 
— ee i? -_—-— Dome. Ebony, mahogany, blonde wood 
bases. Impulse item. Display with watch; 


see them sell. 


CAROL BEATTY CO. Dept. J3-A 
7410 Santa Monica Blvd. 
Los Angeles 46, Calif. 





RETAILS FOR $3.95 

% doz. $14.22; 1 doz. up $24.00 per 
doz. Shipped prepaid if check with 
order. No C. O. D. (6 doz. shipped 
open account to D&B rated stores.) 











with your 
CORONATION.- 


DISPLAY 
set-up... 


write or phone for free folder 


AUSTEN DISPLAY INC. 


i323. Wtar Gth STREET NEW YORK 1} 
PHONE. WAtkins 4-626) 
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A Well Planned and Practical 
Stock Book Will Give You:— 


A SALES ANALYSIS AND BUYING GUIDE that helps 
you think in terms of INVENTORY TURNOVER and pre- 
vents tying-up working capital in slow-moving and 
dead stock. 


A compact and permanent record that you can con- 
tinue to use without changing or recapping as long as 
you continue in business, no matter how large you grow. 


A daily inventory that would be cammpennetine to show 
the insurance company to prove your losses in case of 
a fire or burglary. 


A numbering system with an index, that makes It 
possible to quickly and easily check the sold articles 
of Mdse. off from the stock book. 


A method that makes your next year's inventory a 
simple job. 

An easy way to restore a lost tag on any article 
of stock without guessing. A stock record that will 
enable you to quickly reorder Mdse. without digging 
to find the old bill. 


The advantage of having a source of oe | for a 
small quantity of sheets without the expense of larger 
supplies from local printers. 








SOUDER'S BUSINESS RECORD 
Simple, Direct and aisle Method for Keeping 
Income-Tax and Management Information 


lt tells the boss: 
Profit or Losses EVERY MONTH 


Assembles all data on two pages—Making Income Tax 
reports easy without rewriting several times into numer- 
ous books with a series of charges and credits. 


You will know aft all times: 


YOUR NET WORTH 

YOUR TOTAL STOCK VALUE 

YOUR OBLIGATIONS 

THE AMOUNT OF YOUR 
ACCOUNTS RECEIVABLE 


We offer you—not merely a record of sales and expenses, 
for this is truly a Safety System. No loss in Merchandise, cash 
or accounts can be possible, under this method without you 
knowing it. 


Simple enough so anyone with ordinary ability and without 
knowledge of bookkeeping can understand and keep it. 


Instruction set with explanation of entries directly on work 
sheets available on 15 day Memorandum. 


SOUDER’S SAFETY SYSTEM 


883 BROADWAY, ALBANY 4, N. Y. 


Business Record, Watch & Jewelry Repair Books, 
Special Calendars and Advertising Novelties 
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box for every purpose 
in this BIG VALUE assortment 


Solve your Jewelry and Gift Box Problems once 
and for all. Buy direct from manufacturer for 
dependable supply, uniform quality, lower cost. 
This No. 99 assortment is ideal for small merchan- 
dise of all kinds. 


Consists of 6 handy assorted sizes from 2 7/16 x 
1 7/16 x 13/16 to 75/8 x 15/8 x 15/l6... 
Square and oblong shapes . 36 each of 5 
kinds, 72 of those you need most. Choice of 
silver-white or ivory enamel paper. Prompt de- 
livery guaranteed. Order direct from this ad. 


WRITE for illustrated catalog listing other special 
assortments and hundreds of STOCK JEWELRY 
AND GIFT BOXES, available plain or imprinted, 


or in special designs. 














e 


© 
“The Package is Part “( \ of the Purchase” 


PAPER 


PICTORIAL exckace CORPORATION 


232 S. Lake Street, AURORA, ILLINOIS 
15-116 Merchandise Mart, CHICAGO 





USE THIS HANDY: 


' (COUPON) 
ORDER COUPON 


) Pictorial Paper Package Corp. 

| Aurora, Iilincis Dept__.._._£. 

4 send special No. 99 assortment of 252 Jewelry and Gift Boxes 
j $14.25. Choice of color « ) Silver-White or ( ) Ivory Enamel. 





Name 
| Firm 
1 Address 


Fr 
, City State 
' 0) Check this square for Catalog of our complete line. 














be ew oe oe ome ~~ eaweeewenr wearer «ase as ase aw ae 
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Undersells them 
all — ladies 17- 
Jewel beauty, 
heavy 10K yel- 
low rolled-gold 
plate case, J-B 
cord attachment 


PROMOTE 


AT A 


PROFIT 


WITH THESE 


TOWNE 


WATCH 
I7-JEWEL 


LEA | E in SUPER - SPECIALS 
°Q95 


YOUR PRICE 


Men‘s special, 

% precision 17-Jewel, 

| oN heavy 10K rolled- 

& >. gold plate case, 
SS padded leather 

strap — a profit- 






























FULLY ked li 
% packe quality 

GUARANTEED rw» Price-beater. 

10-DAY 

INSPECTION 


Presentation 
Boxes... 


Order these 
75¢ each 


terrific sellers 

today — beat the 
price-cutting competi- 
tion with real promotional 
values that EARN PROFITS. 
There’s never been a buy like 
this. Order now. Also see our com- 
plete selection of high-styled, precision 
crafted Towne watches — ask for full 
descriptive catalog. Towne watches are 
sold through retail jewelers only. 





TOWNE WATCH CQO. 























“a 
p TOWNE WATCH CO. : 
: 29 East Madison St., Chicago 2, Illinois i 
: Ship Towne Men’s Specials : 
t Ship Towne Ladies’ Special 5 
a Ship Presentation Boxes 4 
: [] Send complete catalog - 
: Name : 
a Address : 
: City State ! 
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SALESMAN 
WANTED 


for 
NATIONALLY ADVERTISED 


DASON 


DIAMOND and STONE RINGS 











Cover: Maryland, Delaware, 
North Carolina, Virginia, 
Tennessee, Kentucky 


and Washington, D. C. 


To Call on Retail Jewelers— 
Must Have Car 


Wonderful Opportunity 


Drawing Account Against Commission 


We have large following among jewel- 
ers in this territory for our accepted 
line of rings with wide awake adver- 


tising and merchandising programs. 


Write in Complete Confidence 


DAVIDSON & SONS JLRY. CO., Inc 


Manufacturers of Dason Rings 


20 West 47th St. New York 36, N. Y. 
Jewelry Manufacturers Since 1894 
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Briefly 





HEAVY ATTENDANCE ANTICIPATED DURING "WHOLESALE JEWELERS' MARKET WEEK." The New 
England Manufacturing Jewelers' and Silversmiths' Association and Manufacturing 
Jewelers Sales Association Inc., have announced that the "Market Week" to be 
held in Providence, May 3 to May 17, is attracting widespread interest. Around 
200 manufacturers are cooperating in this exhibit of Fall lines. Sales staffs 
of the manufacturers will be on hand to assist the more than a thousand whole- 


salers and buying representatives expected. 


FAIR TRADE FRICTION IN NEW JERSEY. Fair Trade may require reinforcing by a new 
Supreme Court ruling and perhaps new Congressional action. However, the uproar 
over recent New Jersey Supreme Court decisions in which injunctions were denied 
to manufacturers moving against price-—cutters was mostly the result of a mis- 
understanding. Actually, the cases concerned only sales made before the McQuire 
Act's passage. But New Jersey price-cutters who misinterpreted the court 


rulings may have to be convinced. 


GLASSWARE TARIFF REQUESTED. Domestic manufacturers of hand-made glassware told the 
Tariff Commission that they "face liquidation" as a result of increased imports, 
particularly of hand—blown stem and ornamental pieces. The Commission must 
decide by Sept. 24 whether or not to recommend higher rates of duty. 


SINCLAIR WEEKS STRESSES DISTRIBUTION. Better selling and distribution will be one 
of the new administration's primary bulwarks against recession. Any tendency 
for scheduled manufacturing capacity boosts to result in oversupply and reces-— 
Sion will be blocked by better-—informed sales methods on the part of private 
business. Business will get its ammunition from the Commerce Department's new 
Office of Distribution which will have the latest information all in one place 
where top sales execs can get at it. Commerce Secretary Weeks has given this 


project top priority. 


HARRY GREENWOLD CO. BUYS WALLENSTEIN-MAYER. In one of the largest wholesale jewelry 
firm transactions in many years, the Harry Greenwold Co. of Cincinnati has 
purchased the Wallenstein—Mayer Co. of the same city in a deal involving a 


reported consideration of $1,000,000. 


DINGELL BILL CALLS FOR END OF EXCISE TAX. With the government now warning against 
a possible business recession unless movement of goods at retail levels is main- 
tained at a high level, arguments against retail excises should make some 
impression on the tax-—writing House Ways and Means Committee. One of the bills 
before the committee, a bill sponsored by Rep. John D. Dingell (D.-—Mich. ) 
demands complete elimination of the excise tax on jewelry and other selected 
consumer items. Hearings are expected to go on for weeks. Meanwhile, neither 
the public nor the trade can seriously count on reduction or elimination of 


excises in the immediate future. 


ANOTHER SHEAFFER EXEC GOES TO WASHINGTON. Grant F. Olson, W. A. Sheaffer Pen Co. 
vice president and director, is now in Washington, D. C. as assistant to his 
former chief, Craig R. Sheaffer, who was president of the pen company. Mr. 
scheaffer is now Assistant Secretary of Commerce for Domestic Affairs. 
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ON THE 
STREET... 



























Fr 4 
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He can be both. Especially if you 
use your best traffic builder .. . 
your repair department. Your repair 











department can be responsible for 
more than 1/3 of your traffic and a 
large percent of your volume. And 
once the man on the street is in your 
store, you can make him a customer. 
You have a chance fo sell jewelry, 
silverware, diamonds, etc. Ask us 









how other jewelry stores have done 





this. Information is free and without 





Customer? : 
y 


Ka 
‘S 


obligation. 


C. & E. MARSHALL CO. 


DEPT. J-3 BOX 7737 CHICAGO 80, ILLINOIS 





Branches and Distributors in Principal Cities Throughout The USA 











182 THE JEWELERS’ CIRCULAR-KEYSTONE 

















I a saermagiets 
Vol. CXXIII 


APRIL, 1953 


No. 7 








Domestic Watch Producers 
Plan Post Attack Measures 


American manufacturers of jeweled 
watch movements last month lined up the 
‘ndustry behind federal planning for civil 
defense and post attack planning. Basic 
problems, as the industry sees it, are (a) 
stockpiling of key items such as tools and 
dies, jigs, and fixtures, gages and other 
essential instruments, (b) plans for pro- 
tection and restoration of buildings and 
basic equipment, (c) safeguarding engi- 
neering data and records, and (d) main- 
tenance of trained precision worker per- 
sonnel. 

Each of the four domestic manufactur- 
ers will take one of these problems under 
study and later make its recommenda- 
tions. Because of the similarity of opera- 
tions in the four firms, findings of indi- 
vidual studies would be generally appli- 
cable to the entire industry. The four 
sets of recommendations would later be 
consolidated into a single program. 

Domestic watch manufacturers told gov- 
ernment officials that the essentiality of 
the industry is pointed up by the fact that 
since the fall of 1950, an ever increasing 
percentage of its output is going into mili- 
tary end items. They stated that approxi- 
mately one-third of current production is 
going to the defense effort in the form 
of such items as critical fuzes, aircraft 
instruments and military timepieces. 
Cooperating in the defense planning 
program are the four domestic companies: 


a 





Elgin National Watch Co., Bulova Watch 
Co., Hamilton Watch Co., and Waltham 
Watch Co. 


Supreme Court Action Awaited 
On Pending Fair Trade Cases 


Trouble that is building up for Fair 
Trade may be brought to a head before 
many more months go by. 

When Congress passed the McGuire Act 
last year, it was clear that the small re- 
tailer would get only partial protection. 
He had less to fear from the giant mer- 
chandiser in his own community, but he 
could still expect some customers to be 
tempted by the offerings of mail order 
houses in non-Fair Trade states. 

Now comes the question of whether even 
the State-built bulwarks for the merchant 
will survive the hammering they’re taking. 

In the state courts the case for estab- 
lished minimum retail prices is being 
argued and, in some places, lost. New 
Jersey’s Supreme Court, for example, re- 
cently held that retailers are not bound 
by minimum-price contracts unless they 
sign the agreements individually. 

Obviously needed is action on Fair Trade 
by Congress. A Senate committee prob- 
ably will air the issues during the current 
session. 

New ruling on Fair Trade by the U. S. 
Supreme Court now is a definite prospect. 
At least one—and maybe several—of the 
cases now in state courts may come up 
for decision by the high court late this 
vear. 





Amended M-54 Permits 
Use of Recovered Platinum 


The National Production Authority has 
amended Platinum Order M-54, effective 
as of March 3. 

The amendment provides that platinum 
recovered from completed jewelry or 
jewelry parts or from scrap or sweepings, 
received by a refiner from jewelry manu- 
facturers, wholesalers or retail jewelers, 
may be delivered by the refiner to a proc- 
essor for use in manufacturing any item 
mentioned in List A (which includes 
jewelry) . 

The amendment also provides that a 
processor may accept delivery of any re- 
fined platinum for use in the manufacture 
of List A items which was, on April 1, 
1951, in the inventory of a person who then 
was regularly engaged as a processor of 
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such items. The processor must, at the 
same time, obtain a certificate attesting 
that the delivery is made in accordance 
with the provisions of Order M-54. 

Any processor receiving refined platinum 
under this amendment may use it in the 
manufacture of List A items, i.e. jewelry, 
but is not permitted to deliver it further 
for use in the manufacture of such items. 
“Processor” means a person who_ uses 
platinum by incorporating it in the parts, 
articles or products which he manufac- 
tures, and for purposes of the preceding 
paragraphs, the term “processor” includes 
retail and wholesale jewelers. 

The Precious Metals Jewelry Manufac- 
turers Committee through the Jewelers 
Vigilance Committee states that the amend- 
ment will be of special benefit to retail 
jewelers who previously were unable to 
fully utilize the platinum contained in 
articles of jewelry which they acquired in 
the course of trade. 





Disparity on Capitol Hill 
Hampers Tax-Cut Bills 


Prospects for tax reduction remain 
clouded. Some congressional leaders agree 
with President Eisenhower’s view that the 
budget must be brought into balance be- 
fore taxes can be cut. Other top Repub- 
licans at the Capitol are driving for prompt 
relief from present tax rates. 

Proposed reductions of excises on con- 
sumer goods depend directly on the out- 
come of plans for reduction of income 
taxes—both individual and corporate in- 
comes. As a result of the current uncer- 
tainty over proposals to cut income taxes, 
neither the trade nor the buying public 
should count seriously on the removal or 
reduction of any existing excises at any 
time in the immediate future. 


BILL SEEKS END OF EXCISES 


Of the many tax-reduction bills now 
before the tax-writing House Ways and 
Means Committee, an omnibus bill spon- 
sored by Representative John D. Dingell 
(Democrat, of Michigan) is worthy of 
special attention from retailers. This is 
because of its uncompromising stand 
against taxes which hit hardest at the 
retailer and the pocketbook of the cus- 
tomer—the excises. The measure demands 
complete elimination of the excise tax on 
jewelry and other selected consumer items, 
and sharp reductions on still other goods 
and services. 

All the old arguments against excises 
are to be brought out and dressed up over 
the weeks of committee hearings. New 
ones will be polished up and _ presented. 
It now looks as if arguments against 
excises will run along these lines: (1) 
Excises are taxes on products rather than 
profits, (2) As such the burden falls 
heaviest on low income classes and large 
family groups, and (3) If imposed at all, 
such taxes should be left to state and 
local government levels. 


STRONG FIGHT SEEN AHEAD 


Strongest fight seems likely to be waged 
against the four retail excises—jewelry, 
cosmetics, luggage, and furs—and_ those 
on appliances. Nearly all the various 
proposals include specific mention of these. 
Tt will be emphasized that they were gen- 
erally wartime measures, designed to re- 
duce buying as well as to conserve raw 
materials such as leather, aluminum, plat- 
inum, and tin for war and defense pro- 
duction. 
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Advance Registrations Indicate Enthusiasm 


For ‘Marketing Week’ in Providence 


Four entire floors of the Sheraton- 
Biltmore Hotel, Providence, have been 
reserved for jewelry manufacturing firms 
and their representatives who will be par- 
ticipating in Jewelry Marketing Week to 
be held May 3 through May 17. 

The event—the largest jewelry showing 
for the wholesaler ever held anywhere— 
will be jointly sponsored by the New 
England Manufacturing Jewelers’ & Silver- 
smiths’ Association and the Manufacturing 
Jewelers Sales Association, Inc. 


Six weeks prior to the opening date 
it was indicated that more than 1000 
wholesale distributors will be attracted 
to Providence during the two-week event. 


More than 200 manufacturers had al- 
ready arranged to display their fall lines 
during the period. Many of them will 
have full sales staffs in attendance to take 
care of sample and stock orders that the 
distributors will want to place. 


An energetic joint committee, headed 
by Stanley Conheim of Anthony Creations, 
Inc., representing the sales group, and Max 
Kestenman of Kestenman Bros., represent- 
ing the manufacturers’ association, has 
planned an event that will provide the 
wholesale distributors with a one-stop mar- 
keting event under one roof. 

Sub-committees — again representing 
both sponsoring groups—are handling the 
financing of the event, entertainment and 
hotel reservations for the host of visiting 
buyers. 

Wholesalers and their representatives 
have been invited by the reservations com- 
mittee to use its services in arranging for 
hotel accommodations. There is every 
indication that reservations will be difficult 
to procure unless arranged for in advance. 








The committtee has enlisted the co- 
operation of management of the Sheraton- 
Biltmore, the Narragansett Hotel, the 
Crown Hotel and the Wayland Manor. 

Details of the entertainment program 
are in the hands of a committee well 
versed in that field. 

In planning the event the two groups 
have concentrated on a high-caliber event. 
Wholesalers will be provided a directory 
of the participating manufacturers and 
will be able to arrange their visits to the 
different rooms in an orderly, business- 
like fashion. 





The list of 168 manufac- 
turers exhibiting at 'Jew- 
elry Marketing Week" will 
be found in this issue on 


pages 56 and 57. 











They will find a complete line of the 
wide variety of jewelry made in the 
Greater Providence area. This will include 
costume jewelry, gold filled lines, some 
precious jewelry, men’s and women’s jew- 
elry, rings, cosmetics cases, lighters, nov- 
elties—with staple and high-fashion mer- 
chandise being well represented. 

The sponsoring groups are not hesitant 
to state that their goal is to sell mer- 
chandise—and to sell it early enough so 
that it will be included in the sample 
cases of the wholesale distributors when 
they make their first trips with fall mer- 
chandise. 


Members of the joint committee which is planning "Jewelry Marketing Week," to be held 
in Providence May 3 through I7, are shown here at a recent conference. In the photo, 
front row, left to right, are: Harry Auerbach of Ansul-Craft, Inc., and Angelo DelSesto 
of Van Dell Corp., members of the accommodations committee, and Reginald White of 
J. J. White Co., president of the Providence Jewelers Club, and Joseph Lavan of Superb 
Case Co., entertainment committee members. In the center of the second row are, left 
to right, Stanley Conheim of Anthony Creations and Max Kestenman of Kestenman Bros., 
co-chairmen. Flanking them are Joseph Martelli of Martelli Jewelry Co. at the left, and 
Olof Anderson of Anson, Inc., members of the finance committee. 
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They believe that Providence and the 
Attleboros — the jewelry manufacturing 
center of the world—is the logical a 
for such a showing. 

The success of market weeks held last 
spring and again in the fall have given 
them the incentive to go ahead with their 
plans for the biggest marketing week for 
wholesalers ever held. 

No more, they say, is it necessary for 
a wholesaler to spend days and weeks 
visiting various manufacturing plants in 
search of items for their lines. 

The marketing week will provide them 
with a concentrated display of more than 
200 firms which they will be able to 
visit in record time through a well-planned 
appointment system. 

Another outstanding value of the event 
to the wholesalers, they say, is that man- 
ufacturers will be ready with their lines, 
The date of the marketing week opening 
has been known to them for a long time. 
They have been working on new designs 
and fashion-wise merchandise with the 
May 3 date in mind. For them that day 
has become J-day. Nothing is being al- 
lowed to delay the completion of fal] 
lines in time for the showing. 

Participating firms are confident that 
their lines will be right and that the 
marketing week event will be a very 
worthwhile affair for every wholesale dis- 
tributor. 


Traditionally, manufacturers who sell 
their products to distributors send _ their 
salesmen out with fall lines in May. 
This concentrated showing of lines under 
one roof in Providence is expected to 
help not only the distributors but the 
manufacturers as well. The expected help 
to distributors is based on the conclusion 
that they carry many diversified lines of 
jewelry and up until now the showing of 
sample lines from the various plants in 
the Providence area has not been co- 
ordinated. 


“Marketing Week” activities are ex- 
pected to help coordinate the displaying 
of sample lines by manufacturers as well 
as making it worthwhile for many dis- 
tributors to send buying representatives 
to the area during the period. The time 
of the buyers will be conserved and many 
of them undoubtedly will discover at- 
tractive lines they never before knew 
existed. 

For help in arranging hotel reservations 
the visitors are urged to write to the 
Wholesale Jewelers Marketing Week Ac- 
commodation Committee, in care of the 
Sheraton-Biltmore Hotel, Providence, noti- 
fying the committee of their planned at- 
tendance and arrival dates and of the 
type of accommodations desired. 


Elgin Employees Own 
12 Per Cent of Stock 


Twelve per cent of the assets of Elgin 
National Watch Co. are owned by its active 
and retired employees, the annual report 
for 1952 shows. J. G. Shennan, president, 
pointed out that 645 employees own 103,04 
of the total 863,126 shares outstanding last 
December 31. 
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Harry Greenwold Co. Buys 
Wallenstein-Mayer Co. 


In one of the largest wholesale jewelry 
frm transactions in many years, the Harry 
Greenwold Co. of Cincinnati has _pur- 
chased the Wallenstein-Mayer Co. of the 
same city in a deal involving a reported 
consideration of $1,000,000. 

The Harry Greenwold Co., which han- 
dles diamonds, watches and jewelry ex- 
clusively, will broaden its business con- 
siderably by acquisition of Wallenstein- 
Mayer, which also handles silverware, hol- 
lowware and electrical appliances, and 
has one of the largest catalogs in the 
industry. 

The locations and personnel of the two 
firms will remain unchanged, excepting 
that Charles K. Stern, who has been sec- 
retary-treasurer of Wallenstein-Mayer, at 
31 West Fourth St., now becomes vice 
president in charge of Wallenstein-Mayer 
operations, under direct management of 
the Harry Greenwold Co. 


The latter firm is a consolidation of a 
number of former Cincinnati wholesale 
jewelry concerns of which Mr. Greenwold 
had been a part owner since 1911. The 
ofice and showrooms are located at 18 
West Seventh St. 

Under the new setup, Mr. Greenwold 
becomes president of both companies, and 
Cherrington L. Fisher, who is executive 
vice president of the Greenwold Co., as- 
sumes a similar position with Wallenstein- 
Mayer. 

With this acquisition, the Harry Green- 
wold Co. becomes one of the largest whole- 
sale jewelry firms in the midwest. 





Union Plate & Wire Co. to 
Consolidate With Makepeace Co. 


The consolidation of two of the oldest 
companies in Attleboro—D. E. Makepeace 
Co. and Union Plate & Wire Co.—will 
become effective April 1. Announcement 
of the unification was made March 16 by 
Charles W. Engelhard, president of both 
companies and also of Engelhard Indus- 
tries, Newark, N. J., of which the corpora- 
tions have been members for several years. 


Under this consolidation the D. E. Make- 
peace Co., established in 1897. will con- 
tinue as the operating division of Union 
Plate & Wire Co., which was established 
in 1906. The former company is one of 
the nation’s largest producers of precious 
metals laminated to base metals for elec- 
trical and electronic applications, and it 
also manufactures gold-filled materials for 
the jewelry and optical industries. Union 
Plate & Wire Co. makes similar types of 
laminated sheet, wire and tubing for vari- 
ous industries, 


General offices will be in the Makepeace 
plant at Pine and Dunham Sts., Attleboro. 


In addition to Mr. Engelhard, president, 
oficers of the consolidated company will 
include Harry Klausmann, executive vice 
president; W. F. Mittendorf, vice president 
and general manager; Washington Irving 
and L. W. Van Dernoot, assistant trea- 
surers, and A. W. Cunningham, super- 
intendent. 
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Vast Educational and Public Relations 
Program Planned by Diamond Council for’53 


Barnett C. Helzberg of Kansas City, Mo.., 
president of Helzberg’s, leading midwest 
jewelry chain, was re-elected president of 
the Diamond Council of America, which 
held its annual meeting on January 24 at 
the Waldorf-Astoria Hotel in New York. 

Following a meeting of the board of di- 
rectors, Mr. Helzberg stated that the Dia- 
mond Council of America’s course in dia- 
montology, which has been three years in 
preparation, will soon be available to em- 
ployees in the organization’s 400 stores and 
chain outlets. 

The course consists of 28 lessons, hich- 
lights all phases of diamonds, and should 
require approximately one year for com- 
pletion. “The purpose of this instruction,” 
said Mr. Helzberg, “is to create well-in- 
formed salesmen who will offer greater 
service to the consumers.” 
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Officers and dates of the Diemend Council of Deacon ore shown following their election 


Another phase of the council’s extensive 
educational and public relations program 
will be a monthly bulletin on diamonds. It 
will be offered without charge to company 
house organs and similar publications. 

The council will also issue a booklet ex- 
plaining the important qualities of dia- 
monds. It will be available to schools, 
colleges and interested civic groups. 

Other officers elected for the ensuing 
year are as follows: Vice Presidents— 
Oliver Jenkins (Duval Jewelry Co.), Jack- 
sonville, Fla.; Meyer Rosenbaum (Meyer 
Jewelry Co.), Detroit, Mich.: Sol Blick- 
man (Rogers Jewelers), Indianapolis, Ind.; 
H. A. Goldberg (Cooper’s), Portsmouth, 
Va.: Walter Greenebaum (S. & N. Katz), 
Baltimore, Md.: Robert Savitt (The Savitt 
Co.), New Haven, Conn.: J. W. Hamilton 
(Hamilton’s), Columbia, S. C.: and M. S. 
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at the organization's recent annual meeting. Seated, left to right, are: M. S. Abelson, Morris 
Mallove, Oliver A. Jenkins, Barnett C. Helzberg, Robert Savitt and Samuel Schwart. 


Standing, 


left to right, are: Myer B. Barr, A. M. Shapira, Isadore Meyer, Leo Weisfield, 


Meyer Rosenbaum, H. A. Goldberg, Fred B. Dreifus, Isadore Horwitz, William Savitt and 
Lewis L. Silberman. 


The diamontology course was prepared 
by Professor Paul J. Storm, head of the 
Earth Science Department of the Univer- 
sity of Pennsylvania, and educational di- 
rector of the Diamond Council of America; 
and Myer B. Barr of Barr's Jewelers in 
Philadelphia. Dr. Frederick H. Pough, 
formerly curator of physical geology and 
mineralogy at the American Museum of 


Natural History, assisted in the planning. 





Abelson (Abelson’s), Newark, N. J.; Sec- 
retary, Melvin Rudolph (Rudolph Bros.), 
Syracuse, N. Y.; Treasurer, Isadore Hor- 
witz (Crescent Jewelers), Fargo, N. D.; 
Chairman of the Executive Committee, 
J. M. McEntee, Jr. (J. M. McEntee & 
Sons), Oklahoma City, Okla.; Chairman 
of the Education Committee, Myer B. Barr 
(Barr’s Jewelers), Philadelphia, Pa., and 
Chairman of the Board of Directors, Leo 
Weisfield (Weisfield’s), Seattle, Wash. 





Engel Enters Retail Field 
As Operator of Three Outlets 


Leon J. Engel, who withdrew from the 
wholesale jewelry business recently when 
the firm of J. Engel & Co. was merged 
with Horace Pack & Co., reentered the 
field as a retailer on February 28. 

Under arrangements with the Stieff Co., 
leading Baltimore silversmiths, Mr. Engel 
is operating leased departments on the 
premises of that firm’s three Baltimore 
retail stores. 

Operating under the Stieff name, these 
are completely new departments and, under 
the setup, handle only fine watches, high 
erade occasional clocks and watch attach- 
ments. 





Robert H. Goldsmith is manager of the 
leased department in Stieff’s downtown 
store at 229 N. Howard St. James Blucher 
is managing the Belvedere Shopping Center 
branch at Belvedere Ave. and York Road, 
and Mrs. Elsie McElvy is handling the 
affairs of the new enterprise at the Stieff 
factory sales and showrooms, Wyman Park 
Drive and Keswick Road. Goldsmith and 
Blucher were both formerly connected with 
J. Engel & Co., and Mrs. McElvy was 
formerly with Hennegen-Bates Co., of 
Baltimore. 

Mr. Engel has engaged the services of 
the Kaufman-Strauss Advertising Agency 
to handle a comprehensive newspaper ad- 
vertising campaign which will be backed 
up by the use of direct mail. 
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The winter affair of the Maiden Lane 
Outing Club was in a new setting this 
year. The annual dinner was held for 
the first time at the Delmonico Hotel, 
Park Ave. and 59th St. in New York City. 

The ballroom of the hotel, where the 
banquet was held, comfortably accommo- 
dated the large gathering and _ provided 


WINTER BANQUET OF MLOC WELL-ROUNDED AFFAIR 
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sufficient room to exercise the purpose of 
the evening: good fellowship among those 
engaged in various phases of the jewelry 
industry. 

Plans were announced for the club’s 
annual, all-day outing to be held on Sat- 
urday, June 13, at Green’s Hotel, Pleasant- 
dale, N. J. 





Chairman of JVC Committees Report 
Marked Increases in Activities During '52 


The necessity for the industry as a whole 
to recognize the work of the Jewelers 
Vigilance Committee was stressed at the 
annual meeting of that organization held 
on January 23 at the Waldorf-Astoria 
Hotel, New York. Instead of being taken 
for granted by so many, it was emphasized 
that the JVC should be supported more 
liberally and more broadly. 

In his annual report as Chairman, G. H. 
Niemeyer called attention to the fact that 
this is the 40th year that the Jewelers 
Vigilance Committee has served the jewelry 
industry. He briefly traced its history 
from the time the Committee was founded 
in 1913 until the present. 

“To try to review the work of this 
Committee during these past 40 years 
seems unnecessary, Mr. Niemeyer stated. 
“Besides what we did yesterday is not as 
important as what we do today and can 
do tomorrow. Judging from our experience 
during the past year there is a greater 
need than ever for the restraining hand 
of an organization such as ours. From 
my observation this past year set a new 
low limit of degradation in our industry 
and I can also say that I believe that the 
Committee had its most successful year 
in accomplishments.” 

Continuing, Mr. Niemeyer said: “The 
generous support the industry has given 
our Committee indicates its interest in its 
activities despite the fact that because of 
the confidential nature of much of our 
work only a small part of it can be a 
matter of public record.” 

A marked increase in his activities as 
JVC Counsel, especially on marking and 
stamping matters, was revealed by Byron 
L. Shinn in his annual report. He re- 
ported that a total of 210 cases handled 
and 159 cases closed during the year 
exceeds similar figures for any prior year 
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except 1949, when a general check was 
made of all manufacturers of gold filled 
merchandise produced in this country. 

“No such survey brought about this 
volume of activity,” Mr. Shinn said, “but 
rather a steady stream of complaints, both 
from within and without the trade. It is 
interesting to note that only a small num- 
ber of these complaints related to mis- 
branding—less than four per cent. The 
balance involved charges of false and mis- 
leading advertising or fraudulent adver- 
tising promotions.” 

A comprehensive report was made _ by 
P. Irving Grinberg, executive vice chair- 
man, in which he pointed out that during 
1952 he made seventeen trips to Washing- 
ton. In discussing these trips, Mr. Grin- 
berg stated: “Advice and cooperation have 
been secured by members of the House 





A TOKEN OF ESTEEM 





An engraved sterling silver Revere Bowl and 
matching cups were presented at the 50th 
anniversary banquet of the New England 
Manufacturing Jewelers & Silversmiths Asso- 
ciation to Edgar E. Baker (right), imme- 
diate past president. Stephen H. Garner, 
Sr., also a past president of NEMJ&SA, pre- 
sented the gifts to Mr. Baker on behalf of 
the association and its directors. 





and Senate of both parties Telative to 
specific problems such as the Customs 
Simplification Bill. . . . Consideration has 
been secured from numerous other Govern- 
mental agencies with regard to problems 
affecting the industry. Proper timing of 
any direct approach to ‘Washington’ has 
always been carefuly considered.” 

Re-elected as officers for the ensuing 
year were: G. H. Niemeyer, chairman 
(president) ; Walter N. Kahn, vice chair. 
man (vice president), and Leo L. Kaplan, 
treasurer. 
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N. Y. Costume Jewelry Mfrs. 
Complete Plans for First Show 


Plans are completed according to Sid 
Greenberg, executive secretary of the Cos. 
tume Jewelry Manufacturers Association 
of New York, for that organization’s first 
semi-annual market at which better than 
50 manufacturers will show their lines, 
The show will be held at the Hotel Martin. 
ique in New York City from Sunday, May 
10 to Friday, May 22. 

Attendance at this show is limited to 
wholesalers only. 
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Members of Golden Circle 
Play "Bango' at Meeting 


A carefree evening of fun and surprises 
marked the March 16 meeting of New 
York’s Golden Circle Club, an organization 
of jewelry industry sales executives, which 
was held at the Hotel Delmonico, New 
York. Club President Leo Davidson 
(Davidson & Sons Jewelry Co.) presided 
over the evening’s festivities. 

The program for the meeting was 
planned by Arthur J. Tuveri (THE JEweEL- 
ERS’ CIRCULAR-KEYSTONE) and was devoted 
mainly to the game of “Bango” (a varia- 
tion of that old-time favorite “Bingo”). 
More than a dozen prizes were awarded 
to holders of the lucky cards. While most 
prizes were extremely useful, their chief 
value lay in the laughter they provided 
when publicly displayed by the winners. 

The one truly valuable prize of the even- 
ing was donated by Michael C. Fina 
(Michael C. Fina Co.) and was won by 
Bob Rodd, who was the Club’s first presi- 
dent. It consisted of a pair of sterling 
silver candelsticks that can be converted 
to compote dishes by the addition to 
crystal bowls. 
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Sheaffer Pen Co. Employee 
Joins Boss in Washington 


Grant F. Olson, vice president and direc- 
tor of W. A. Sheaffer Pen Co., Ft. Madison, 
Iowa, is now serving as assistant to his 
former chief, Craig R. Sheaffer, U. S. 
Department of Commerce executive. 

Mr. Olson is in Washington on a tem- 
porary basis a departmental spokesman 
said, in order to work with Mr. Sheaffer, 
former president of the pen company and 
now Assistant Commerce Secretary for 
Domestic Affairs. 

Born in Two Harbors, Minn., in 1905, 
Mr. Olson is married and has one son. 
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4 Joseph M. Levy of Royal of Pittsburgh, 
Inc., wholesale jewelers at 810 Penn Ave., 
left February 24 for Tokyo. He flew first 
to San Francisco where he boarded anoth- 
er plane for Tokyo. 

4 Since George Neumeyer of the Samuel 
Weinhaus Co., wholesale jewelers at 808 
Liberty Ave., has been hampered by a 
weak wrist broken January 2 in a fall, 
William Kurtz has taken his place on 
the road, and Harry Barnes has been 
assigned to local territory. 

4 Harry Edwards, watchmaker, and 
Michael Sandretto, co-owner of Sandretto’s, 
jewelers at 4625 Liberty Ave., have al- 
tered the size of the store windows, added 
spotlights to brighten general window 
lighting, and added necklaces and com- 
pacts to the inventory. 

4 The Samuel Weinhaus Co. has enlarged 
its showroom in order to display its com- 
plete line of clocks and silver hollowware. 
q Mr. and Mrs. Martin M. Kramer of 
M. M. Kramer Co., Inc., jewelers at 6205 
Frankstown Ave., were, at this writing, 
enjoying a vacation at Miami Beach, Fla. 
q Morry Labovitz of the M. M. Kramer 
Co., Inc., 6205 Frankstown Ave., reports 
that since the firm removed the partition 
from the back of its display windows and 
installed an all-glass door at the entrance, 
merchandise in all departments in the 
front of the store can be seen from the 
street. He stated that sales benefits were 
immediate. 

q Peter Batyko of Hernon & Co., 242 
Brownsville Road, Mt. Oliver, is stressing 
direct mail this spring much more than 
last year, and is debating whether to 
highlight one item in the mailing or many 
items. 

qL. J. Lee, jeweler at 2 Market Place, 
contemplates opening another store in a 
neighborhood location. 

q Frank Certo of Frank’s Jewelry, 538 N. 
Homewood Ave., has been using postcards 
with considerable success in promoting 
watch repair work. 

¢ A. Rhall, jeweler at 217 9th St.. reports 
his patrons are pleased with the parking 
facilities available directly across the 
street from his shop, and the close prox- 
imity of a major department store for 
shopping convenience. 

q Herbert’s Jewelry Co., 312 Diamond St., 
plan to advertise that the firm will pay 
for parking for customers downtown. 





Wholesale Jeweler Sponsors 
TV Program for Retailers 


Biggard & Co., Inc., wholesale jewelers 
of Pittsburgh, Pa., began sponsorship of 
the “Jewel Box Theater” on March 15 over 
television station WDTV. 

This is believed to be the first time a 
wholesale jeweler, aided by manufacturers, 
ns sponsored television movies for retail 
Jewelers, Success of appliance wholesalers 
I sponsoring movies prompted the firm’s 
move. 

The telecast is shown Sunday nights 
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from 11:35 P.M. to 12:55 A.M. Advertis- 
ing is scheduled to recommend the local 
jeweler as a source for all jewelry pur- 
chases as well as clocks, watches, shavers, 
appliances and cameras. 

Retailers will be provided with counter 
and streamer displays advising customers 
to “Listen to Our Show.” 





Rivchun 
Named to 
Handle Dealer 
Promotions 
for Speidel 


ARMAND E., 
RIVCHUN 





Sullivan, Stauffer, Colwell & Bayles, Inc., 
advertising agency for Speidel watchbands 
and jewelry, announced recently the ap- 





pointment of Armand E. Rivchun as mer- 
chandising man on the Speidel account. 

Mr. Rivchun will devote special atten- 
tion to dealer promotions and will spend 
considerable time in the field on Speidel 
point-of-sale activities. This appointment 
is part of a general program worked out 
by Speidel, together with its advertising 
agency, to tie-in its national advertising 
more closely with its dealer-distribution 
promotional work. 





Arvin Appoints Tanner 


The appointment of Paul W. Tanner as 
general sales manager of the radio and 
television division of Arvin Industries, Inc., 
has been announced by Harlan B. Foulke, 
vice president of the company. He suc- 
ceeds Raymond P. Spellman who has re- 
gested a less demanding assignment be- 
cause of a recent serious illness. 

The new sales manager joined Arvin in 
1933 and has held responsible sales and 
administrative posts in the company’s car 
heater, electric housewares and radio and 
television divisions. 





AWA MEMBERS HEAR TYDINGS' TALK, NAME OFFICERS 








Guest speaker at the 20th annual meeting of the American Watch Association was former 
Senator Millard E. Tydings who is shown here addressing members. Among those shown in 
the picture above are: Ira Katz, Gruen Watch Co.; A. Carnow, Bulova Watch Co., and on 
the right, S. Ralph Lazrus, Benrus Watch Co., who was re-elected president of the association. 


Former Senator Millard E. Tydings, in 
addressing a recent meeting of the Amer- 
ican Watch Association, told members 
that the jeweled watch industry of the 
United States now has a level of skilled 
employment far above that required for 
full production in time of war. Speaking 
at the association’s 20th annual meeting, 
held March 10 at the Park Lane Hotel in 
New York, he said no watch tariff changes 
are needed to maintain the nation’s de- 
fense potential. 

Sufficiency of skilled manpower in Amer- 
ica’s watch industry, the former Senator 
pointed out, was clearly established by a 
recent study of the National Security Re- 
sources Board and a special report to 
the Chief Executive. 

Officers and directors of the association 
which includes leading manufacturers, as- 
semblers and importers of jeweled watches 





were named at the meeting. S. Ralph 
Lazrus of the Benrus Watch Co. was re- 
elected for a second successive term as 
president of the association. 

Also elected as officers of the American 
Watch Association were John P. V. Hein- 
muller of the Longines-Wittnauer Watch 
Co., Inc., first vice-president; Herbert 
Ollendorff of the Ollendorff Watch Co., 
second vice-president; Norman M. Morris 
of Norman M. Morris Corp., treasurer; S. 
Stanley Moser of Louis Aisenstein & Bros., 
Inc., secretary. 

Oscar Berlan of Croton Watch Co., Inc. 
was newly elected to the board of directors 
of the association. Gaston Ditesheim of 
Movado Watch Agency, Inc., Harold N. 
Grey of Gothic Jar-proof Watch Corp., 
Mr. Heinmuller and Mr. Morris, were re- 
elected to serve as directors for a term of 
three years. 
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Heavy Advance Registration Reflects Wide 
Interest in Ninth Jewelry Training Program 


While July 13 is still a long way off, 
plans for the ninth session of the Jewelry- 
Store Management and Merchandising 
Training Program are well along. Advance 
registration for the Juiy, 1953, program is 
unusually heavy. In fact, some reserva- 
tions are being received for the January, 
1954, class. 

Jewelers from 40 different states of the 
Union, the District of Columbia and seven 
provinces of Canada are represented among 
the graduates of the first eight classes. 
Nearly 200 men and women-owners, sons 
of owners, store managers and future man- 
agers have attended. Over 180 different 
stores have enrolled employees. Some 
stores have sent a second and a third 
person. Inquiries have been received from 
as far away as Hawaii. 





generally about 25 jewelry store executives 
and other specialists from business who 
discuss specific topics with the group. 
Coming from many different cities, these 
successful business men contribute the 
accumulated “business know how” seldom 
enjoyed in one course. They, as most suc- 
cessful jewelers of today, realize that: 

(1) Present day competition does not 
permit the leisurely “pickup” training 
methods of a generation or two ago. 

(2) The training developed by most col- 
leges based upon the needs of the large 
department store, is of little practical value 
to the jewelry store operator. 

(3) There is a need for such specialized 
and intensive in-service training in the 
retail jewelry field. 

The continued interest of jewelers has 





Dean Edwards, dean of the New York University School of Retailing, is shown lecturing 

at the recent session of the New York University—Joseph Bulova School of Watchmaking 

Jewelry Store Management and Merchandising Program. Jewelers from over forty different 
states and seven provinces of Canada have attended the programs. 


The continued popularity of the course 
reflects its controlling purpose and the edu- 
cational institutions which have developed 
it. To be of service to and to help improve 
the retail jewelry business is the sole pur- 
pose of the training program. The School 
of Retailing of New York University is an 
acknowledged leader in business education. 
The Bulova School of Watchmaking has 
contributed to the organization of the pro- 
gram and is instrumental in securing the 
cooperation of jewelry store executives to 
serve as visiting instructors. 

The general plan of the program has the 
active support of the two national retail 
trade associations. The American National 
Retail Jewelers Association and the Na- 
tional Jewelers Association through their 
participation on the Advisory Committee, 
cooperate in the conduct of the program. 

Jewelers attending the course come in 
contact with approximately 10 regular and 
part-time staff members of the New York 
University School of Retailing. There are 
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been due, in part, to the feelings expressed 
by those completing the training. A few 
of the typical ones are included here for 
the benefit of those who have been asking 
themselves the question, “Will it be worth- 
while?” 

Robert J. Mohlman, Gerry Mohlman & 
Son, Lafayette, Ind.: 

“T want to take this opportunity to tell 
you in writing that this course was far 
beyond my greatest expectations and any 
jeweler who has an opportunity to take it 
and doesn’t is missing a good bet to, in 
two weeks, learn what would otherwise 
take twenty years.” 

Louis B. Lemay, Lemay Brothers, Man- 
chester, N. H.: 

“T have put many of the ideas into effect 
which have spelled profit for me. By hav- 
ing the privilege of taking the course I 
consider it the best investment in my life.” 

Steele M. Roberts, John M. Roberts & 
Son Co., Pittsburgh, Pa.: 

“You can quote me in saying that I have 





learned more in two weeks at the Bulova 
School and New York University than | 
can possibly put into practice in the next 
ten years.” 

Harvey N. Mallove, Mallove’s, New 
London, Conn.: 

“Without a doubt, the most enlightenin 
two weeks | have ever spent educationally, 
The exchange of ideas and ‘jewelty’ 
thoughts with twenty other jewelers was 
as helpful and educational to me as the 
rest of the formal program.” 





California 24-Karat Club 
Elects New Board of Directors 


Ballots have been counted and resylts 
announced in the election of the board of 
directors of the Jewelers’ 24-Karat Clyb 
of Southern California. Next step will be 
to mail ballots and elect the officers of the 
club for the forthcoming term. 

Included on the directorate are: Simon 
Dickman (Kastern-Columbia); Martin 
Goodfriend (Goodfriend’s Jewelers) ; 
David G. Lieberman  (Frederick’s of 
Hollywood); Arthur Michael (Michael's 
Credit Jewelers) ; Jack E. Morris (Morris 
Credit Jewelers): David Schwartzman 
(Rhodes Jewelers) ; Harry Sherwood (Le 
Roy’s Jewelers) ; Herman Siegel (Herman 
Siegel Co., Inc.) ; Martin Thomas (Subway 
Terminal Jewelers) ; Rudy Apflel (James 
A. Apffel Co., Inc.); Arthur V. Ballard 
(Ballard & Ballard); Roger W. Cannon 
(Slaudt-Cannon Agency Co.) ; Ben Ehrlich 
(Swirsky & Erhlich) ; R. P. Gallien (R. P. 
Gallien & Son); Stanley O. Jacobs (Stan- 
ley O. Jacobs Co.); Irving Kaufman 
(Allison-Kaufman Co.. Inc.): Robert 
Mandelson (Jacques Kreisler Mfg. Corp.), 
and Max Wolman (Philip Wolman & Co.). 





New Allied Products Division 
Set Up by Hamilton Watch Co. 


A new Allied Products Division to de- 
velop, produce and market new products 
was set up at Hamilton Watch Co. on 
February 16, according to a recent an- 
nouncement by President George P. Luckey. 
Frank A. Christoffel, former assistant to 
the president, has been named to head the 
new division. 

Among the services immediately avail- 
able through the new products division are 
the development and manufacture of un- 
usual special-purpose alloys, industrial 
cleaning fluids and lubricants; industrial 
research and machine development; and 
design, manufacture and assembly of pre- 
cision screw machine products and preci- 
sion instruments of all kinds. Among new 
products now available are two new 
Hamilton-developed lubricants. 

Hamilton’s new Allied Products Division 
also includes an Ordnance Department, 
responsible for the completion of 20 million 
dollars of current defense contracts and 
negotiation for new contracts. The com- 
pany’s new $350,000 branch plant in East 
Petersburg, Pa., is now engaged in as 
sembling Army and Navy Ordnance com- 
ponents. 
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Over 3000 Attend Opening 
of New Carvel Hall Plant 


More than 3000 people visited the new 
plant of Chas. D. Briddeli, Inc., makers 
of Carvel Hall Cutlery, when the firm 
formally opened the new building in Cris- 
feld, Md., on January 30. 

Guest of honor at the colorful ceremonies 
was Theodore R. McKeldin, Governor of 
Maryland, who inspected the plant with 
the party that accompanied him. The 
Governor presented the concern with a 
Certificate of Merit from the State of 
Maryland in recognition of Briddell’s ac- 
complishments in the fields of art and 
industry, and also an etching of the State 
House in Annapolis, which he autographed. 





Charles D. Briddell, Jr. (right), president 
of Chas. D. Briddell, Inc., makers of Carvel 
Hall Cutlery, presents a set of cutlery to 
Theodore R. McKeldin, Governor of Mary- 
land, at ceremonies marking formal open- 
ing of the firm's new plant in Crisfield, Md. 


The continuous stream of visitors who 
attended the opening were greeted by 
members of the Briddell family and other 
oficials of the concern. They were fur- 
nished with guides and shown around the 
60,000 square foot plant. The plant tour 
wound up in the cafeteria, where a butiet 
luncheon was served all day long to every- 
one who visited the plant. 

During the day Briddell presented more 
than 2900 steak knives and packages of 
cigarettes as souvenirs of the occasion. 


——________—_« 


New Britain Jewelers Discuss 
Unfair Practices at Meeting 


Ninety-five per cent of the jewelry 
stores in New Britain, Conn., were rep- 
resented at a dinner-meeting held on 
January 20 by the New Britain Jewelry 
Association. Sidney LeWitt presided as 
chairman at the meeting which was held 
at the Burritt Hotel in New Britain. 

Chief topic of discussion at the meet- 
ing was unfair business practices relating 
to the sale of jewelry. It was decided 
that reliable and long-established jewelry 
stores can offer more than non-jewelry 
outfits. Among these benefits are the 
prestige of fine watches and diamonds 
which only can be sold by a reliable 
dealer at a fair price, also the services 
and guarantee of jewelry items is best 
given by an established store, it was 
agreed. 

Price alone, the jewelers said, is not 
the basis for a purchase of fine jewelry 
because workmanship, value, selection and 
service also are important. 
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Jewelry Crafts Assn. 
Ratifies Union Contract 


Provisions of a new labor contract were 
outlined to members of the Jewelry Crafts 
Association at the organization’s annual 
dinner and business meeting held February 
10 at the Hoiel Delmonico, New York. 

Details of the new contract were dis- 
cussed by Sydney C. Davidson, who 
rendered the report of the Negotiating 
Committee. Mr. Davidson informed the 
membership that after many protracted 
sessions, an accord was finally reached 
with Local No. 1, International Jewelry 
Workers Union, A.F.L. 

The new contract provides a general 
wage increase of ten cents per hour across 
the board for all employees who meet the 
requirements, and also increases in the 
minimas this year and next year. A pen- 
sion fund is to be established by contribu- 
tions of three cents per hour, straight time, 
by the employer for the production workers, 
the fund to be administered jointly by the 
association and the union. Other fringe 
benefits consist of an additional paid holli- 
day, July 4th, making seven paid holidays 
for the year, and a vacation provision of 
two weeks with pay, after three years of 
service with the employer. 

After considerable discussion, the mem- 
bership approved and ratified the report 
of the Negotiating Committee by ballot. 

The Negotiating Committee, consisting 
of Jacob H. Schaeffer, Barnett Esh, Emil 
Lutringer, Walter Karlan, Simon Abraham, 
and Henry L. Sperling, legal counsel and 
executive secretary, was warmly com- 
mended for its ability and zeal in negotiat- 
ing the contract with the union. 

Re-elected as president of the association 
was Barnett Esh (Kaspar & Esh, Inc.), 





Also re-elected were: Isadore Gratz (Louis 
Gratz’ Sons, Inc.), first vice president; 
Sydney C. Davidson (Davidson & Sons 
Jewelry Co., Inc.), second vice president, 
and Jacob Karlan (Karlan & Bleicher, 
Inc.), treasurer. 

Directors who were re-elected at the 
meeting, in addition to those mentioned 
above, are: Sidney Fiddelman (J. Fiddel- 
man & Son, Inc.); Martin E. Untermeyer 
(Untermeyer, Robbins & Co.), and W. 
Waters Schwab (J. R. Wood & Sons, Inc.), 

The balance of the board ot directors 
include: William Schneider (Rothman & 


Schneider); Robert Kronstadt (Bristol 
Seamless Ring Co.); Simon Abraham 


(Advanced Ring Manufacturers, Inc.) ; 
Harry Axel (Axel Brothers, Inc.) ; Edward 
J. Gross (Benjamin & Edward J. Gross Co., 
Inc.); Kenneth Kaufman (Colonial Manu- 
facturing Co., Inc.); Emil V. Lutringer 
(Lutringer & Kammerer, Inc.), and Jacob 
H. Schaeffer (Shiman Bros. & Co., Inc.). 


Ronson Employees Honor 
Retired Co-worker at Dinner 


William A. Gill, office and credit man- 
ager for Ronson Art Metal Works, Inc., who 
retired his post on Friday, February 27, 
was tendered a testimonial dinner by more 
than 100 co-workers on February 25, at the 
Carousel Room of Essex House, Newark, 
N. J. 

Mr. Gill had worked in association with 
the company for 30 years, the last ten of 
which were in the direct employ of Ronson. 

Mr. Gill was presented with several gifts 
from the Ronson personnel including a 
matched barometer and clock, both in the 
form of giant pocket watches, also a china 
dinner set and a testimonial scroll signed 
by Ronson management and co-workers. 





N. Y. JEWELRY MFRS. AND UNION RATIFY PACT 





A new collective agreement was ratified 
by the Jewelry Crafts Association, Inc., 
Associate Jewelers, Inc., and Local No. 1, 
International Jewelers Workers Union, 
A.F.L., at a luncheon held February 13 at 
the Hotel Astor, New York. The new 
agreement provides a general wage _ in- 
crease of ten cents per hour, an employer 
financed pension plan based on three cents 
per hour contributions, and other fringe 
benefits. Both associations are composed 
of New York manufacturers of platinum, 
gold and diamond jewelry employing ap- 
proximately 3000 workers. 

The full Negotiations Committees repre- 








we 


senting all parties to the contracts who 
were present at the luncheon are shown 
above. They are, seated left to right: 
Hyman J. Powell, Henry L. Sperling, 
Tobias N. Berger, Joseph Morris, Philip 
Skalet, Andrew Leredu, Isadore Gratz, 
Alan F. Perl, David Ehre, Isidore Kahn 
and Jacob H. Schaeffer. Standing, left to 
right, are: Julius Umans, Harry Baum, 
Henry Peterson, Benny Sher, Jules Gerson, 
Wilston Brown, Herman Ostrin, David 
Smith, Sydney C. Davidson, Jacques Japka, 
Emil V. Lutringer, Walter Karlan, Richard 
Parino, Simon Abraham and Leon Sverd- 
love. 
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Jewelers Board of Trade Completes Busy Year; 


Report Shows Drop in Failures During'52 


There were less financial embarrass- 
ments in the jewelry industry in 1952 than 
there were in 1951, members of the Jew- 
elers Board of Trade were informed at 
their annual meeting in Providence on 
January 23. 

The 171 failures in 1952 compare with 
183 during 1951. The liabilities involved 
in 1952 amounted to $4,495,000 as com- 
pared with $5,482,000 in 1951, secretary 
Horace M. Peck reported. 

Included in the list of financial em- 
barrassment were 116 retail cash jewelry 
store failures for a total of $2,016,000; 13 








— 





retail installment jewelers for $254,000; 
two repairers for $17,000; 11 wholesale 
jewelers for $463,000; one wholesale cos- 
tume jeweler for $20,000; seven special 
wholesalers for $486,000, and 21 manu- 
facturers for $1,239,000. 

The credit reporting department re- 
ported 109,523 inquiries received from 
members as compared with 109,677 in the 
previous year. A total of 65,040 credit re- 
ports were compiled in comparison to 68,- 
913 in 1951. The daily average reports 
compiled were 257 as against 272. 

Mr. Peck pointed out that changes 

























recovers every 
grain of value... 


We need your business to keep our 
plant working at capacity, for we are 
consumers of all kinds of precious 
metals for many, many purposes. 


Through our scientific refining methods 
and modern equipment we operate on 
the most economical basis possible. It 
is not surprising, therefore, that 
Goldsmith shippers are so well pleased 
with our returns that they continue to 
send their old gold, silver, platinum, 
filled and plated scrap to us regularly, 
including sweeps, polishings and sink 
settlings. 


Include your trade-in movements and 
obsolete watches. They often bring 
substantial returns. 





GOLDSMITH BROS. 


SMELTING & REFINING CO. 
N. WABASH AVE., CHICAGO 2, ILL. 
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numbering 16,992 were made for the 
March, 1952, issue of the reference book 
and 18,184 more were made for the Sep- 
tember number. He also pointed out that 
the September, 1952, issue of the refer. 
ence book listed a grand total of 43,372 
names. 

President Fred A. Bullock presided a 
the meeting and gave an interesting talk 
on the association’s activities throughout 
1952. Said Mr. Bullock in his addresg. 
“It is easy to recognize why our activities 
come under the head of ‘service’ when yoy 
review the annual report of your secre. 
tary and analyze the facts and figures sot 
forth. From that report, it is interesting 
to note the broad scope of your associa. 
tion’s operations and the extended and 
steadying influence of The Jewelers Board 
of Trade in the credit affairs of your 
industry.” 


FRED A. 
BULLOCK 


Named 
President of 
Jewelers 
Board of 
Trade 





At the meeting the following directors 
were elected: Jared E. Allen (Oneida 
Ltd.), Oneida, N. Y.; Earl H. Ashley (E. 
H. Ashley & Co., Inc), Providence; Charles 
G. Brown (Stein & Ellbogen Co., Inc.), 
Chicago; Ralph L. Griffith (R. L. Griffith 
& Son Co., Inc.), Providence; William 
Klein (Jacques Kreisler Mfg. Corp.), 
North Bergen, N. J.; Lester F. Morse (The 
Gorhan Co., Inc.), Providence; Francis E. 
Nolan (Saart Bros. Co., Inc.), Attleboro, 
Mass.; William B. Ogush, New York; 
Edson W. Sawyer (Improved Seamless 
Wire Co., Inc.), Providence; W. Waters 
Schwab (J. R. Wood & Sons, Inc.), New 
York, and Raymond L. Wells, (Wells Mfg. 
Co., Inc.), Attleboro, Mass. 

They, together with the following, com- 
prise the 1953 board: Harold Alberts (I. 
Alberts’ Sons, Inc.), Boston; Alexander 
E. Arnstein (Arnstein Bros. & Co.), New 
York; Edgar E. Baker (W. R. Cobb Co., 
Inc.), Providence; Frederick A. Ballou, 
Jr. (B. A. Ballou & Co., Inc.) , Providence; 
John M. Biggins (Elgin National Watch 
Co.), Elgin, Ill.; Fred A. Bullock (Dolan 
& Bullock Co., Inc.), Providence; Angelo 
Del Sesto (Van Dell Corp.), Providence; 
Edgar M. Docherty (Budlong, Docherty & 
Armstrong, Inc.), Providence; Emil E. 
Fachon (Bulova Watch Co., Inc.), New 
York; Lewis W. Gibbons (Fulmer & Gib- 
bons, Inc.), Philadelphia; Arthur Kaplan 
(Poole Silver Co., Inc.), Taunton, Mass.; 
Paul Levinger (Speidel Corp.), Provi- 
dence; William E. Lingard (Finberg Mfg. 
Co., Inc.), Attleboro, Mass.; Herbert Ol- 
lendorff (Ollendorff Watch Co., Inc.), New 
York; Archibald Silverman (Silverman 
Bros., Inc.), Providence; William E. Smith 
(Irons & Russell Co., Inc.), Providence; 
George L. Stringer (International Silver 
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Co., Inc-), Meriden, Conn.; Raymond R. 
Sturdy (Cheever, Tweedy & Co., Inc.), 
North Attleboro, Mass., and Lester S. 
Wall (R. Blackinton & Co.), North Attle- 


boro, Mass. 


NEW OFFICERS ELECTED 

At a meeting of the board of directors 
on February 20, the following officers were 
elected: President, Fred A. Bullock (Dolan 
& Bullock Co., Inc.), Providence, R. | 
First Vice President, Charles G. Brown 
(Stein & Ellbogen Co., Inc.) , Chicago, ill. ; 
Second Vice President, Lester S. Wall 
(R, Blackinton & Co.), North Attleboro, 
Mass.; Secretary-Treasurer, Horace M. 
Peck; Assistant Secretary and Assistant 
Treasurer, Vincent F. Chapman, and As- 
sistant Treasurer, Walter C. Crooks, 

The Executive Committee for 1953 con- 
sists of the following: Fred A. Bullock, 
Francis E. Nolan and Lester S. Wall. 
Diamond Mfrs. and Importers 
Retain Hirsch as Counsel 


Arthur S. Hirsch, counsel to the New 
York State Joint Legislative Committee 
on Motor Vehicle Problems, has been re- 
tained as general counsel to the Diamond 
Manufacturers and Importers Association 
of America. He succeeds Louis Frankel 
who died last December. 





Wallace W. Harwood (left), president of 

the Diamond Manufacturers and Importers 

Association of America, congratulates 

Arthur S. Hirsch, who was retained as gen- 

eral counsel of the organization, at a re- 

cent meeting of the board of directors at 
the Park Lane Hotel, New York. 


Mr. Hirsch, a veteran attorney, was 
Deputy License Commissioner under Mayor 
LaGuardia from 1937 to 1945. Active in 
civic, charitable and political endeavors, 
he was a delegate to the Republican 
National Convention in Chicago last year. 





Landers, Frary & Clark 
Issue 100th Financial Report 


A review of the growth of Landers, 
Frary & Clark, manufacturers of Universal 
household helps, New Britain, Conn., is 
made in the 100th annual report to its 
stockholders which was recently released. 

Although orginally started in 1842 as 
a partnership between George M. Landers 
and Josiah Dewey, the company became 
known as Landers & Smith Mfg. Co. in 
1853 when it was chartered by a special 
act of the Connecticut State Legislature. 
In 1865 its name was changed to Landers, 
Frary & Clark. The current report is the 
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100th made during the company’s century 
of corporate existence. 
According to the report, the firm has 


primarily manufactured products for the 


home since it started making its first 
furniture caster and cupboard catch until 
today when it features a complete line of 
home cleaning equipment, electric house- 
wares, vacuum goods and_ non-electric 
housewares. The company was started with 
an original capital of $40,000 which today 
has been increased to $10,500,000, with a 
surplus of $9,000,000. 

Since 1887 cash dividends have been 
paid to stockholders each year without 
interruption and, according to the report, 
“no living stockholder has ever failed to 
get a dividend regularly.” 





Helzberg's Open Tenth Store 


Shortly before Christmas Helzberg’s. 
opened their tenth jewelry store in the 
midwest chain. The store, located in Kan- 
sas City, is the sixth in that area. The 
other operations include Wichita and 
Topeka, Kan., Des Moines and Mason 
City, lowa. 

B. C. Helzberg, president of Helzberg 
Diamond Shops, Inc., appointed T. M. 
Ryan, former assistant manager of the 
Des Moines store, manager of the new 
establishment. He has been with the or- 
ganization for six years. His assistant is 
Bernard Colby who was formerly on the 
sales staff at the downtown Kansas City 
store. 
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10,000 PROGRESSIVE JEWELERS SAY: 


"T's the best investment we ever made.” 


Atk one who had one! 


Send for Gree Catalog G 
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Schindler s Jewelry 
Wins Brand Name Award 


Schindler’s Jewelry, Sioux City, lowa, 
was named Brand Name Retailer-of-the- 
Year in the jewelry store field by a blue 
ribbon panel of retail executives meeting 
March 10 at the Hotel Plaza in New York. 

The announcement of the award was 
made by Henry E. Abt, president of Brand 
Names Foundation, Inc. This is the second 
time Schindler’s has been honored by the 
Foundation, having received a “Certificate 
of Distinction” in the 195] competition. 
The Iowa firm was awarded top honor for 





outstanding presentation of manufacturers’ 
brands during 1952. 

Mr. Abt also announced the names of 
the four winners of “Certificates of Dis- 
tinction” in the jewelry store section of 
the Foundation’s fifth annual competition. 
They are: Barr’s Jewelers, Philadelphia, 
Pa., second place certificate winner; 
Pinsker’s Jewelry Store, Middletown, Conn., 
winner of third place; Basch’s Leading 
Jewelers, Cleveland, Ohio; and Wilson’s 
Leading Jewelers, Syracuse, N. Y. This 
is the second consecutive year Pinsker’s 
has won a “Certificate of Distinction.” 

The winners will receive their plaques 
and certificates at impressive ceremonies 
highlighting the tenth anniversary Brand 








/ 
-. 
— 
, a 





\6 









You can save 30% 


on your insurance 
if you are: 


How ts such a saving possible? 
we insure only this select group, our losses 
are lower. In addition, we employ no sales- 
men. The savings (currently 30%) are re- 
turned to policyowners as dividends. The 
coupon below will bring you full informa- 
tion. Without obligation, of course. 


{1) A Jeweler (wholesale, 
manufacturing or retail) 


(2) Watchmaker 

(3) Engraver 

(4) Optometrist 

(5) Or in an allied line 


(6) The family or employee 
of one of the above 


Please send me your free booklet, 
"You can save 30%.” 


NAME 


OE, aL ay 
SHAN 


Only one in hundreds 
is eligible to participate in 
this 30% saving! 


JEWELERS MUTUAL INSURANCE CO. 


Jewelers Insurance Building Neenah, Wisconsin 












You, who are in jewelry or related fields, 
are eligible to insure in the ‘“Jeweler’s Own 
Company” and enjoy a 30% saving on fire, 
jewelers block, business interruption, and ex- 
tended coverage insurance. 


. . . Because 
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Names Day Dinner, April 15, in the grand 
ballroom of the Waldorf-Astoria in New 
York City. More than 2000 Civic and 
business leaders will witness the presen. 
tations. 

A panel of 16 judges, all winners of 
Brand Name Retailer-of-the-Year plaques 
at last year’s Brand Names Day, selected 
the firms named for honors. A Retailer. 
of-the-Year and four certificate winners 
were named in each of 22 Categories of 
retailing. 


RUDOLPH L, 
SCHINDLER 


Named ‘Brand 
Name Retailer 
of the Year’ 





This year’s fifth annual competition saw 
more than 20,000 entries pour into the 
Foundation’s offices from every state in the 
Union, Canada, Hawaii, Mexico and South 
America. Total number of entries more 
than tripled last year’s highly successful 
competition. 


Ad and Promotion Plans 
Discussed at Sarkin Confab 


Promotional plans, styling and advertis- 
ing were among the many topics discussed 
at the annual sales convention of David 
Sarkin, Inc., which was held in mid- 
January at the Hotel Warwick, New York. 


Dae 





s = iy ge ee 
David Sarkin (seated center), company 
president, and Sam Gorman (seated right), 
sales manager, are shown here pointing 
out the merits of a new display that is 
to be distributed as part of the promotion 
plans on the new “Tru-So” line of diamond 
rings. 





AGS Issues Booklet for Members 


How to take proper care of gems, sil- 
verware and watches is explained in & 
new booklet put out by the American Gem 
Society for its member jewelers. 

Entitled “Care for the Jewels You Care 
For,” it discusses in detail how to protect 
the beauty of precious and semi-precious 
stones, watches and sterling flatware. This 
includes not only the care that the owner 
should give these fine things, but also 
the type of care for which they should 
call on their jeweler. 
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Majors Succeeds Welch as 
President of Texas RJA 


Sam Majors, Jr., of Colorado City, was 

elected president of the Texas Retail Jewel- 
ers Association at that organization’s 47th 
annual convention which was held Feb- 
ruary 15 and 16 at the Hotel Adolphus, 
Dallas. He succeeds W. Tim Welch of the 
Arthur A. Everts Co., Dallas. 
" Other officers elected were: Bill Perdue, 
Crockett, first vice president; Dolph Miller, 
Odessa, second vice president, and H. E. 
Dill, Dallas, secretary-treasurer. 

Named to the board of directors were: 
Linard Stinnett, Pharr; Tom Scapelanda, 
San Antonio; William Zale, Dallas; Robert 
Houck, Midland, Sherman Morrison, Mar- 
shall; Clark Wagner, Amarillo; Lloyd M. 
Noble, Houston, and W. Tim Welch, 


Dallas. 





One of the principal speakers at the an- 

nual convention of the Texas RJA was Floyd 

A. Denman (right), regional vice president 

of the ANRJA, who is being introduced 

here by W. Tim Welch, retiring president 
of the Texas jewelers’ group. 


Social highlight of the convention was 
the banquet which was held on Sunday 
evening, February 15, and drew an at- 
tendance of 175. 

Principal speakers at the convention ses- 
sions on Monday, February 16, were: 
Floyd A. Denman of Stuttgart, Ark., vice 
president, Southwestern Region, American 
National Retail Jewelers Association; Bill 
Newman, president of the Commercial 
Printing and Letter Co., Dallas, and Max 
Stenzler, author and publisher of “Basic 
Fundamentals of Sound and Profitable 
Retailing.” 





Jewelry Designers Guild 
Re-elects All Officers 


Members of the Jewelry Designers Guild 
met on February 12 and re-elected all 
present officers for another year. Again 
named to office were: Macy H. Stein, presi- 
dent; William Diehl, vice president; Wil- 
liam Sherwood, secretary, and A. D’Ales- 
sandro, treasurer. 

On the following evening, February 13, 
the Guild held its annual dinner-party at 
Lou Walters Latin Quarter, New York. 
Members, their wives and guests enjoyed 
a delicious dinner which was followed by 
a sparkling and entertaining floor show. 
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The Guild is currently considering plans 
for an exhibition of jewelry designs in 
New York to which the public will be 
invited to attend, as well as manufacturers, 
jobbers and retailers. Details on the ex- 
hibition will be announced as soon as 
definite plans have been formulated. 





JDA Fund-Raising Luncheon 
Attracts Capacity Turnout 


A capacity crowd attended a luncheon 
given by the jewelry industry on behalf 
of the 1953 Joint Defense Appeal (JDA) 
campaign on March 18 at the Waldorf- 
Astoria Hotel, New York. Presiding over 
the affair was Barnett Robinson, president 
of Robinson & Sverdlik, Inc., and chairman 
of the JDA campaign in the jewelry in- 


dustry. Benjamin Lazrus, of the Benrus 
Watch Co., Inc., is serving as honorary 
chairman in the drive. 

Four’ industry leaders have accepted as- 
sociate chairmanships in the industry-wide 
JDA campaign, while more than 30 key 
executives are serving on the executive 
committee. The associate chairmen are: 
Jerome T. Agate (Cyma Watch Co., Inc.) ; 
Max Elkon; Louis Heyman (Oscar Hey- 
man & Bros., Inc.), and Walter L. Kahn 
(L. & M. Kahn & Co.). 

The jewelry industry is helping JDA 
raise New York’s share of the $5,000,000 
necessary to finance the activities of the 
American Jewish Committee and the Anti- 
Defamation League of B’nai B’rith. JDA 
is the sole fund-raising arm for AJC and 


ADL. 
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A WORD TO THE WISE JEWELER IS SUFFICIENT 


ALSO AVAILABLE: 
1, CT. BRIDAL SETS FROM $38.50 TO $4750 


| CT. BRIDAL SETS FROM $66.50 TO $9750 
Other ICT. SETS FROM $155.50 TO $175.00 
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Executive Board of N. Y. 
Elects Jacobson Chairman 


Sam M. Jacobson was elected chairman 
of the Executive Board of Retail Jewelers’ 
Associations of Greater New York at a 
meeting of that group held February 2 at 
the Hotel Astor, New York. 

Other officers elected were: E. Werner 
Gross, treasurer; Alex Siegel, sergeant-at- 
arms, and Bennet H. Schwartz, secretary. 
All presidents of the five borough associa- 
tions serve as vice chairmen of the parent 
organization. 

Named as publicity chairman of the 
association was Miss Rae Brecher. 

During the meeting Jack Michelson pro- 
posed a cooperative plan, between whole- 





salers and retailers, to popularize and pro- 
mote the sale of rings. After a lengthy 
discussion, a committee was appointed, 
headed by Mr. Michelson, to explore the 
matter more fully. 

Also discussed at the meeting were plans 
for the association’s annual banquet which 
will be held on October 25 at the Hotel 
Astor. 

Jewelers from all five boroughs and 
White Plains were present at a meeting 
of the association held February 15 at the 
Astor. Chief topic of discussion at the 
gathering was the manufacture of a watch 
to be made expressly for members of 
Executive Board associations. The _ pro- 
posed watch will be ready to go on the 
market in time for the coming Christmas 
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.-.1o Sell Potential Customers for You with : 


.. over 5,200,000 weekly circulation. 
. 23,950,000 readership each issue. 
. nationwide prestige as the country’s leading advertising medium. 
. impact of a Life endorsement on all your merchandising material. 


Life’s multi-million audience will sell the nation—and sell Tissot 
Watches for you. Among models featured will be Tissot’s newest 
automatic, T-400. Shock-resistant, non-magnetic, and self-winding, 
it combines ultra masculine styling with fine taste. It looks and 
performs like the watch a real man would want. 


Display it prominently and reap extra sales from this national. 


promotion. 


Tissot Watches are sold only by Exclusive Authorized Agencies 
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501 FIFTH AVE., NEW YORK, N.Y. ag 
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holiday and will be fair traded by the 
association. 


—.___ 


Jewelers Square Club 
Observes 30th Anniversary 


In celebration of its 30th anniversary 
the Jewelers Square Club held a festive 
cocktail party, dinner and show on March 2 
which drew a capacity turnout. The affair 
was held at Townley’s Restaurant, 33rd §¢. 
and Fifth Ave., New York. 

Presiding over the festivities was Irving 
Schiff, president of the club, who made a 
few brief remarks of welcome and intr. 
duced the many past presidents of the 
organization who attended. 

The arrangements committee, headed by 
Lloyd Lassner, did an outstanding job in 
providing an unusual and entertaining 
evening for members and their guests, 


Jewelers Fraternal Association 
Names Hurley as President 
Julius Hurley of the Hurley Watch Co. 


was elected president of the Jewelers 
Kraternal Association at that organization’s 
annual meeting held March 12 at Schwartz’ 
Restaurant, 183 Broadway, New York. 

A. V. Ansel (THE JEWELERS’ Circutar. 
KEYSTONE), who last year served as secre- 
tary on the board of governors, was elected 
vice president, and Charles A. Parker 
(H. F. Barrows Co.) was re-elected secre- 
tary-treasurer. 


JULIUS HURLEY 


New President 
of Jewelers 
Fraternal 
Association 





Those selected to serve on the board of 
governors are: John M. Tonry as chair 
man; George E. Roufberg  (Everfne 
Jewelry Mfg. Co. and Tru-Kay Mfg. Co.); 
Jack Carling (National Jeweler); Julius 
Hurley and A. V. Ansel, all for a term 
of one year. Elected for a two-year term 
were Irving Gromet (Manne & Son, Inc.), 
and Walter A. Meyer (Rifkin Bros. Silver- 
smith Corp.). 





Waldron Retires From Sheaffer 


Harry E. Waldron, veteran sales execu- 
tive of the W. A. Sheaffer Pen Co., retired 
March 1 as vice president and_ general 
sales director. 

Mr. Waldron had been with the Fort 
Madison, la. firm for 39 years, joining 4 
year after it was founded. When he joined 
the company in 1914, its total annual sales 
were about $100,000; the current annual 
figure is around $24,000,000. 

He was elected a vice president of the 
pen company in 1921 and was made get 
eral sales director in 1944. In 1947 he 


was elected a director, a post he retains. 
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¢ Expanding into the street-level floor of 
their own building at 12 Kast S32 St. 
New York City, |. Freeman & Son, Inc., 
has opened a new main floor showroom 
devoted entirely to fine old furniture, old 
china and modern French china. With 
this expansion the firm now occupies the 
entire building. 

{Beattie Jet Products, Inc., manufac- 
turers and distributors of the Beattie jet 
lighter, have moved their New York head- 
quarters from 17 East 48th St. to the 
adjoining building at 19 East 48th St. 
The new quarters are on the fifth floor 
of the building. 

q Sereno P. Davis, president of Jacobson 
Brothers Diamond Corp., 551 Fifth Ave., 
New York, recently accepted the chair- 
manship of the Fine Jewelry Division in 
New York Heart Fund’s 1953 campaign. 
The Fund is seeking $1,000,000 this year 
to accelerate local research and expand its 
education and community service program. 
4 The election of Thomas Alfred Morgan 
to the board of directors of the Bulova 
Watch Co. was announced jointly on 
February 26 by Arde Bulova, chairman 
of the board, and John H. Ballard, presi- 
dent. Mr. Morgan is also a director of 
the Sperry Corp., Shell Oil Co., Western 
Union, and the Bankers Trust Co., among 
others. 

q The Allcraft Novelty Co., Inc., recently 
moved their offices and factory from 16-18 
Maiden Lane to larger and more centrally 
located quarters at 18-20 West 31 St., 
New York. The firm manufactures a line 
of high style fashion jewelry under the 
trade name of “Fantasy of Jewels.” 

q Jewelry designs created by students in 
the class conducted by Christian A. Jakobb 
will be exhibited April 9 at Mechanics’ 
Institute, 20 West 44 St., New York. The 
annual exhibit will be open from 2 to 6 
P.M. to members of the trade and official 
representatives of trade associations, schools 
and colleges. The public will be able to 
attend the exhibition from 7 to 9:30 P.M. 





Ogush Heads Trade Committee 
In Red Cross Fund Campaign 


A committee headed by William B. 
Ogush solicited New York’s jewelry and 
allied trades during the past month for 
support of the 1953 Fund Campaign of 
the American Red Cross. G. H. Niemeyer 
(Handy & Harman, Inc.) served as 
honorary chairman of the committee. 

Serving with Mr. Ogush were: Dave Kay 
(Jacoby-Bender, Inc.): John W. Colgan 
(Handy & Harman, Inc.): Eliot P. Hirsh- 
berg (Finlay-Straus, Inc.) : Sydney David- 
son (Davidson & Sons Jewelry Co., Inc.) ; 
Milton Heller (L. Heller & Son. Inc.) ; 
Stanley Moser (Louis Aisenstein & Bros., 
Inc.); Herbert Weisburger (Weisburger, 
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Hirtz & Traubner, Inc.); Robert Dreher 
(Dreher Bros. & Wider, Inc.) ; Jerome L. 
Grant (American Jewelry Distributors, 
Inc.); John J. O’Rourke (Diamond Dis- 
tributors, Inc.); Irving Cooper (Elgin 
Silversmith Co., Inc.); Benjamin Ende 
(Jonell Watch Case Corp.); S. C. Taor- 
mina (Platers Research Corp.), and Ben 
Wisner (Arrow Mfg. Co.). 





Carling Named MLOC President: 
Members Amend Constitution 


An amendment to the constitution of 
the Maiden Lane Outing Club was ap- 
proved by members of that organizaton 
at their annual meeting on March 12 at 
Schwartz’ Restaurant, 183 Broadway, New 
York. 

Under terms of the new amendment, all 
those who have been MLOC members for 
a continuous period of 25 years or more, 
will be considered lifetime members and 
relieved of the further payment of any 
dues. They will, however, have all the 
voting rights and privileges afforded to a 
regular paying member. Effective date of 
the new amendment is January 1, 1954. 


JACK CARLING 


Elected 
President 
of Maiden Lane 
Outing Club 





Unanimously elected to serve as officers 
for the ensuing year were: Jack Carling 
(National Jeweler), president; Dave Levy 
(Elgin National Watch Co.), vice presi- 
dent, and Joseph H. Frier, Jr. (Goldman 
& Frier), secretary-treasurer. 

Al Walden, of Bruner-Ritter, Inc., chair- 
man of the 1953 summer outing, reported 
that the affair would be held at Green’s 
Hotel, Pleasantdale, N. J., on Saturday, 
June 13. 





Zin & Kolker Corp. Purchases 
Fifth Avenue Jewelry Firm 


The Zin & Kolker Corp., New York 
diamond importers at 99 Canal St., pur- 
chased all the stock in the firm of Alexander 
Kolker, Inc., 580 Fifth Ave., New York, on 
January 9. The business will be called 
Kolker & Co., a division of Zin & Kolker 
Corp., and will continue the manufacture 
and sale of platinum diamond jewelry. 

The Zin & Kolker Corp., according to 
its president, Murray Kolker, will continue 
to specialize in larger size diamonds in all 
shapes and various qualities. 
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Manning Opal Corporation 


Announces 


The Removal Of Their 
Office & Factory 
April Ist 
to new and larger Quarters 


at 151 West 46th St. 


New York 36, N. Y. Plaza 7-4725 














“ORIENTA” 
COLTURED PEARLS 
of QUALITY 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 








“BUY WHOLESALE” 


Name brand merchandise that is easy to sell, elec- 
trical appliances, radios, televisions, watches, jewelry, 
silverware, housewares. You don’t have to invest any 
money. Sell from our illustrated catalogs, that show 
the list price only. Large profits assured. Write 
today, don’t delay. 

SACKS MERCHANDISE MART 
1154-1153 (Dept. K), BROADWAY, WN. Y. f, N. Y. 
Tel. MU. 9-5230-1 Cabie Address rvin, N.Y. 




















Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiAMONDS—AIl Sizes and Qualities 


JOSEPH BLANK 
COrtlendt 17-3562 


87 Nassaw St. New York 38, N. Y. 
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THE NEW SYNTHETIC GEM 


Lighter in Color 
than ever before 
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Obituaries 





Claude K. Conklin, 52, assistant comp- 
troller at Elgin National Watch Co., Elgin, 
Ill., died February 16 at Sherman Hospital 
in that city. Mr. Conklin, a native of 
Michigan, had been with Elgin since 1931 
when he joined the company as an employee 
of the aircraft department. In 1939 he was 
named manager of the cost department 
and had been assistant comptroller since 
1946 when he also became an officer of 
the company. Mr. Conklin had _ been 
hospitalized since becoming ill at the an- 
nual banquet of the Chicago Jewelers Asso- 
ciation January 10. 

George H. Newstedt, 78, for 53 years 


a retail jeweler in Cincinnati, Ohio, died 





GEORGE H. 
NEWSTEDT 


on February 22 in Christ Hospital after 
an illness of two weeks. A_ native of 
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IMPORTANT ANNOUNCEMENT: 


400-day clocks now have an ad- 
justable base, enabling your cus- 
tomer to adjust the clock in a 
level position on any desired 
place. They will also feature 
protection for the new suspen- 
sion spring together with an ex- 
tra complete suspension spring 
unit with the 3 attached parts. 


HECO —s. trade mark 


#2 EG . 


400-day clock, 55” x 7%” with 
enamel dial with colored gar- 
lands. Polished brass base & 
pillars. 


Also available with 2 tone silver 
dial and embossed chrome fig- 
ures. Our number 2S. 


ASK FOR NEW CATALOG 
AND LATEST PRICE LIST 


Sole U.S.A. Agents for all 
Junghans Products 


Visit our Showrooms 


HENRY COEHLER CO., INC. 


101 FIFTH AVENUE, 
NEW YORK 3, N. Y. 


1524 MERCHANDISE MART 
CHICAGO, ILL. 
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Bremen, Germany, Mr. Newstedt came to 
Cincinnati in 1889, and opened his jewelry 
store in 1900. It has been located a 
Fourth and Race Streets since 1905, where 
a landmark is a large corner clock, erected 
in 1908. A 32nd degree Mason, Mr 
Newstedt also was a member of the Rotary 
Club and Queen City Club. Survivors 
include his widow, a son, Tudor, associated 
with the business; two daughters, seyen 
grandchildren and one great-grandchild, 

Leland L. Estes, regional sales map. 
ager in the southeast for Landers, Frary 
& Clark, New Britain, Conn., died sud. 
denly March 6 at his home in Danville, 
Va., from a heart attack. Mr. Estes had 
been connected with the firm in a sales 
capacity for 29 years. He is survived by 
his widow and a son. 

Paul J. McGovern, 57, southeastern 
representative of Alfred Dunhill of London, 
Inc., for more than 20 years, died March 2 
of a heart attack at the Roanoke Hotel, 
Roanoke, Va. Surviving are his widow, 
a son, two daughters and a grandson. 

Edward L. Raisbeck, 73, secretary. 
treasurer and diamond broker for the 
Raisbeck Brothers Corp., Cincinnati, Ohio, 
died February 13 in Christ Hospital. Sur- 
vivors include his widow, two sons, three 
daughters, a brother and seven grand- 
children. 

Gus Schubert, 59, a director and sales. 
man of Geo. Borgfeldt Corp., 44-60 East 
23 St., New York, died suddenly on 
February 25 at his home in Tenafly, N. J. 
Mr. Schubert entered the employ of Geo. 
Borgfeldt Corp. in the year 1908 as a boy 
of fourteen. His territory as a salesman 
was the New England States, Pennsylvania, 
New Jersey, Maryland and Washington, 
D. C. Surviving are his widow and a 
daughter. 

Charles H. Silverman, 74, a founder 
of the firm of Silverman Bros., Inc., manv- 
facturing jewelers of Providence, R. I. 
died March 6 at Miriam Hospital after a 
brief illness. Mr. Silverman, with his 
brother, Archibald, founded the jewelry 
manufacturing business in 1897 and it was 
incorporated fifty years later. He was 
secretary-treasurer of the corporation, head 
of the C. S. Realty Co., secretary-treasurer 
of the City Real Estate Co. and a vice 
president of the National Realty Co. 


——— ee 


Purchases Indianapolis Firm 


The jewelry firm of Marcus Furstenberg, 
11 N. Pennsylvania St., Indianapolis, Ind., 
was purchased early in March by Fred 
Salamander. The business will be con- 
tinued in operation under the original 
name and at the same location. 

Mr. Salamander, the new owner, joined 
the firm in 1928 and learned the trade 
under the late Mr. Furstenberg. The shop 
does watch and clock repair work and 
handles a full line of jewelry. 
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eH. Bennett, 86, Dies; 
Former JC-K Representative 


Ernest H. Bennett, 86, of Bogota, N. J., 
for many years advertising representative 
f THE JEWELERS’ CircuLar-KEysTone, 
tied February 18 at Hackensack Hospital, 
Hackensack, N. J. Prior to his retirement 
‘ 1943 he had represented JC-K in New 
York City and upstate New York. 


ERNEST H. 
BENNETT 





Born in Birmingham, England, Mr. 
Bennett studied for the ministry before 
coming to the United States in 1895. He 
settled in Buffalo, N. Y., and organized 





the St. Andrews Cadet Corps, which was 
active there until the Boy Scouts of Amer- 
ica was established in the early 1900s. 

Coming to New York City about 1903, 
he entered the publications field and 
joined the staff of Jewelers Circular about 
1916. (In 1935 the Jewelers Circular ab- 
sorbed The Keystone and the name was 
changed to its present title: THe JEWEL- 
ERS’ CIRCULAR-KEYSTONE.) 

Mr. Bennett was also editor and founder 
of The English Speaking World, a monthly 
publication established in New York in 
1921 to improve Anglo-American relations. 
The original publication has been sus- 
pended, but its title is now used by the 
English-Speaking Union in England. 

Organizer of the British Harvest Festi- 
val in the United States in 1922, Mr. Ben- 
nett had long been chairman of the 
event, held each October at Trinity Church 
in downtown Manhattan. He became hon- 
orary head of the festival committee in 
1932 and at his death was writing a his- 
tory of the ceremony. 

In addition to his widow, Mr. Ben- 
nett is survived by three sons and two 
daughters. 








Henry Paulson, 81, Dies; 
Founder of Watch Material Firm 


Henry Paulson, founder of Henry Paul- 
son & Co., dealers in watchmakers, jewelers 
and optical supplies, died February 25 at 
his winter home in Palm Beach, Fla. He 
was 81 years old. 


HENRY PAULSON 





Born in Chicago, Mr. Paulson started his 
career in the watch material field as a 
young man. Before founding his own 
frm fifty years ago, he was associated 
with the J. S. Purdy Co. and the Otto 
Young Co., both of Chicago, and the 
Norton-Paulson Co. of Kansas City, Mo. 

Mr. Paulson was a long-time resident of 
Evanston, Ill., and then resided in Win- 














W: HAVE SUCCESSFULLY HANDLED 
THE INVENTORY OF THE CRAWFORD 
WATCH CORPORATION, AND WE ARE 
NOW IN THE MARKET TO PURCHASE 
ADDITIONAL STOCKS OF WATCHES. WE 
_HAVE THE FINANGIAL CAPACITY TO 
PURCHASE ANY AMOUNT OF MERCHAN- 
DISE. YOU MAY REST ASSURED THAT 
ALL INQUIRIES WILL BE STRICTLY CON- 
FIDENTIAL. 


NORMAN WATCH CO. 


181 CANAL STREET NEW YORK 13, WN. Y. 
Phone: WAlker 5-0450 
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netka. More recently he spent his summers 
at Antioch, IIl., and wintered in Palm 
Beach, Fla. 

Surviving are his widow, a daughter, a 
son, Henry, who has actively managed the 
business for a number of years, a brother 
and five grandchildren. 





Col. Henshel to be Honored 
At New York Testimonial 


Col. Harry D. Henshel, vice president 
of Bulova Watch Co. and a leader of 
the Jewelry Division of the United Jewish 
Appeal of Greater New York, will be 
guest of honor at the annual National 
Jewish Welfare Board-United Jewish Ap- 
peal dinner on April 15 at the Hotel 
Pierre, New York. 


COL. HARRY 
D. HENSHEL 


V. P. of 
Bulova 
Watch Co. 





The testimonial will come shortly after 
Col. Henshel’s return from a tour of the 
far east, including the Korean war zone. 
Col. Henshel was scheduled to spend the 
Passover holidays with American Jewish 
GI’s during his tour which he is making 
in his capacity as chairman of the JWB’s 
National Armed Services Committee. 

The Jewish Welfare Board is a constit- 
uent agency of the United Jewish Appeal 
of Greater New York. 





Harry B. McKenney, jeweler of Machias, 
Maine, was recently reelected to the Maine 
Harness Racing Association. 
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Tru-Heat Iron and 
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Pictured is poster from FREE Spring display kit. Order 
your kit direct from General Mills, 1620 Central Avenue, 
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For Top 
Quality 
Jewelry 
Castings 
Like This 


without costly 
bench work, 
hand filing and finishing 


Use Ransom & Randolph 


Jewelry 
Investment 


standing 





best. 
We recommend a trial order. 


Send for CATALOG #52 


ALEXANDER SAUNDERS & CO. 


95 BEDFORD STREET NEW YORK 14, N. Y. 
WAtkins 4-8880 






This material is reli- 
able: produces out- 
results on 
runs of any size and 
is economical to use. 
Ransom and Randolph 
jewelry investment is 
designed to do the job 











TOURMALINES AND 


CULTURED PEARLS 


14K Gold: 
Cuff Bracelet $300.00 


Link Bracelet 140.00 

Brooch 180.00 

Earrings 160.00 
Available in sterling (Keystone) 


ASIATIC ART JEWELRY CO. 


225 Fifth Ave. New York 10, N. Y. 











LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
Day or Eveniag 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
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<q Congratulations are being extended to 
Mrs. Adele McAllister of S. Kind & Sons 
on winning secoad prize in the interna- 
tonal contest conducted by Display World 
magazine. She was awarded the second 
prize in the jewelry store display division 
for a wedding window display. 

q For the first two weeks in April, the 
S. Kind & Sons windows contain a three- 
point timely attraction. A 15-inch doll 
depicting Queen Elizabeth in official coro- 
nation robes and jewels ties-in with the 
English coronation; bridal dolls depicting 
the same Queen in her wedding gown and 
also Queen Victoria and Queen Elizabeth I 
in their bridal gowns, make it a wedding 
window featuring the three reigning Queens 
of England; and a special display of 
diamonds on velvet cushions promote the 
birthstone for April. All make one _ har- 
monious picture against a background of 
royal crests. 

q New York University’s School of Retail- 
ing has been the richer for the presence 
of several leading Philadelphians who have 
participated in the course on Jewelry Store 
Merchandising and Management. Myer B. 
Barr and Oscar Kind Jr. are now regular 
lecturers. Mrs. Adele McAllister was re- 
cently a guest speaker, addressing the 
group on displays. 

q By request, C. Fred Muth spoke to 
pupils of the Wyncote School on rocks 
and minerals, giving the kiddies a bit of 
geology and a bit of mineralogy excitingly 
dressed up with a display of rocks which 
they could pick up in their own vicinity. 
Again answering a popular request, he 
spoke to the Women’s Club of Noble, Pa., 
on colored gemstones, illustrating this with 
exhibits from his large collection. 

q A new showcase has been added at the 
Irving Singer store, 116 S. 13th St., to 
accommodate an enlarged stock of higher 
priced merchandise. This will involve no 
change in advertising or merchandising 
plans, said one spokesman. 

q Within a few months, jewelers will be 
able to take advantage of a new charge 
plan available through the Northwestern 
National Bank of Philadelphia which is 
now in effect with other merchants. A 
spokesman for the bank explains that 
jewelers’ sales usually run higher per unit 
than those now being handled but provi- 
sions are being made to handle jewelers’ 
customers. Under the new plan inaugurated 
January 19th, neighborhood retail stores 
in Philadelphia, Delaware, Montgomery, 
Bucks and Chester Counties extend charge 
accounts to their customers backed by the 
bank which assumes the risk. The customer 
pays no additional carrying charges or 
interest and settles directly with the bank 
once a month. The slight charge to the 
merchant is considered nominal, by mer- 
chants now participating, in comparison to 
the service and security offered. 

q Business is coming into Campus Jewelers, 
3717 Spruce St., as a direct result of owner 
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John Samuelian’s first lecture on gemstones 

at a West Philadelphia Church. The oe. 

perience has been so successful that he 

plans to repeat it. This bright new store 

into which the established business had 

been moved from a smaller shop down the 

street last year, is also the scene of a syb. 

stantial increase in variety of merchandise. 

q The fact that business showed an jp. 

crease in 1952 over the previous year js 

attributed, to a great degree, to the window 

decorations arranged by Louis Salaman, 

manager at Victor’s Jewelers, 6305 Wood. 

land Ave., Philadelphia. Mr. Salaman 

never works with a pre-laid plan, “As | 

decorate—the idea works out,” he explains, 

But he has one pet theory—he never puts 

merchandise in the same way twice. The 

rapidly changing displays attract frequent 

study by those who pass regularly, 

q Congratulations are being extended to 

Seymour Tinkleman, son of Edward Tinkle. 

man of 715 Sansom St. and sales repre. 

sentative for his father’s organization, upon 

his engagement to Miss Muriel Metlitz of 

Nanuett, New York. 

q “You get to talk to more people—it’s a 
lot more stimulating” says J. H. Myers of 
3627 N. Broad St. in discussing his new 
operation, a jewelry concession in_ the 
Merchandise Fair, a type of department 
store, at York & Easton Roads in Willow 
Grove. The new branch of this well estab- 
lished business was opened in December. 
“It’s an entirely different set-up,” he says. 
“Each has its advantages.” 

q Best wishes for a speedy recovery are 
being extended to Mrs. J. Louis Bachofer, 
bookkeeper and general assistant to her 
husband in the store he operates under his 
name. She has been ill for over two weeks. 
Mr. Bachofer reports that, in her absence, 
" books are way behind” at 117 $. 
Broad St. 

q Increased interest in colored gemstones 
is indicated by the number of youngsters 
and youths who enter the Beath store at 
201 S. 12th St. For over two generations 
this store has specialized in colored gem: 
stones. Now, Mr. Beath reports, there is 
a sudden increase in the number of school- 
age youngsters who come in to see the 
exhibits and ask questions on gems, and 
youths who are making purchases. 

q Public interest in gemstones has been 
given another boost with the showing of 
replicas of historical jewels at the Academy 
of Natural Sciences. The display received 
newspaper publicity as well. 

4 John S. Cooper, who had been associated 
with Joseph B. Bechtel & Co. for 30 years, 
has retired. Gustave Jaeger, formerly with 
Caldwell’s, Wanamaker’s and with Western 
Clock for 18 vears, is now travelling for 
Joseph Bechtel. covering southeastern Pent 
svlvania and Philadelphia. 

q There’s a beautiful new line of religious 
jewelry at the Vincent De Carlo Store, 1322 
S. Broad St. This store is now making 4 
specialty of religious items. At present, 
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First prize of $300 in J. R. Wood & Sons’ annual store window display contest was awarded 
to Miss Roberta Bonde of Sears Jewelers, Independence, Kan., for this eye-catching and 
attractive display. Centered around a “heavenly” motif, the display featured glittering 
stars suspended in mid-air against a background of light and billowy gauzelike material, and 
airy clouds of angel's hair. Nestled among the angel's hair were matched sets of Artcarved | 

diamond engagement and wedding rings. 


Prize winners in the 1952 nationwide 
store window display contest sponsored by 
J. R. Wood & Sons, Inc., manufacturers of 
Artearved diamond engagement and wed- 
ding rings, were announced recently by 
W. Waters Schwab, president of the firm. 
The contest attracted a great many entries 
from jewelers in many states. 

The contest photographs featured dis- 
plays of J. R. Wood & Sons’ Artcarved 
products and were judged by Richard H. 
Leeds, vice president, Einson-Freeman Co., 
Inc.; Robert Malcolm MacDonald, premium 
executive, Specialty Marketing Department, 





pISPLAY WINS TOP HONORS IN J. R. 
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Batten, Barton, Durstine & Osborn, Inc., 
and Fred Ernst, executive in charge of 
sales promotion of the same firm. 

Awards were made as follows: first prize 
of $300, Miss Roberta Bonde (Sears Jewel- 
ers), Independence, Kan.; second prize of 
$200, Mrs. Evelyn Allen (C. O. Davenport 
Co.), Gardiner, Maine, and third prize of 
$100, Miss Catherine Tanquary (Roberts 
Jewelry Store), Joliet, Ill. 

In addition, 20 persons and firms each 
received honorable mention and $10 cash 





awards. 





ads in religious publications feature Aero- 
lux lights with religious and floral decora- 
tions. The new pastel blue and ivory color 
scheme of this 65-year-old store, which was 
redecorated last year, creates just the right 
background for the religious items. 

q An animated bunny that attracts atten- 
tion by bobbing back and forth is featured 
in the window of Easter jewelry at 
Weiman’s Germantown store. It was made 
by the Weiman staff who are now making 
another attention getter for the post-Easter 
display. 

q Saul Rosnov returned in March from a 
vacation motoring trip to and _ through 
Florida. 

¢ During the month of March John Crane 
had some pleasant evidence that the desk 
calendars, address books and matches he 
has been distributing for advertising are 
paying off. One doctor, for instance, came 
in to tell him that he had never been in 
the Crane store but he was “ashamed” of 

















*, 


N @ | 
D WATCH CROWN & 


ACON watcH CROWN C0. 
50 Eldridge St., New York 2, N. Y. 
Manufacturers of Gold Filled Crowns 
Complete line including waterproofs 
Sold through Wholesalers & Jobbers 
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himself for not coming since John Crane 
sent him calendars for four years. His 
purchase more than paid for the time and 
effort spent on those calendars. 

q At the February 24th meeting of the 
Retail Jewelers Association of Philadelphia 
and Eastern Pennsylvania, at the Drake 
Hotel in Philadelphia, the agenda con- 
tained a number of items of vital interest 
to the jewelers including the downtown 
parking ban which has been in effect since 
the pre-Christmas season. 

q Michael Orloff, brother of Mickey Orloff 
who owns the business bearing his name, 
arrived in Switzerland Sunday, March 8th, 
on a business trip. He will return about 
April first. 


Buffalo Jewelers Stage 
Unique Winter Promotion 


Glickstein’s Jewelers joined with other 
merchants located in the Thruway Plaza, 
Buffalo, N. Y., in a unique winter time 
promotion which featured free ice skating 
for shoppers. 

An entire lane in the big 3000-car park- 
ing area was flooded and frozen for 
skaters. Cooperating merchants directed 
the promotion at children, suggesting they 
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NUMBER 1620 is a new eye-appealing 
masculine design, beautifully engraved 
with authentic Masonic Square and 
Compass, enameled in proper colors. 





NUMBER 1632 is an exceptionally fine 
modern design of massive appearance, 
in contrasting colors of white and yel- 
low gold without the use of enamel. 
The emblem is brightly carved on an 
engraved sunken background. 


Ask to see these two additions to the 1953 
“GRAN” line of fine finish Emblem Rings. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 














“bring Mom and Pop, have a party.” 











Antique Style 


WALL PENDULUM CLOCKS 


Distinctively beautiful, indi- 
vidually hand-carved cases with 
14-day movement, charming 

bell strike every half hour 







and full hour. Available 
mea in ivory and highlighted 
gold leaf, all gold 

finish and antique 


dark brown stain. 


Shown No. 1310— 
Ivory and highlighted 
gold leaf, attractive 
rose design, glass bezel, 
front regulation, size 
IO x Ii", 3%" deep. 


Keystone Price $66.00 


CUCKOO CLOCKS with 24-hour and 8-day movement. 
400-DAY Anniversary Clocks, large selection of styles. 
TRAVEL ALARMS, Bedroom Alarms and Novelty Clocks. 


Write for Price Lists and Illustrations 


FRED J. KOCH 


Direct Importer 
65 Madison Ave., New York 16, N. Y. 
Tel. LExington 2-6829 
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Come see our complete .. . 
and completely wonderful line! 


WHOLESALE JEWELERS MARKET WEEK 
May 3-!7—Sheraton-Biltmore Hotel 
Providence, R. |. 


Through The Wholesaler 
JEWELRY CO. 


52 Valley St., Prov., R. I. 


$700 











lf it's HERITAGE you're 
thinking of—you're thinking of 
SILVER 
... and if it's silver you're 
thinking of, place your order with 
SILVER 
for 1847 Rogers Bros. 
Wm. Rogers & Son 
< Rogers ¢ Sterling 


A. SILVER CO. 


NEW HAVEN, CONN. 


J. 


167 GEORGE ST. 
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NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. €O. 


SEYMOUR, CONN. 











JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Envelopes, Repair Checks—String Tags 
Metal Scratch and Celluloid Tags — Wrap 
Papers—Stock Books, Memo—Order and Sales 


Books 
Complete Printed Supplies for the Trade 
Diamond Guarantees Credit Forms 


DAUER PRINTING CO. 
37 E. 21st St., New York 10, N. Y. 








AL 4-2175 





200 





q As this issue went to press, all plans 
had been completed by the various com- 
mittees of the Diamond Peacock Club for 
the 8th annual dinner-dance to be held at 
the Hotel Somerset, Boston, on April 20. 
David C. Percival, Jr., of D. C. Percival & 
Co., Boston, headed the committee as 
president of the club; Michael Mahar of 
Mahar & Engstrom Co., vice-president; 
Arthur B. Wright of the Mautner Co., 
treasurer; and Joseph T. McDevitt, of 
Handy & Harman, secretary, all reported 
things under control. Joe McDevitt, as 
dance chairman, had engaged Ken Reeves 
and his Orchestra, featuring Mary Ann 
Dunn, vocalist; and Harold Barry, chair- 
man of the Gift Committee, promised a fine 
gift for the ladies 

4 A conflicting banquet on the same night 
as the Diamond Peacock dinner-dance is 
to be that of the Boston Jewelers Bowling 
League. This will be held at the Hotel 
Brunswick on April 25, at which time 
prizes will be awarded to teams and top 
rollers, and the dinner will be followed by 
an entertainment program. The season was 
to end on April 14, and last scores placed 
the team of A. Stowell & Co. well in the 
lead, with several others bunched in second 
to sixth places. 

4q Still another jewelers’ banquet—not con- 
flicting with any other dates—is that of 
the Massachusetts and Rhode Island Re- 
tail Jewelers Association, which is to follow 
an all-day discussion of mutual problems 
at the Parker House on April 8. Plans 
were about complete as this issue went to 
press, with discussions scheduled for both 
morning and afternoon. An entertainment 
program will follow the evening banquet. 
q Highlight of the Patriot’s Day celebra- 
tion in Greater Boston is always the reen- 


GOLDEN ANNIVERSARY 
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Thomas L. McCarthy, of Milton, Mass. 
(right), receives a diamond ring for having 
completed 50 years’ service at A. Stowell 
& Co., jewelers of Boston, Mass., from 
Sydney D. Cook, fourth generation of the 
same Cook family store management. Mr. 
McCarthy went to work at Stowell’s as a 
young lad on Friday, March 13, 1903, and 
this last month celebrated his 50th anni- 
versary on Friday, March 13. 


NEW BAGLAND 





actment of the Midnight Ride of Paul 
Revere. This year, “Paul Revere” will be 
impersonated, in costume as usual, and 
astride a fine horse, by H. P. Zeininger 
jeweler of 811 Washington Building, He 
will meet in front of the Old North Church 
with Mayor Hynes of Boston, and othe; 
city officials, before heading off for Lexing. 
ton. Mr. Zeininger has been a member oj 
the National Lancers, where he has seryed 
as vice-commander and _ lieutenant, since 
1922. 

q Heroine of a lively bit of backyard gun. 
play, which startled an exclusive Wellesley, 
Mass., neighborhood on the night of Feb. 
ruary 18, was Mrs. James T. Hossley, when 
she routed two gunmen who had shot her 
husband as they tried to steal his jewel 
case. “Jim” Hossley, a salesman for Jabel 
Ring Mfg. Co., Newark, N. J., was at- 
tacked, as he drove into his yard, by two 
gunmen who wore Halloween masks, He 
held onto his case, and yelled to his wife, 
who drove off the gunmen with a snow 
shovel, but not until Jim had been shot 
through the thigh. He was taken to the 
Newton-Wellesley Hospital for treatment, 
his condition being reported as “not 
serious.” 

q Leo Cote, jeweler of Littleton, N. H, 
won fifth prize in an Ice Carnival Parade 
there last month for having the most orig- 
inal float. 

q Kimball Jewelers have moved from 22 
Tremont St., Boston, just across the street 
to new and modern quarters at 39 Tremont. 
q Mr. and Mrs. Robert Schwinn, of R. C. 
Jewelry Co., Rumford, Maine, spent the 
month of March in Florida. 

q Frank Silva, New England salesman 
with Albert Walker Co., Providence, has 
left that organization. His future plans 
were not disclosed. 

q Philip Brault, Jr., son of Phil Brault of 
Phillips & Lucas Jewelry Store, Montpelier, 
Vt., has joined the Mount Mansfield Ski 
Club at Stowe, Vt., and Phil has been kept 
busy during all his spare time providing 
motor transportation to and from the ski 
area. Phil flew down to Boston for the 
Spring Gift Show at the Parker House. 

q Mrs. Frank Greene, who is associated 
with her husband in Room 610 Jewelers 














Used by Jewelers Everywhere 
Scribable Celluloid, Pastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 
ROYAL TAG & LABEL CO. 


81 Warren St. Newark 2, N. J. 
Market 3-3618 
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Building, is recuperating from an operation 
at the Booth Memorial Hospital, Brookline. 
The Greene’s son, Seth, has been promoted 
19 corporal and transferred from the Fort 
Warren Air Base in Wyoming to Brooks 
Air Force Base in Texas. 

4 David Israelson, son of Philip Israelson, 
of Small’s Jewelry Store, Livermore Falls, 
Maine, has joined the U. S. Army Ordnance 
Corps. 

Mrs. Bernie Smith, wife of Bernie Smith 
of Smith & Zaft, Jewelers Bldg.; Mrs. 
Andrew May, wife of Andy May of Bulova 
Watch Co.; and Mrs. Lew Kane, wife of 
Lew Kane of Bulova all spent a week 
together in Williamsburg, Va., in March. 
4 Wolmer & Case, of Willimantic, Conn., 
have been doing extensive remodeling of 
their store, and plan a formal spring open- 
ing. The old name “Wolmer” over the door 
has been replaced with a large neon 
“Wolmer & Case” sign, and the store, 
complete with new fixtures, lights, etc., is 
expected to be one of the most modern 
in the city. 

4 Everett M. Smith, New England Corre- 
spondent for THe JEWELERS’ CircuLar-Key- 
sTONE, and Mrs. Smith, headed for Cali- 
fornia the first of April to be gone the 
entire month on a vacation trip. 

4 Cameron “Cam” Burnap, of Norling & 
Bloom Co., sported a genuine Cameron 
plaid vest, complete with gold buttons, 
while holding forth at the Boston Gift 
Show. Cam says he has a cap to go with 
the vest, also Cameron plaid. 
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Man having excellent record 
of accomplishment with manu- 
facturer distributing through 
jewelry wholesalers desires new 
connection. 


Is creative and fully experi- 
enced all phases merchandis- 
ing at policy level. Resume on 
request. 


Box "A., 1858" 


Jewelers’ Circular-Keystone 
100 East 42nd Street 
New York 17, N. Y. 
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q The jewelry store of Jack Sawyer, 
Laconia, N. H., was featured recently in 
a syndicated comic strip by Bob Montana, 
cartoonist of Meredith, N. H., whose char- 
acter “Archie” is well known to millions 
of readers. The cartoonist pictured Archie 
buying a pair of glasses at Jack’s store. 

4 Mr. and Mrs. Mario Lopardo, jewelers 
of Exeter, N. H., visited the spring Gift 
Show at the Parker House. Mrs. Lopardo 
is assistant curator of the textile division 
of the Boston Museum of Fine Arts. Both 
were entertained while in Boston by Paul 
Lifset, of N. I. Goodman, Inc. 


q Sam Berman, salesman for Mahar & 
Engstrom Co., Jewelers Building, in the 
New York and Connecticut area, has been 
recuperating at his home after being con- 
fined to the Dover, N. H., Hospital with 
a strained back. 
q Woodbury & McLeod, Inc., Manchester, 
N. H., recently remodeled their show 
windows. 
q Miss Elaine Stiglitz has joined the sales 
staff of Joseph Gann, Inc., 404-7 Washing- 
ton Building. 
q Emilo A. Pelletier, jeweler of Auburn, 
Maine, has completed remodeling on his 
store. 
q Eric W. Allain, of Sanford, Maine, also 
has remodeled his store. 
q Lippa & Co., Burlington, Vt., has just 
added a new upstairs salesroom which will 
be equipped with luggage, china, and gift- 
ware. A formal spring opening is planned. 
q William E. Denno, jeweler of Pittsfield, 
Mass., is back in his store after a serious 
illness. 
q Mr. and Mrs. Benjamin Rossman, presi- 
dent of A. & Z. Chain Co., Providence, 
R. L., spent the month of March in Palm 
Beach, Fla., playing a little golf, and 
planning a bit of sail fishing, as well. 
q Henry Nolin, of Lewiston, Maine, presi- 
dent ofethe Maine Retail Jewelers Asso- 
ciation, broke his arm while skating, and 
has been around the store with his arm 
in a sling. 
q George Downie, jeweler of 18 Pleasant 
St., Malden, held a liquidation sale on 
April 1, and is planning to retire shortly, 
as the building where his store is located 
is being torn down. He plans to make 
his home in Saugus, Mass. 
q Several “feathers in his cap” were re- 
corded by Norman Reiffarth, of Volupte, 
Inc., during the Boston Gift Show, when 
he distributed scores of bright red plume 
quill pens, while promoting Volupte’s 
“Nom de Plume” compacts. 
q Richard Marshall, of R. T. Marshall 
Co., 902 Jewelers Building, has been work- 
ing on his new power boat at his home 
in Quincy, getting it ready for spring 
launching. 
q Establishment of the Philip Hershon 
Memorial Scholarship Endowment Fund at 
Brandeis University, Waltham, Mass., has 
been announced by Dr. Abram L. Sachar, 
president of the University. The fund will 
serve as a memorial to the late leader in 
Boston communal affairs and in the jewelry 
industry. Mr. Hershon was interested in 
Brandeis University from the institution’s 
(Please turn to page 222) 
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SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 1/2 Size 


From 3.00 Keystone in I4K. Also made Ina 
Sterling Rhodium finished and 1/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr’s of 14K, Gold-Filled & Sterling Sliver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 


_—_w 198 Broadway New York 9, N. ¥._ 














Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 


K. GINSBURG, INC. 
570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
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Bosca Built in the Spanish 
tradition of fine leathercraft 
handed down in the Bosca 


family, 


Men's billfold 
Tema i tielasmmiclalalcte, 
fine calf. 


Write for your dealer's name 
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ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 


Silverware—Gold and plated jewelry—old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our offer. 


References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN’S 


114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 














ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 


5 HOPKINS PLACE, BALTIMORE, MD. 














WATCH MATERIALS 


Florida's largest watch material house 
Serving the Nation by mail. 
Prompt mail service 
Write for Price List C 


DEAN COMPANY 


7¥2 N. Atlantic Ave., Daytona Beach, Fla. 
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q W. P. Lowenstein, one of the founders 
in 1910 of Perel & Lowenstein, jewelers 
of Memphis, Tenn., has been named presi- 
dent of the firm to succeed the late Joseph 
Perel. At the same time the board of 
directors promoted Philip Perel, secretary, 
and Russell Perel, both sons of the late 
Mr. Perel, to vice-presidencies. E. A. 
Pontius, a vice-president, was named secre- 
tary-treasurer. 

q Miss Joanne Hale recently opened a 
new costume jewelry and gift shop at the 
entrance of the Monteleone Hotel in New 
Orleans, La. 

4 Robert Flippin, prominent jeweler of 
Lynchburg, Va., has been named to the 
board of directors of the Lynchburg Retail 
Merchants Association. 

¢ George A. Siebert, president and general 
manager of Nelson Page, Inc., jewelers at 
235 N. Tryon St., Charlotte, N. C., has 
announced the election of Charles Green- 
man as vice-president of the firm. Mr. 
Greenman served as manager of a Char- 
lotte jewelry store for 11 years prior to 
becoming associated with Nelson Page 
last November. 

q A. L. Harrison, manager of Cole’s 
Jewelry Store, Hickory, N. C., has been 
elected vice-president of the Hickory Mer- 
chants Association. 

q Three promotions and the election of 
five new officers were announced February 
21 by Clifton M. Linz, president of Linz 
Brothers, jewelers of Dallas, Texas. Clar- 
ence Badt was promoted from secretary- 
treasurer to vice-president and assistant 
secretary. Carl Flaxman was elevated to 
secretary from assistant secretary and Guy 
Hirsch, formerly assistant treasurer, was 
promoted to treasurer. New vice-presidents 
named were Victor Brazzell, C. O. Girard, 
Joseph S. Linz and Gabe Weil. John 
Gardiner was made an assistant vice- 
president. Vice-president of the local firm 


is Asher M. Kahn. 
Baltimore-Washington News 


q The Horological Guild of Baltimore, of 
which Charles Noeth (Max Kohner, Inc.) 
is president, meets with monthly regularity 
at its usual meeting hall, 28 N. Liberty St. 
At a recent meeting a general discussion 
was held on repairing and servicing chrono- 
graph watches. As a further result of the 
meeting, all local watchmakers, whether 
members of the guild or not, will hence- 
forth be extended invitations to attend the 
regular monthly assemblies of the organ- 
ization. 

q Jacobi’s, the Baltimore jewelry firm 
which for 22 years was located at 219 N. 
Howard St., has moved to new and larger 
quarters at 19 N. Howard St. The estab- 
lishment is operated by Millard Jacobi and 
Arthur C. Heise, officers of the firm. 

q Bernard Burnstine, in charge of speakers 
and reception, and Ben Blanken, in charge 
of entertainment for the coming Tri-State 
Jewelers Convention, are completing plans 





> THE SOUTH 


for the coming event to be held May 3.4 

at the Shoreham Hotel in Washingtop 

D. C. William M. Wright of Silver Spring 

Md., is president of the association, and 

Abe C. Mayer of Washington, D. C,, jg 

general banquet chairman. 

q G. Norman Medigner of 206 W. Saratoga 

St., Baltimore, is recuperating from a re. 

cent illness. He is expected back on the 

job shortly. 

q Formal opening of the Engel-Pack Co, 

Inc., successors to J. Engel & Co. of Balti- 

more and Horace Pack Co. of Washington, 

was held at its main office, 20 Hopkins 

Place, Baltimore, on March 1 and 2, The 

firm has a branch in the Victor Building, 

724 9th St., N.W., Washington, D, ¢. 

Horace Pack is president of the organiza. 

tion and Jay G. Engel is chairman of the 

board. 

q Ed Podolsky of Leon Levi, Inc., jewelers 

at 316 W. Lexington St., Baltimore, js 
president of the Baltimore Jewelers Bowl- 
ing League. Other officers are August L. 
Beck, vice president, and Harry Bachman, 
secretary-treasurer. Also active on com: 
mittees are Lawrence Beck, John Evans, 
William Heyman and James Blucher. 

q Jack Horn is now associated with the 
downtown branch store of Kay Jewelry Co., 
7 W. Lexington St., Baltimore. 

q Max Kohner, Inc., wholesale jewelers of 
Baltimore, is planning to issue a new cata- 
logue for 1953-1954 for the use and con- 
venience of their many accounts. It is 
expected to be published and distributed 
before the fall buying season. The firm, 
which was established in 1865, is now in 
its 88th year of business. 

q Wolpe Jewelers, located in the shopping 
center at College Park, Md., have been 
appointed franchised dealers of Stiefl 
sterling silver. 

q Louis E. Nyberg of Carr Jewelers, 936 
F St., N.W., Washington, D. C., is now 
serving as editor of The Loupe News, 
oficial publication of the Greater Wash- 
ington Retail Jewelers Association. 

4 Ed Connell, manager of Bates Jewelry 
Co., 9th and F Sts., N.W., Washington, 
D. C., is back at work after a recent illness. 
q Monte Rosenheim of the Tiny Jewelry 
Box, 132714 G St., N.W., Washington, 
D. C., enjoyed an 18-day cruise to South 
America on the good ship Empress of 
Scotland. Stops were made at Kingston, 
Curacoa and other points of interest. 

q Jerry Livingston of Livingston’s, 1423 
H St., N.W., Washington, D. C., also visited 
in this area of South America but traveled 
instead by plane. 

q Arthur Kirby of Saunders & Son, 629 
King St., Alexandria, Va., vacationed in 
Florida during February. 

q McCormack Jewelers has moved to a 
new and larger location in Anandale, Va. 
q Payson Getz, who until recently served 
with the U. S. Army in Yokohama, has 
resumed management of the family store 
in Bel Air, Md. 
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Georgia's Governor and Atlanta's Mayor 
Are Guests at Two Jewelry Functions 





Atlanta's Mayor William B. Hartsfield 
(above) addresses a pre-luncheon meeting 
at the convention of the Georgia and South 
Carolina RJA's. Shown with him are James 
M. Rudder (extreme left), new president of 
the Georgia RJA; E. B. Sammons (second 
from right), retiring president, and Rudolph 
J. Ortmann (right), retiring president of the 
South Carolina RJA. RIGHT: Governor 
Herman Talmadge and his wife are shown 
being greeted at the banquet held during 
the jewelers’ convention. Shown, left to 
right, are: Phil Wolf, Governor Talmadge, 
Walter R. Thomas, Rudolph J. Ortmann, 
James M. Rudder and Mrs. Talmadge (on 
extreme right). 


Two of Georgia’s most prominent cit- 
zens, Governor Herman Talmadge and 
Atlanta’s Mayor William B. Hartsfield, 
were guests of honor at a jewelry show 
and jewelers’ convention held recently in 
Atlanta. 

Leaving his sick bed in order to attend, 
Governor Talmadge and his wife were 
accorded a cordial welcome at the conven- 
tion banquet of the Georgia and South 
Carolina Retail Jewelers Associations 
which was held February 16 at the Henry 
Grady Hotel. They were greeted in the 
hotel lobby by James M. Rudder, vice- 
president, South Atlantic Gulf Region, 
American National Retail Jewelers Asso- 
ciation; E. B. Sammons, retiring president 
of the Georgia RJA; Rudolph J. Ortmann, 
retiring president, South Carolina RJA; 
Phil Wolf, Southeastern representative for 
Speidel Corp., and Walter R. Thomas, who 
arranged their visit at the banquet. 

Also on hand to greet the Governor 
and his wife were Miss Atlanta and Miss 
Atlanta Cracker who presented Georgia’s 











first lady and her close friend, Miss Alta 
Peterson, with beautiful orchid corsages. 
The corsages and other orchids presented 
to each lady at the banquet were flown 
from Hawaii for the occasion by the 
Speidel Corp. 

As a token of their esteem, the jewelers 
presented Governor Talmadge with a 
handsome automatic watch and watchband. 
His wife was given a sterling salad set, 
a beautiful fitted handbag, and a match- 
ing necklace and earrings. 

Guest of honor at the Southern Jewelry 
Show on February 17 was Mayor William 
B. Hartsfield who examined merchandise 
on display at the Peachtree on Peachtree 
Hotel. During his visit he was presented 
with an attractive set of cuff links and, 
in turn, was asked to present gifts to 
Miss Atlanta and other models. 

After he completed his visit, the Mayor 
was then escorted to the Henry Grady 
Hote] where he addressed a pre-luncheon 
meeting at the convention of the Georgia 
and South Carolina RJA’s. 





Gerwe Brown at New Dallas Site 


The Dallas, Texas, branch office of the 
Gerwe Brown Co., wholesale jewelers of 
Cincinnati, Ohio, was moved recently from 
the Southland Life Building to new quar- 
ters at 1402 Industrial Blvd. 

_In its new location, the firm’s Dallas 
=— 


eS 
) REMEMBER 
“x 


Ais f O 


when in need of 
STOP WATCHES 

4 CHRONOGRAPHS 

"a ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20, N. Y. 





























FOR APRIL, 1953 


branch occupies a building with parking 
facilities in the front and rear for the 
convenience of customers. The new quarters 
are fully air-conditioned and feature a 
modern showroom. 





Syracuse Jewelers Elect Breh 


Walter C. Breh has been elected presi- 
dent of the Syracuse (N. Y.) Retail Jewel- 
ers Association, succeeding Thomas O. 
Murfitt. 

Other officers elected were: Walter K. 
Mintel, first vice president; Harold Green- 
stein, second vice president; Earl Roth, 
treasurer, and Eugene M. Murfitt, secretary. 
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Silver repairing, cleaning, lacquering, complete re- 
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q Ben Braude (Emil Braude & Sons) re- 
cently returned from a trip to Los Angeles 
with Mrs. Braude. The trip combined busi- 
ness and pleasure. Arnold Coeen, formerly 
manager of the company’s watch material 
supply department, is now working for 
Uncle Sam in the aircraft artillery branch 
of the army. 

q A. B. Levine (Bieler-Levine) returned 
from the Denver (Colo.) Jewelry Show 
with an enthusiastic report on the activities 
there. His company’s display there was 
considered so outstanding that it was 
written up by the Chamber of Commerce. 
A new representative to cover the Denver 
territory was announced, Budd Kalman, 
who took up his duties at the show. 

q Mr. & Mrs. G. H. Matson (Matson’s, 
Inc.) have just returned from a pleasant 
vacation trip to Pompano Beach in Florida. 
Even the long drive back was enjoyable 
they reported. 

q Swartchild & Co. recently announced 
development of a heavy liquid, luminous 
compound that will retain its consistency 
and remain in suspension, thus being suit- 
able for use in their “threadline applicator” 
tube. It is now as easy as using a fountain 
pen to touch up luminous dial figures or 
to fill in luminous hands where the radium 
compound has chipped out. 

q Recent additions to the sales force of 
Van Schyndle, Inc., are L. Thomas Collins 
who will cover Missouri, Richard Vaughn 
for Iowa, Kansas and Nebraska, and Ted 
Brauns whose territory is Minnesota. The 
company has added 900 square feet of 
stockroom space which will facilitate order 
filling and provide additional reserve stock- 
room facilities. 

q As B. A. Tucker of Handy & Harman 
returned from a showing in Kansas City, 
Mo., Ed Griffon was on his way to a show- 
ing in Milwaukee. The company’s film on 
the refining industry is certainly getting 
around the country. 

q Harry Pakula (Pakula & Co.) left for 
a buying trip to the New York and Provi- 
dence manufacturing areas. 

q Mr. & Mrs. J. T. Montgomery (M. A. 
Mead & Co.) have extended their vacation 
in Phoenix, Ariz. The latest report is that 
they will be motoring back around the 15th 
of April. 

q Don Juan Watch Bands are moving into 
larger quarters in the Heyworth Building. 
The shift isn’t very far, though, from room 
1108 to 1109, but it’s a move just the same. 
q Dave Newman, Frank Newburger and 
H. Paul Juergens have been elected to 
honorary membership in the Golden Roost- 
ers Club of Chicago. 

q H. Horwitz Co., diamond importers and 
manufacturing jewelers, has opened its 
new enlarged showroom and office on the 
eighth floor of the North American Build- 
ing, 36 South State St. 

q Edwin P. Schultz (James H. Napier & 
Co.) has returned from an extensive trip 
around his territory which sure does cover 


CHICAGO 


a big part of the map of the northwest, 
including as it does lowa, Minnesota, 
North and South Dakota and Wisconsin 
But, he says the long trek was worth the 
effort, because orders were forthcoming 
and the trip was a grand success, Verne 
Schlexer joined the company in February 
and his territory is plenty extensive, too, 
covering Chicago, Indiana, Kentucky, Mich. 
igan, Southeast Illinois and Ohio, 

q Irving Jensen (Jacoby-Bender, Ing,), 
whose condition has been followed closely 
by his many friends and associates in the 
jewelry industry since he was struck by a 
bus last August, has been transferred from 
St. Lukes Hospital to the Presbyterian 
Hospital. Irv has been having a real rough 
time of it. For a while his condition 
seemed so much improved that he was able 
to be sent home, but a relapse and com. 
plications made it necessary to hospitalize 
him again. His condition at the present 
writing remains unchanged, and it looks 
like a long pull ahead for Irv. 

q Mr. and Mrs. Mitchel J. Dimand (Gaines 
& Gaines, Inc.) have returned from a motor 
trip to Florida. In their wanderings they 
made a brief trip to the Virgin Islands, but 
not by car since it isn’t an amphibious 
model. Gaines & Gaines added Jack Wil- 
liams to their staff of representatives in 
February and he has been busy since then 
covering Michigan and Ohio with the line. 
4 J. J. Laks, general manager of Altheimer 
& Baer, Inc., 404 N. Wells St., Chicago, 
has been elected to the newly created office 
of vice president of the corporation. Mr. 
Laks started with the company as mer- 
chandise manager in 1945 and was made 
general manager in 1946. 





Golden Roosters Set Date 
For Annual Summer Outing 


The annual summer outing and initiation 
of the Golden Roosters of Chicago will be 
held this year at the popular Sportsman 
Country Club, located on Dundee Road 
between Waukegan Road and Milwaukee 
Avenue, Northbrook, Ill. The date: Tues 
day, June 23. 

The Sportsman layout is ideal for an 
outing such as the Rooster affair. Excel: 
lent clubhouse facilities, two eighteen-hole 
golf courses, and a driving range should 
meet the requirements of all Roosters look- 
ing forward to a full day of fun. 
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Golden Roosters Hold Festive Dinner-Dance 





New officers of the Golden Roosters of Chicago are shown here with committee members 

who handled arrangements for that organization's annual dinner-dance. Seated, left to 

right, are: George Mason, scratcher; Robert Lieberman, chanticleer; Vincent J. Newman, 

out-going chanticleer, and Warren K. Hendriks, keeper-of-the-nestegg. Members of the 

entertainment committee standing in the rear are, left to right: Ray Zelke, Herman Kramer, 

A. C. Wilson, and co-chairman Alvin L. Lauschke. The other co-chairman of the committee, 
Rudy Samuels, was not available when this photo was taken. 


Some 325 members, guests and their 
ladies gathered on February 14 for the 
formal dinner-dance of the Golden Roosters 
of Chicago which was held in the Gold 
Room of the Congress Hotel. 

The Entertainment Committee, headed 
by co-chairmen Al Lauschke and Rudy 
Samuels, rate plenty of orchids for an 
outstanding job. Carrying out the Valen- 
tine Day motif, the room was decorated 
with hearts, red balloons, and red roosters 
in keeping with the organization theme. 
While the Roosters are known as “Fine 
Feathers of the Jewelry Trade,” their at- 
tractively gowned and jewelled ladies more 
than made the phrase ring true. 

Souvenir of the evening for the ladies 
was a handsome mesh evening bag by 
Whiting & Davis. Outstanding as this was, 
the committee supplied a bonus gift in the 
form of a copper plated wall plaque of a 
very proud looking golden rooster. 

Danceable music and a floor show featur- 
ing several good acts provided the formal 
entertainment, with the fine male quintette, 
“The White Guards,” scoring a big hit 
with the audience. All Rooster affairs are 
noted for an abundance of informal enter- 





tainment supplied by the members, and 
this party was no exception. 

During the evening outgoing Chanticleer 
Vincent J. Newman read several wires from 
members unable to attend, and presented 
a check for $2000 to Dick Maske of the 
Division Street YMCA, for that organiza- 
tion’s summer camp fund. This very worthy 
cause, which enables undeprivileged boys 
to spend a week in the country, has been 
a pet project of the Golden Roosters for 
many years, and members are happy in 
the knowledge that their personal contribu- 
tion enables some boy to enjoy the 
pleasures of summer camp. 

Mr. Newman introduced the new Chanti- 
cleer, Robert Lieberman (Stein & Ellbogen 
Co.), who spoke briefly, and presented his 
fellow officers, Warren K. Hendriks (Evans 
Case Co.) , keeper-of-the-nestegg, and George 
Mason (McGreevy-Mason), scratcher. As 
usual, the affairs of the Roosters remain 
in good and capable hands. 

All who attended agreed that it was a 
wonderful evening and that the officers and 
committees who worked so hard to make 
it possible are to be congratulated. 





Talk by Leading Sportscaster 
Highlights CJA Meeting 


The Chicago Jewelers Association held 
its regular monthly meeting on February 19 
in the Illinois Room of the Palmer House. 

After a delicious lunch, members were 
privileged to hear a very interesting talk 
by Tom Duggan, controversial sportscaster, 
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well known to radio and television fans 
in the Chicago area. Duggan gave the 
audience a good behind-the-scenes look 
at the sports world in general, and an- 
swered questions in his usual direct-from- 
the-shoulder manner after his talk was 
concluded. 

Duggan’s amusing and personable style, 
plus his great knowledge of sports and 
prominent sports figures, made his talk 
one of the most enjoyable of recent 
luncheon meetings. 





Utica Store at New Site 


Freeman’s Jewelers have moved to a 
new location at 128 Genesee St., Utica, 
N. Y. The store was located at 104 Liberty 
St. for the past 25 years. 
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¢ Local wholesalers and manufacturers re- 
port a continuance of the unexpectedly 
large volume of business recorded during 
the first two months of this year, and it 
appears that retail jewelry sales for the 
upcoming Mother’s Day observance and 
spring school graduations will exceed all 
previous records. Manufacturers are very 
busy filling special orders, which continue 
to be received in such large volume as to 
require overtime work in a number of 
plants. 

@ The S. Silverman Co., Inc., is now 
located at 809 Walnut St., where three 
times the floor space in the former location 
is available for a large and attractive dis- 
play room, which fronts private offices and 
several thousand square feet for stock 
storage. A new salesman is H. D. Leonard, 
who is covering the Kentucky and Ten- 
nessee territory. 

q The Haberman Sales Co., wholesalers at 
104 W. Fourth St., have doubled their 
space by moving to another location in the 
same building. Here, it is possible to set 
up better merchandise displays and more 
conveniently handle the increasing volume 
of business. 

q Lind Jewelry Co., Inc., manufacturers, 
have moved to 229 E. Sixth St., where 
considerably more space is available for 
their operations. 

4 Clarence Loeb of Litwin & Sons, Inc., 
114 W. Sixth St., who attended the meeting 
of the Illinois Retail Jewelers Association 
in Springfield on March 1, reported it was 
an unusually interesting session, and that 
some of the retailers in attendance found 
it difficult to drive home because of a 
snow storm. Harry Stout, widely known 
retailer in Springfield, who has been ill 
for some time, was warmly greeted at the 
meeting. 

q Alfred Verran was elected president of 
the Ten-Year Club of the Gruen Watch 
Co. at a recent dinner meeting in Hotel 
Netherland Plaza. Other new officers are: 
Vice president, Mabel Detzel; secretary, 
Viola Anderson, and _ treasurer, Mary 
Schaurer. Fifteen new members were 
admitted at the meeting, to bring the club 
membership to more than 100. 

q Charles E. Richter, retailer at Sixth and 
Main Sts., has had printed one thousand 
copies of a booklet, “Psychology in Police 
Work,” by Capt. Raymond E. Clift, director 
of the Cincinnati Police Academy, for free 
distribution to police and other law en- 
forcement officers in this area. This is the 
seventh such booklet that Richter has 
had printed. 

q A burglar who left bloody fingerprints 
on all the cases and two safes in the retail 
store of Sheldon Burns in nearby Hamilton, 
Ohio, escaped with jewelry valued at more 
than $6,000. The thief evidently cut his 
hands when breaking the glass front door 
of the store. 

q John A. Gerwe, Sr., of the Gerwe Brown 


Co., wholesalers at 817 Main St., was con- 
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valescing at his home, following an opera. 
tion. George brown of the same firm 
attended the recent Gift Show in Dallas 
Texas, and then met his wife in Florida 
for a vacation. 

4 Nate Levy, retailer in Lima, Ohio, visiteg 
business triends here while enroute to 
Florida for a vacation. James Brown 
retailer in Sullivan, Ind., also was in 
Florida recently. 

q Jacob Litwin of Litwin & Sons, Ine. 
returned recently from Florida, where he 
visited with his father, Akin Litwin, head 
of the firm. The elder Mr. Litwin was re. 
ported in good health, considering his age, 
q Three trays containing 348 rings, valued 
at about $50,000, were stolen from the car 
of Floyd Dellen, salesman for the Schumer 
Brothers Co., manufacturers at 5 E. Third 
St., while the car was parked on a Dan. 
ville, Ill., street. 

q Ralph FE. Goebel, wholesaler jn the 
Provident Bank Building, has been handi. 
capped by a splintered bone in the heel 
of his right foot, which resulted from an 
accident while working on his farm. 

q Recent business trips were made by 
L. B. Goodman of the I. B. Goodman 
Mfg. Co., 205 W. Fourth St., to New York, 
Washington, D. C., and then to Texas 
points; A. F. Gebhardt and Robert Faigle 
of Faigle Brothers, manufacturers, 528 
Walnut St.; Larry F. Rohan and Allan 
Jay of A. R. Jester, manufacturer, 505 
Elm St.; Norman Rosfelder and Robert 
Stocker of Rosfelder Brothers & Co., manu- 
facturers, 413 Race St.; John Schira, Jr, 
of Schira Brothers, manufacturers, 530 
Walnut St., and Joseph Faigle & Joseph 
Faigle, Jr., of Joseph Faigle and Sons, 
manufacturers, 2219 Quebec Road. 

q After serving with the armed forces for 
nearly two years, Thomas Inderhees has 
returned to the I. B. Goodman Mfg. Co. 
as assistant to the plant superintendent. 
q Edward Rohs of Rohs & Miller, manu 
facturers at 534 Vine St., is displaying an 
eight-pound bone fish, which he caught 
while on a Florida vacation, and has had 
it mounted. 

4 Edward Roetker, a jeweler for a number 
of years with Schira Brothers, manufac- 
turers, is now a partner with his brother 
in a retail jewelry business in suburban 
Latonia, Ky. 

4 George Kleier, retailer in suburban 
Cheviot, Ohio, entertained several whole 
sale jewelers and salesmen at a recent 
dinner meeting in the church of which he 
is a member. 

q Raymond Goodman, manufacturer in 
Indianapolis, Ind., and a brother of L. B. 
Goodman, local manufacturer, was married 
on March 22. 

q For the first time in many years, Mr. 
and Mrs. Walter Wiandt, retailers in Terre 
Haute, Ind., took time off recently for 4 
vacation in New York City. 

4 Miller Brothers Watch Strap Mfg. ©o. 
817 Main St., have published their 1953 


THE JEWELERS’ CIRCULAR-KEYSTONE 








rice lists in loose-leaf form and enclosed 
- , cardboard folder. 





ETC Sets Date for Hearing 
On Costume Jewelry Rules 


The Federal Trade Commission an- 
nounced March 24 that a second session 
of a trade practice conference for the 
Costume Jewelry Industry is to be held 
in the Sheraton-Biltmore Hotel, Providence, 
R. IL. on Thursday, April 16. 

All persons, firms and corporations en- 
gaged in the production, distribution or 
marketing of costume jewelry are consid- 
ered members of the industry and are in- 
vited to participate in the conference. This 
session 1S a continuation of the conference 
begun in New York on October 9, 1952. 

Industry members and industry associa- 
tions have already submitted a number of 
proposals for consideration and discussion 
and other proposals are expected to be 
submitted at the April 16 meeting. 





Schwab Honors Three Employees 
At 75th Anniversary Banquet 
Employees of A. G. Schwab & Sons, Inc., 


wholesale jewelers of Cincinnati, Ohio, 
celebrated the 75th anniversary of the 
founding of the firm Saturday, February 7, 
with a banquet at the Terrace Plaza Hotel. 
Herbert G. Schwab, vice president, served 
as toastmaster. 

Presentations of diamond and gold en- 
graved watches were made by Julian G. 
Schwab, president. to three of the firm’s 





employees with longest service records. 
Honored for their long service with the 
firm were Miss Lillian Pendergast, a vet- 
eran employee with 46 years service; Miss 
Loretta Brandstetter, with 26 years service, 
and Frank List, 24 years. 








Julian G. Schwab (right), president of 
A. G. Schwab & Sons, Inc., presents an en- 
graved diamond watch to Miss Lillian 
Pendergast in recognition of her 46th year 
with the company. Looking on are Miss 
Loretta Brandstetter, a veteran of 26 years, 
and Frank List, 24 years, who also received 
watches. 


Following the presentation, Mr. Schwab 
recounted the early history and growth 
of the company, citing its expansion from 
a one-man organization in 1878 to its 
present operations servicing hundreds of 
franchised dealers in 14 states. 

Others who spoke briefly included Louis 
Lange, treasurer, James G. Heldman and 
Harold Hagedorn, directors, and Leonard 
M. Sive, advertising counsel. 











Expanded advertising and promotional plans were outlined recently by Bruner-Ritter, Inc., 
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at the first convention of its newly organized sales force. Shown seated here, left to right, 
are: Max Matsil, Arthur Bernard, Robert B. Ritter, Edith M. Schein, Marvin J. Bruner, Royal 
C. Linthicum anl Arthur Wengrow. Standing, left to right, are: Frank Donovan, Tom W. 
Penman, Albert Walden, Marc Seldowitz, W. A. Lyday, Jr., Walter R. Hand, John M. 
Harris, Herbert Sommer, Leonard Ross, Harry O. Ferester, Stanley Myers and Ben J. Gershey. 


Bruner-Ritter, Inc., makers of Bretton 
Watchbands, has held the first sales con- 
vention for its newly organized sales force, 
it was announced recently by Marvin J. 
Bruner, vice president in charge of sales. 

Bretton’s reasons for going direct were 
outlined in detail for the new men. These 
included, Mr. Bruner stated, ability to 
service the jeweler better and faster, avail- 
ability of a higher mark-up, price-fixed 
protection, faster turnover, coordinated 
promotions and other direct benefits. 

Plans for an expanded sales drive were 
keyed to the first of a series of full-color, 
full-page ads scheduled for Life magazine. 
The first ad will feature the Bretton Night- 
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Time Stand, an unusual package idea 
with a_ practical take-home use which 
Bretton will offer free of cost with each 
deluxe watchband. 

Saul Ritter, president, pointed out that 
the line is sparked with new styles and 
new merchandising ideas. It was an- 
nounced at the sales meeting that Bretton 
had created a completely new service and 
repair department, streamlined to provide 
quick and efficient service for Bretton 
jewelers. 

Point-of-sale displays form an important 
part of the new Bretton direct to re- 
tailer policy. News of these displays will 
be released at a later date. 
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W ATCHMAKERS 
INSTRUMENT MAKERS 


JEWELERS = 


ENGRAVERS e 


Don't Lose a Single Repair Order 


especially for complicated and antique watches/clocks 


OUR TRADE REPAIR DEPARTMENT 


will handle ALL Watches, Clocks, Jewelry, 
Pearl Necklaces, Special Order Work in an 
EFFICIENT, FAST, and INEXPENSIVE way. 
Request Trade Price List and FREE Shipping 
Labels! 

We Carry ALL WATCHES, CLOCKS, ATTACHMENTS, 
ALL IMPORTED CLOCK MOVEMENTS, TOOLS, MA- 
TERIALS, BOOKS in your field. Specify your 

requirements for FREE catalog! 

JUST OUT: Powdered-Dry SILVER CLEANER & 
Tarnish Remover (also for copper, brass, and 
gold). No Rubbing! No Polishing! Inquire! 


QUICK MAIL ORDER SERVICE 


MODERN TECHNICAL SUPPLY CO. 
Member of Jewelers’ Board of Trade 
Dept. 4-JCK, 55 West 42nd St., New York 36 
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NEW CENTRAL 
LOCATION 


in the Metropolitan Building 
to better serve you. 


WALLACH JEWELRY 
MANUFACTURING CO. 


NEW ADDRESS: 
315 W. 5th STREET 


LOS ANGELES 13, CALIF. 
formerly at 213 S. Broadway, Los Angeles 








Specialists in 
gold and platinum mountings. 











Will they remember YOU 
on FATHER'S DAY? 


Here's an ideal gift offer: 
In Sterling —St. Chris- 
topher Cuff Links, $7.50 
(K) ... St. Christopher 
Tie Clasp, $4.50 (K). 
Sculptured by WESTON, 
meeting ecclesiastical re- 
quirements, these are 
Yip part of a fast-moving 
line of RELIGIOUS MEDALS in Sterling, G.P. 
on Sterling, 14K Gold, priced from $1.50 to 
$100, Keystone. 
Order Father's Day items, request free 
price list TODAY! 


The BROTHERS CoO. 


2412 W. 7th St., Los Angeles 5, Calif. 














N 7 
Chatham Emeralds 


REG. U. S. PAT OFF. 
The ONLY MAN-MADE EMERALDS 
AVAILABLE IN THE WORLD 
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ANNIVERSARY 
IN THE | 
GEM TRADE 


. Widess & : Sons 
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MADDOCh & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 
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q Young Frank Robinson, 28, of Pasadena, 
has been appointed to the post of executive 
secretary of the California Retail Jewelers 
Association. Replacing Bill Erb, recently 
resigned from the post, Robinson took 
over his new duties in the San Fancisco 
headquarters of the organization on Feb- 
ruary 15th. He was formerly with the 
Pasadena Retail Merchant’s Association 
for more than three years. 

q Russell and Ford Race, formerly of 
Detroit, Mich., have purchased the Little 
Jewelry Shoppe at 461 N. Canon Drive 
in Beverly Hills. The store has been com- 
pletely remodeled. 

q Edward Dominik, manufacturer and 
wholesaler of fine jewelry, is now located 
in new quarters at 220 W. Sth St., Los 
Angeles. 

q All dies and models of the Myro Ring 
Manufacturing Co. of Los Angeles have 
been purchased by Al Schwartz. The firm’s 
name has been changed to Al Schwartz 
Co., with offices at 220 W. 5th St., Los 
Angeles. He will continue the previous 
business of making a complete line of 
men’s mountings, emblem rings and fancy 
stone rings for women. 

q Charles M. Isaac, executive vice presi- 
dent of the American National Retail 
Jewelers Association, addressed a meeting 
of Los Angeles retail jewelers at the Bilt- 
more Hotel on February 16th. Among the 
many things discussed at the meeting were 
the excise tax, platinum, the diversion of 
fine jewelry business, removal of controls 
on watches and clocks, Fair Trade, parcel 
post restrictions and membership dues. 
Mr. Isaac’s talk was followed by an 
around-the-table discussion in which all 
attending members participated. 

q Normandie Sales Co., wholesalers of 
jewelry, silverware, clocks and appliances, 
have moved into their new salesrooms at 
419 S. Los Angeles St. in Los Angeles. 
Their former address was 338 E. 4th St. 

q The Janmar Co., wholesale jewelers and 
watch material suppliers of 507 Granger 
Bldg., San Diego, is now owned solely 
by Sid Goldstein. 

q William H. Rutledge, for the past seven 
years watchmaker for Hart’s Jewelers in 
Alhambra, has bought the jewelry store 
at 272 S. San Gabriel Blvd., San Gabriel, 
Calif., from E. J. Collord. Mr. Rutledge 
has changed the name of the store tO 
William H. Rutledge, Jeweler. 


q Walter C. Dorrer, of Higbee & Dorrer, 
Los Angeles wholesale jewelers, left Los 
Angeles on March 5th for a three-month 
around-the-world cruise. Combining busi- 
ness with pleasure, Mr. Dorrer not only 
intends to see the sights, but to buy 
precious stones all over the world. His 
itinerary includes Hawaii, Wake Island, 
Japan, Hong Kong, the Philippines, 
Australia, Jakarta, Bali, Siam, Singapore, 
India, Egypt, Israel, Jerusalem, Turkey, 


WEST COAST 








Tiel 


Greece, Italy and France. Mr Dorrer 
expects to return to Los Angeles abou 


June 5th. 


q It seems that the jewelry folks are pretty 
much running the Los Angeles Rotary 
Club these days. Durward Howes, of 
B. D. Howes and Son, is past president 
and very active in the group. This year’s 
president is H. B. Kirk, of the Kirk Dial 
Corp. in Beverly Hills, and E. Reynolds 
Butler of E. W. Reynolds Co. is vice presi. 
dent. Kirk has been in his present bysj. 
ness since 1926, and has been active jp 
Rotary since 1933. 

q Frazier’s Jewelery Store at 1433 Bur. 
lingame Ave., Burlingame, Calif., changed 
hands vesuniie. The new owner is Dayid 
Klor, who purchased the store from Elie 
Martin. 

q Lee S. Phillips, who has been associated 
with the jewelry industry for more than 
40 years, has recently opened his own shop 
in the Howard Building in San Francisco 
where he will feature diamond setting 
for the trade. 





‘Synthetics’ is Main Topic 
At Meeting of AGS Guild 


The impact of synthetics on the jewelry 
industry was discussed with considerable 
interest at a recent dinner meeting of the 
Southern California Guild of the American 
Gem Society which was held at the Los 
Angeles Athletic Club. 

Introduced by gem consultant Kenneth 
McKenzie, Dr. C. D. Woodhouse, professor 
of mineralogy and geology at the Univer- 
sity of California, spoke on the subject of 
“Manufactured Stones and Their Impact 
on Trends in the Jewelry Industry.” 

Dr. Woodhouse discussed the various 
methods of producing synthetic and arti- 
ficial stones, and of treating natural gems 
to improve their appearance and apparent 
value. He also went into considerable 
detail on methods of identifying these 
stones as opposed to true gemstones. 





E. W. Reynolds Co. Opens 
New Los Angeles Warehouse 


The new warehouse of E. W. Reynolds 
Co. at 2928 Leonis Blvd. in the Vernon 
section of Los Angeles has been com: 
pleted, and orders are being filled and 
shipped the day they are received. 

Designed to be adjacent to the major 
centers of population of Southern Cali- 
fornia and convenient for car loading track- 
age, the Vernon warehouse is convenient 
to Long Beach, Huntington Park, Alham- 
bra, Pasadena, the new industrial centers 
of Downey, Norwalk, and the rural areas 
of Orange County. 

The building is finished in new tapestry 
brick, green stucco, and redwood beam, 
fronted with attractive planters on each 
side of the entrance. Warehouse manager 
is Jack Tierney. 
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tion and Wisconsin Retail Jewelers Asso- 
ciation, Joint Convention, Northland Hotel, 
Green Bay, Wis. 
3-17—Jewelry Marketing Week, Shera- 
ton-Biltmore Hotel, Providence, R. I. = 
9-11—Louisiana Horological Association, Be iin ease 
Annual Convention, Heidelberg Hotel, a Hay iland 
Baton Rouge, La. mY >) 
10-22—The Costume Jewelry Manufac- cg ( ‘hin 7 
turers Association of New York, First - ¥ 
Semi-Annual Market, Hotel Martinique, 
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ciation, 47th Annual | Convention, Hotel tel New Yorker, N. Y. 
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12-14—Minnesota Retail Jewelers Asso- June WHEN re 
ciation, Annual Convention and Seventh 4-5—National Wholesale Jewelers Asso- << MADE IN §}  . _ igutlam J} 
Annual Northwest Jewelry Trade Show, ciation, Annual Convention, Ritz-Carlton “= AMERICA 
Nicollet Hotel, Minneapolis, Minn. Hotel, Atlantic City, N. J. 
12-15—Northwest Gift, Art & House- 8-9—Watch Material Distributors Asso- : 
wares Show, Radisson Hotel, Minneapolis, ciation of America, Seventh Annual Meet- 2 
Minn. ing, Ritz-Carlton Hotel, Atlantic City, N. J. ae 
19-20—Pennsylvania Retail Jewelers As- 13—Maiden Lane Outing Club, Annual a 
sociation, Annual Convention, Berkshire Summer Outing, Green’s Hotel, Pleasant- “a 
Hotel, Reading, Pa. dale, N. J. Pen oa si 
19-21—California Retail Jewelers Asso- 23—Golden Roosters of Chicago, Annual FRANCE 5 
ciation, Annual Convention, St. Francis Summer Outing, Sportsman Country Club, e 
Hotel, San Francisco, Calif. Northbrook, III. = 
19-22—Pittsburgh Gift Show, Hotel Wil- 28-29—New Hampshire Retail Jewelers ] d & ( ° ss 
liam Penn, Pittsburgh, Pa. Association, Annual Convention, Went- er-9- af oe ie oe de = 
25—Diamond Peacock Club, Annual | worth-by-the-Sea, Portsmouth, N. H. 270 PARK AVE., NEW YORK 17, N. Y. ‘A 
Dinner-Dance, Hotel Somerset, Boston, ta | x 
. uly : ao <a 
= 19-24—National China, Glass and Pottery , *Reg. U.S. Pat. Off. ventas Seat . 
May Show, Hotel New Yorker, New York. ee | : es 
3-4—Maryland-Delaware-District of Co- 26-30—National Jewelers Associa- 
lumbia Jewelers Association, 39th Annual tion, Annual Convention and National 
Convention, Shoreham Hotel, Washington, Jewelry Fair, Conrad Hilton Hotel GEO BORGFELDT 
D. C. (formerly The Stevens), Chicago, III. | CORPOR ATION 
3-5—Florida Retail Jewelers Association, 26-31—California Gift Show, Brack 44.60 E. 23rd St.. New York 10. N. ¥ 
Annual Convention, Soreno Hotel, St. Shops, Merchandise Mart, Alexandria and ; “Ta. ch 7.0400 . ec 
Petersburg, Fla. Biltmore Hotels and Individual Showrooms, CHINA @ GLASS @ #£TABLEWARE 
3-5—New York State Retail Jewelers Los Angeles, Calif. EARTHENWARE © GIFT and ARTWARES 
Association, Annual Convention, Utica Ho- Bemeie an Hage 
tel, Utica, N. Y. _ August 
3-—Virginia- North Carolina Retail 9-13 — American National Retail 





Jewelers Joint Convention, Hotel Natural Jewelers Association, Annual Conven- 
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Hotel, New York. IMPORTS—from Sweden—Stemware, Vases, Bowls 


AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 


3-5—Wisconsin Watchmakers Associa- 






































FINE ENGLISH 
TABLEWARE 





ERNEST L. 


WEDGWOCOD ROSENTHAL 


Bone China Dinnerware, Queen's Ware Send for illustrated pamphlets 
Jasper and Black Basalt cee A © = MIDHURST IMPORTING CORP. 
Trade-Mark WEDGWOOD Henry Davidson, president and founder 129 FIFTH AVENUE, NEW YORK 3, N. Y. 


~ Importers of R. F. BRODEGAARD & CO., Inc. 
y enon =e Third 225 FIFTH AVENUE NEW YORK 10, N. Y. 
EARTHENWARE Generation 
FONDEVILLE &£ CO .. INC, some _——— 
149 Fifth Ave. at. aohlew York 10, N. Y. Firm Hogi ri pn nihs 


























JOSIAH WEDGWOOD & SONS, INC. of Davidson & Sons Jewelry Co., Inc., 
24 East 54th Street New York City announced recently that his grandson, 
ae Ernest L. Rosenthal, is now associated 
with the firm. This marks the third CORATI 
EDWARD BOOTE, INC. generation now active with this 59-year-old es 
35 & 37 W. 23rd St., New York, N. Y. firm which manufactures Dason stone-set : 
and diamond rings. ae 
Vet. ORegen 5-1928 Mr. Rosenthal, who will occupy an 
ROYAL CROWN DERBY CHINA executive post with the Davidson firm 225 Fifth Avenue, New Yerk : ey 
WOOD & SONS DINNERWARE was, for the past 14 years, Middle Atlantic erchandise Mort, Chicago NOVELTIES 








representative for Wyler Watch Agency. 
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EGULATING PENDULUM — The enclosed list of 
rates shows timekeeping of a 3-tube mercury pendu- 
lum regulator, in variations of temperature. In general, 


the clock gains in rising temperature, and vice-versa. 
What can be done to correct this? (Question No. 6241) 
¥. 5S. 


A nswer—tThe variation in rates'stated in your letter 
indicates that the pendulum is in the condition known as 
“overcompensated,” because there is evidently too much 
height of mercury “overall” in the jars, the rise of 
which, in heat, has the effect of making the pendulum too 
short—hence the gain in time. The adjustment then is to 
remove some of the mercury. This may be done with any 
kind of syringe that can be conveniently inserted. Then 
raise the pendulum by the regulating nut, since removing 
mercury will make the rate slower. How much mercury 
to remove cannot be determined in any way than by 
experiment; the right amount will be proved by the rates 
becoming uniform, whether in heat or cold. 


WISS TERMS—Would like to have explanation of 

three terms used in Swiss horological publications: 
(1) “Ancre”; (2) “Acier coude”; (3) “Integral.” 
(Question No. 6242) E. T. 


Answer—(1) “Ancre” escapement is the standard 
type of watch escapement known in America and England 
as the lever escapement, distinguished from the detent 
escapement used in marine and pocket chronometers. 

(2) “Acien coude” refers to a hairspring made of cru- 
cible carbon steel, and formed with a Breguet overcoil. 
“‘Acier’” means steel, but in this case it is understood with 
the special meaning that the material is plain carbon 
steel instead of any of the special alloy steels such as 
“elinvar” that are sometimes used in_hairsprings. 
“Coude” distinguishes hairsprings with overcoiled outer 
terminals from flat hairsprings. 

(3) An “Integral” balance is one made of one kind of 
metal throughout, thus different from the “cut compensa- 
tion” balance made of brass and steel. A more recent 


210 





WORKSHOp 
QUESTIONS 
AND 
ANSWERS 








word used to describe integral balances is “monometal- 
lic.” The latter is used applying to integral balances jn 
watches produced in quantity and of anything from cheap 
up to very good commercial grades. These balances are al. 
ways used with hairsprings made of “elinvar” or other spe- 
cial alloy steel. This combination results in a reduction 
of the “middle temperature error,” which is a gain in 
rate between the two extreme temperatures to which 
watches may be adjusted. Integral balances in very fine 
Swiss watches are generally made of “invar” steel, and 
have on them an auxiliary compensation to take care of 
the very slight need for adjustment to temperatures. 
This is a factor in watches for observatory contests, in 
which the slightest superiority in timekeeping may mean 
a victory for the maker of the watch. 


IL DRYING—What is the cause when some watches 
come back a few days after being returned to cus- 
tomers, after having been cleaned and oiled, when we 


find the pivots absolutely dry and seemingly no oil 
whatever in the holes? (Question No. 6243) D. A. 


Answer—tThe problem stated, that after oiling and 
delivering, some watches come back in a few days abso- 
lutely dry is most unusual. In order to have a try at 
solving it we should need much more information of a 
“background” nature than your letter gives us. Please 
write again, and explain as fully as possible, all such 
things as (1) what kind of solutions you use in your 
cleaning machine; (2) what brand of oil you use; (3) 
to what extent do you disassemble the watches before 
placing the parts in the cleaning machine; (4) how do 
you judge or regulate the amount of oil you apply to 
(a) train-pivots, (b) balance pivots, (c) pallet stones: 
and with what tool do you apply the oil? Also, does the 
trouble referred to appear in watches on which your 
job is to clean them only, or in watches on which you 
have made repairs, and what kinds of repairs? 

What we need, of course, is a written statement that 
would come as nearly as possible to giving us as clear 
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THAT IS WHY= 


more WatchMasters have been sold 
and are being sold than all other 
watch-timing machines in the World, 
combined. There must be a reason. 


There is, It’s the BEST. 





Try it at your own bench on 
watches that you have repaired. 
Observe the type of record for 
any watch ailment. Examine 
the WatchMaster thoroughly 
for its mechanical excellency. 
Know why the WatchMaster 
is the Biggest Value in the 
long run, 


AMERICAN TIME PRODUCTS, INC. 
580 Fifth Avenue, New York 36, N. Y. 
Gentlemen: 
Without obligation, please give me a WatchMaster 
demonstration at my bench. 





Name 





Company_ 
Street_ 
City State 
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an idea of the conditions affecting your problem, as if we 
were right with you seeing how you clean and oil your 
watches. 


war BEAT—Please explain what 5, 542, and 6 
beat watches are. This terminology is used in 
Paulson’s instructions for their timing machine. (Ques- 
tion No. 6244) T. I. 


Answer—tThe figures in each case refer to the num- 
ber of beats per second made by a watch. Since there are 
3600 seconds in an hour, the above watches would pro- 
duce respectively 18,000; 19,800 and 21,600 beats per 
hour. In other words, they would be watches with an 
“18,000 train,” a “19,800 train,’ and a “21,600 train” — 
watches in which trains of wheels and pinions are calcu- 
lated to have the center wheel, hence the center post on 
which is the minute hand, make exactly one turn while 
the balance makes the number of beats stated for each 
train. 


ITTING SCREWS—I have for repair a high grade 
Swiss pocket watch with two pair of meantime screws 

in the balance. These screws are a trifle too loose for 
safety. How can I tighten them? Would like to use the 
original screws if possible. (Question No. 6245) L. M. N. 


A nswer-—lf there would be a great deal of play in the 
fit of these screws, the obviously correct procedure would 
be to make new screws to fit with just the right amount 
of friction to keep them in place after turning them for 
regulation. If, however, the screws are only slightly 
loose, you may be able to correct the fault by gold-plating 
them, which may increase the dimensions of the threads 
sufficiently to give them secure friction for holding them 
in place. 


V ORGEHEN—On the pendulum-screw of a foreign- 

made clock, there are arrows pointing in opposite 
directions, and the letters “V” and “N” stamped respec- 
tively at arrows. What do the letters mean? (Question 


No. 6246) D. G. 


Answer—tThe V stands for “Vorgehen” which means 
“faster”; the N for “nachgehen” which means “slower.” 
Moving the regulator in the directions indicated by the 
arrows and these letters will accomplish results according- 


ly. 


NCREASING CLOCK RUN—A clock we have just 

repaired now keeps good time, but it will run only 
five days, whereas our customer wants it to run eight days. 
The clock is an old one with wooden works. It is four 
feet from bottom of the board that supports the movement 
in the case to the floor. When the barrel is wound full of 
cord, the clock runs five days, at the end of which time 
the barrel is clear of cord and the weight is resting on 
the floor. We naturally thought of winding an extra layer 
of cord over the first one on the barrel but that would 
do no good because the weights would stop the clock in 
five days by coming to the flcor. Is there any way to 
alter any parts of this clock to make it run seven or eight 


days? (Question No. 6247) S. G. 


Answer—Three ways are possible to increase the 
number of days the clock will run; an additional wheel 
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and pinion introduced into the train; an addition to the 
height of the case, together with an extra partial layer 
of cord wound on the barrel; or a “block and tackle” 
for the cord to pass over, with sufficient addition to the 
weight to drive the clock. The first suggestion would be 
dificult to carry out; the second one might be objec- 
tionable as spoiling the design of the case; but the third 
suggestion would neither alter the case, nor be difficult to 
use. In this, the principle involved is that a heavier 
weight, traveling a shorter distance, would have the same 
mechanical effect on the movement as the present lighter 
weight traveling a longer distance. If you cannot buy a 
suitable set of pulleys from your local hardware dealer, 
either out of his stock or on special order, you could no 
doubt buy pulleys separately from your clock material 
house, and mount them in block-housings made of sheet 
brass. Perhaps you could contrive the housings and 
axles from some old clock parts from your junk-pile, such 
as most repair shops have on hand. Pulleys could also 
be made by sawing discs out of thick sheet metal, cement. 
ing them on a flat-faced cement brass in your lathe and 
turning the grooves in the edges with a hand graver; or a 
machinist could make pulleys at moderate expense. 


— PRICES—Where can I get a book with 
prices of different ebauches of Swiss watches, and 
allowances on each to make in selling new watches? 
Also, who could I write to, to sell improvements in self. 


winding watches, that I have invented? (Question No. 
6248) M. V. 


Answer—tThere are books that systematically list, 
describe and illustrate the different Swiss watches, based 
on ebauche model numbers and manufacturers’ trade- 
marks, but none of these includes prices of movements 
nor anything like suggested allowances to make on these 
different watches as an offset to the selling price of new 
watches. For information about such books as you could 
obtain, we suggest that you write to The Watchmakers 
of Switzerland Information Center Inc., 730 Fifth Avenue, 
New York 19, N. Y. 

Answering your question about to whom you should 
write to offer your ideas of improvements in the design 
of automatic winding watch mechanisms, we suggest 
writing to any or all of the manufacturers who are now 
advertising as part of their lines of products, these auto- 
matic-winding watches. You would, of course, have to 
have either a model of your idea of mechanism or clear 
drawings showing the idea definitely, in order to get any 
response from firms you would write to. 


EMOVING HAIRSPRING—What is the correct way 

to remove hairspring from between regulator-pins 
in Swiss watches that have one thin straight pin, the other 
one being thick, with the free end bent at right-angle? 
(Question No. 6249) H. G. B. 

Answer—As to the best way to remove hairsprings 
from between the regulator pins in Swiss watches which 
have one thin straight pin, the other one being thick, 
grasp the thick pin with a strong, blunt-tipped tweezer, 
with which the pin should be given a quarter-turn, which 
will open the space and allow the hairspring to be easily 
removed from between the pins. 
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WESTCLOX 


are 


Fair Iraded 


Westclox products are now fair 
traded in all states where such 
laws exist. 

Since the first Westclox were 
marketed, many years in advance 
of Fair Trade laws, Westclox has 
believed in a policy of fair pricing. 
Through this policy, Westclox has 
developed the importance and in- 
tegrity of its trade names until to- 
day they enjoy a front-rank posi- 
tion in American industry. 





... The first Big Ben in 1910 
carried our price tag, which 


is ‘standard equipment” on 





every branded Westclox! 





Through committing Westclox 
products to the fair trade laws, we 
feel that we are not only protect- 
ing our trade marks but are con- 
stantly improving the value of the 
Westclox franchise as well as pro- 
viding most important protection 
to the consuming public in our 
field. We are certain that the many 
thousands of Westclox wholesalers 
and retailers will approve and sup- 
port us in this effort. 











WESTCLOX 


Made by the makers of Big Ben 
La Salle-Peru, Illinois 
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TIME 
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Coronation Display Tips 
In Austin Display Folder 
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Window and interior display materials 
keyed to the Coronation theme are shown 
in a special folder issued by Austin Dis- 
play, Inc., 133 W. 19th St., New York, 
N. Y. One page of the free folder suggests 
a number of different Coronation-theme 
display set-ups suitable for different types 
of products. 


Gruen Introduces 
Autowind Display 


A novel, “mystery-motion” device dram- 
atizes the new Autowind display recently 
introduced by The Gruen Watch Co. Heat 
from a single light bulb provides the 
power to move the wrist and hand from 
side to side across the top of the display. 
Light from this same bulb illuminates the 
Gruen name. 





GIR 
Aj Petit d, 
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This display is lithographed in full 
color with three-dimensional die-cut. The 
cost is $4.95. 


Special Effort Planned 
For Universal's Coffeematic 
Landers, Frary & Clark has launched a 
special promotional and advertising pro- 
gram on its Universal “Coffeematic” coffee 
maker. Theme is “the coronation of the 
Universal Coffeematic as the leading auto- 
matic coffeemaker in the industry.” 
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Better Selling ideas Offered 
In Flex-Let's New Booklet 


Brightly illustrated, “Sales Clinic in 
Print” explains how jewelers can capitalize 
on watch attachment sales opportunities 
which present themselves every day in 
their stores. Among the “sales command- 
ments” recommended and expounded upon 
are: be friendly; be helpful; be informa- 
tive; find out what interests the customer 
most; don’t sell goods—sell the good it 
will do; the sale is well in hand when 
the customer handles the watch band, etc. 





This booklet, of course, concentrates 
on the particular features of Flex-Let 
bands but at the same time provides the 
jeweler and his clerks with guidance 
which will produce more and bigger unit 
sales. It is a good example of manu- 
facturer cooperation with the jeweler. Free 
copies are available from Flex-Let Corp., 
580 Fifth Ave., New York 36, N. Y. 





Certificates Awarded 
For Management Excellence 


Certificates of Management Excellence 
for 1952, awarded by the non-profit Amer- 
ican Institute of Management, 125 E. 38 
St., New York, N. Y., have gone to the 
Elgin National Watch Co., Elgin, ILL; 
the Gorham Mfg. Co., Providence, R. [.; 
and the International Silver Co., Meriden, 
Conn. 

The Institute reports that only 330 com- 
panies in the U. S. and Canada were 
found eligible to receive the awards out 
of 3,000 leading concerns whose methods 
were studied. In order to qualify, a com- 
pany must be given 7,500 points out of a 
possible 10,000 when its activities in 10 
separate areas of management are assessed. 





New Display Created 
For ‘Reigning Beauty’ 


ves 





Oneida Ltd., Oneida, New York, reports 
the creation of a special display to in- 
troduce the new Heirloom Sterling pat. 
tern, “Reigning Beauty.” The featured 
display, suitable for window, shadow box 
or counter, presents the new pattern on 
two royal purple velvet plaques flanking a 
dramatic bridal portrait framed in gleam. 
ing aluminum. Picture /rame measures 
221% in. by 18% in. Softly draped egg. 
shell velvet completes the grouping. Com- 
plete display costs Heirloom dealers $6.50 
F.O.B. Oneida, N. Y. 


Graff, Washbourne & Dunn 
Issues New Deluxe Catalog 





A new and attractive catalog showing 4 
wide selection of sterling silver pieces 
has just been printed for Graff, Wash- 
bourne & Dunn, Englewood, N. J., and is 
now available to jewelers. This deluxe 
book, bound with a handmade cover stock, 
contains excellent photographs of many 
of the company’s hundreds of sterling sil- 
ver items, flatware and hollowware, rang- 
ing from tiny baby rattles to imposing 
coffee services in classic designs. Styling 
ranges from simplest to the most ornate. 


The company celebrates its 185th year 
of silver craftsmanship with the issue of 
this new 40-page illustrated catalog. 
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A Pittsburgh r2n-\ision Store Front 


... and their pocketbooks! f 
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; im jewelry store that puts up a 
good front makes a good sales 
showing, especially if it’s a Pitts- 
burgh open-vision front. Your entire 
store interior—front to back—is on 
display through an unobstructed, 
open-vision front. Your merchandise 
is exhibited attractively, persua- 
sively, night and day .. . even after 
hours, your store goes right on sell- 
ing! An open-vision front banishes 
shadows and dark corners, gives 
your store a bright, inviting look 
that shoppers find hard to resist. 
Make your bid for increased busi- 
ness now by modernizing with sales- 
winning Pittsburgh Products. Re- 
member: modernization is a custom 
that means more customers. And it 
adds to the real estate value of your 
property, too. For examples of other 
Pittsburgh modernization jobs, fill 
in and return the coupon below. No 





Des Moines, Iowa. An expanse of Pittsburgh Polished Plate Glass, set in Pittco De Luxe 
Store Front Metal, turns practically the entire store into one giant display window. An obligation, of course. 
inviting Herculite Door completes the open-vision design. Architects: Telchin & Campa- 


nella, New York, N. Y. 
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d _ | : Pittsburgh Plate Glass Company 
ae Room 3187, 632 Duquesne Way, Pittsburgh 22, Pa. 
lore Fronts Hottie es 
Ald pei your Without obligation on my part, please send me a FREE copy 


of your modernization booklet, “‘How To Give Your Store 
The Look That Sells.” 
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IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Winner Receives Award in 
Swiss Inspection Time Contest 








Paul Tschudin (left), director of the 
Watchmakers of Switzerland Information 
Center, in New York, presents a complete 
jeweling tool set—one of the three grand 
awards in the recent Swiss-sponsored 
Watch Inspection Time Contest—to Leon 
Kaplan of Brooklyn. His was one of the 
hundreds of entries submitted in the 
fourth annual competition, conducted in 
conjunction with the Jewelry Industry 
Council’s nation-wide promotion. 

The other two grand award winners, 
David Musik of Washington, D. C., and 
Michael A. Fiorillo of Laredo, Tex., each 
selected $150 worth of official packaged 
Swiss watch replacement material as their 
prizes. 


Handy & Harman Institutes 
Program of Scholarship Awards 


A program of scholarship awards for 
the sons and daughters of employees was 
announced February 1 by Handy & Har- 
man, refiners and fabricators of precious 
metals and their alloys. 

In a letter to the 900 employees of the 
company, G. H. Niemeyer, president, an- 
nounced that the program would start 
modestly this year, with additional schol- 
arship awards expected in subsequent 
years. 

Application for 1953 awards must be 
in not later than March 1, with the an- 
nouncement of winners expected to be 
made in June. Winners of scholarships 
may keep them for a period of up to four 
years, with a maximum of $1000 a year 
for each individual. 

Sons and daughters of Handy & Har- 
man employees, exclusive of officers and 
directors of the company, who will be 
graduated from a _ public, private or 
parochial high school are eligible to 
apply. The only other requirement is that 
the applicant’s mother or father must have 
completed at least two years’ service with 
the company by January 1 of this year. 

The amount of each scholarship will be 
based on the worthiness of the applicant, 
the total amount of his expenses, and the 
opportunities he may have to earn part 
of his expenses. 

The awards will be made on the basis 
of scholastic record, character, evidence of 
leadership, financial need, and benefits: to 
be derived by the candidates. 

Selection of winners will be made by a 
panel of three judges not connected with 
the company. 
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Andover Coronation Promotion 
Uses Old English and Modern 


Reproductions of Old English plate and 
hollowware are part of the dealers’ pro- 
motional material offered by Andover Sil- 
ver Co., Inc., 26 Essex St., Andover, Mass., 
to tie-in with Queen Elizabeth’s Corona- 
tion. The featured piece of the group, 
however, is a modern candleholder, the 
Quandelabrum, designed by Pipsan Saar- 
inen Swanson. 





The complete display group includes 
an ebony-black display stand for the can- 
dleholder, display cards bearing the royal 
coat of arms, and mounted photos of 
Queen Elizabeth I and Queen Elizabeth II. 


Bulova Publishes Catalogue 
Of Interchangeable Parts 


The Material Sales Division of the 
Bulova Watch Co. announced January 30 
that it has published a comprehensive 
catalogue in response to a general demand 
from watchmakers throughout the country. 





The catalogue, shown above, is a com- 
plete official and authentic list of genuine 
Bulova parts and their interchangeability 
within Bulova models. Included in the 
catalogue in simplified form is full infor- 
mation on genuine Bulova staffs, stems, 
crowns, hands, mainsprings, etc. This is 
the first time that this detailed information 
has been published by the Bulova Watch 
Co. 

The Bulova material catalogue is avail- 
able to watchmakers and jewelers from 
any authorized jobber of genuine Bulova 
material. It is being presented to the 
trade in combination with an offer of 
genuine Bulova material. Full details may 
be obtained by writing to the Material 
Sales Division, Bulova Watch Co., Valley 
Stream, L. I., New York. 





Benrus Offers Materials 
For Store Promotions 


A 12-page folder describing and illus. 
trating 1953 display and advertising helps 
for its dealers has been issued by the 
Benrus Watch Co., 200 Hudson St. New 
York 13. Six new permanent displays are 
shown. Highlights of the folder are the 
company’s Water-resistant promotion and 
Trade-in promotion, for each of which g 
full assortment of materials is available 
suitable for building an impressive window 
display around one of these themes. The 
Benrus folder also illustrates the wide 
assortment of advertising mats available 
to Benrus dealers. 





Remington Rand Describes 
Sales Control Systems 


A comprehensive _ illustrated 26-page 
booklet, “How to Increase Profitable 
Sales,” has been released by Remington 
Rand, Inc., 314 Fourth Ave., New York 
10. Techniques for keeping records by 
customer, by salesman, by prospect or by 
territory are discussed. Summary records 
and a unique method of furnishing sales. 
men with a photographic report on their 
progress are described. Compilation of 
sales analysis statistics with modern office 
machinery is covered in detail. 


Norman Watch Co. Announces 
Forming of Crawford Watch Co, 


The Crawford Watch Company has been 
organized to handle the importation of 
Crawford watches, according to an an- 
nouncement by the Norman Watch Co. 
181 Canal St., New York 13, N. Y. Nor. 
man recently purchased the entire inven- 
tory of the Crawford Watch Corp., and is 
now making plans to distribute the Craw- 
ford line. 

Samuel Newman has been appointed to 
cover, for Crawford, the same territory that 
he has covered in recent years for other 
well-known lines. 





Arrow Box Houses 
Jacoby-Bender Band 





Above is a new metal box being manv- 
factured by the Arrow Mfg. Co. for Jacoby- 
Bender’s new Lord Chesterfield expansion 
band. The new band has genuine leather 
inserts on the metal straps. The box has 
been designed to conform with this leather, 
being covered in a dark brown alligator 
leatherette. 
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Chapel Display Available 
For Philips Gold Crosses 

dimensional display with chapel 
doors that open on hinges is now available 
shes extra charge with purchase of an 
v ortment of eight 10-Karat gold crosses 
en Philips Mfg. Co., 32 Graham Ave., 


Brooklyn, 
able from t 


A three- 


N. Y. The display is now avail- 
he company’s distributors. 





The display piece, for window or coun- 
ter use, measures 9144 by 71 in., and has 
a double-wing easel on the back. Back- 
ground is red and champaign velvet. The 
cross assortment includes a crucifix and 


a diamond cross. 





‘Excellent Management’ 
Award Goes to Elgin 


For the third successive year Elgin 
National Watch Co. has been awarded 
the certificate of management excellence 
of the American Institute of Management. 

Emil V. Hegyi of New York, vice 
president of the Institute, said compara- 
tive management audits were made of 
more than 3,000 leading companies 
throughout the country during 1952 but 
that only about 10 per cent of these 
merited the rating of excellent. 





New Retail Floor Case 
Designed for Parker Pen Co. 


A new retail floor case, designed to pro- 
vide modern merchandising facilities for 
the company’s “51” and “21” lines of 
fountain pens and sets, has been an- 
nounced by the Parker Pen Co. Columbus 
Showcase Co. designed the new Parker 
unit. 








The fixtures are built of white oak with 
aluminum framing, and feature fiuorescent 
lighting and automatically withdrawing 
pen trays. The six foot model, 38 in. 
high and 24 in. deep, accommodates 24 
sets and 144 individual fountain pens. A 
four-foot-long version has a capacity of 
102 pens and 12 sets. - 
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Ronson Gas Lighters 
Highlighted in Ads 


The company’s gas lighters are being 
strongly featured in spring advertising by 
the Ronson Art Metal Works, Inc., Aron- 
son Sq., Newark, N. J. Ronson’s new line 
of pocket, desk and table lighters also 
appear in these advertisements. 

Spring issues of magazines directed at 
the brides’ market carried the first of Ron- 
son’s new series. These are being followed 
up by a group, including full pages in 
color, appearing in seven leading consumer 
magazines through June. Spot television 
coverage in 56 key markets supplements 
Ronson’s magazine schedule. 





Chic Watch Straps 
Lists ‘53 Line and Prices 


Miller Bros. Watch Strap Mfg. Co., 
817 Main St., Cincinnati 2, has issued an 
illustrated folder and catalog sheets on its 
1953 line of watch straps, available in a 
variety of leathers, nylon, etc. Display 
boxes, panels and folders designed ex- 
clusively for the jewelry trade are illus- 
trated. 

Two new carded combinations are fea- 
tured: one, the “Double Feature,” shows 
two bands on a single card, “. . . one to 
wear and one for spare.” The other card 
holds an attractive little pocket watch 
strap kit holding a double-purpose tool 
and two spare spring pins, for the cus- 
tomer who wants to change his own strap. 
The cards are designed to serve as attrac- 
tive standing display pieces. 





Marvel Emblematic Bands 
On New Display Panel 


A limed oak 
framed point-of-pur- 
chase display panel, 
holding six emblem- 
atic watchbands, 
plus an additional 
band, is offered to 
dealers for the price 
of six bands alone 
by the Marvel 
Jewelry Co., Provi- 
dence, R. I. 








Elgin Birthday Promotion 
Offers Retailer Tie-in 


Elgin National Watch Co. offers retailers 
the means of running a store promotion 
coordinated with the company’s national 
advertising aimed at the year-around birth- 
day gift market. A compact window dis- 
play unit is provided to hold a reprint of 
the current advertisement in Life magazine 
together with the watch featured in that ad. 

The Life ads, two each month alternating 
men’s and ladies’ watch models, began in 
March and will total 24 insertions in all. 
Tie-in ad mats and direct mai] pieces, 
based on the same Zodiac signs theme as 
the magazine advertising, are available. 





New Feature Lock Display 
In Two Color Combinations 
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Henry Peterson, president of Feature 
Ring Co., Inc., 130 W. 46 St., New York 
19, reports enthusiastic trade reactions to 
the company’s new diamond display. The 
unit is designed to hold 12 Feature Lock 
bridal sets. The display cushion, remove- 
able, may also be used as a showcase pad. 

The display is available in either blue 
and white or wine and white color com- 
binations, 


New Oneida Chests 
for Spring Selling 





Three new chests are being shown for 
spring selling by Oneida Ltd., Oneida, 
N. Y. Heirloom Sterling offers a chest, 
above, to hold service for 12, with blocks 
for butter spreaders. Retailing at $18 
empty, the chest has a fawn finish, brushed 
brass cover lift and keyhole escutcheon. 

Community offers a new chest, “The 
Aristocrat,” in heavy solid wood construc- 
tion, solid brass fittings and green Kenized 
lining. This is an $18 value at no extra 
charge to consumers with a 53-piece ser- 
vice for eight retailing at $79.75. A framed 
three dimensional color display is given to 
dealers purchasing one or more of these 
sets. 

A new drawer chest has been introduced 
with a special 66-piece service for eight 
of 1881 (R) Rogers (R) Silverplate. 





Correction, Please 


In Life’s ad in JC-K’s March issue, 
pages 66-67 there was an error. Durward 
Howes III is past president of the Cali- 
fornia Retail Jewelers Association. 
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Tourneau Spring Window Features Cyma Line 





Tourneau, Inc., well known Madison Ave., New York, store specializing in watches used a 

dainty miniature flower cart to lend a springtime note to this display of Cyma watches 

and clocks. Two display cards reproduce Cyma national advertisements honoring Mrs. 

Eleanor Roosevelt and General Douglas ~~ tre who received Cyma Honor Award 
watches. 





Variable Speed Motor 
For Animated Displays 


A new small electric impulse motor with 
variable speeds has been announced by 
General Die and Stamping Co., 262 Mott 
St., New York. Called the Kasson Vibra- 
motor, the motor features low speed with- 
out gears, pin-point stoppage the instant 
current is cut off, and vernier speed ad- 
justment. The manufacturer says the motor 
is suitable for applications where recipro- 
cating and rotating motion must stop dead 
at predetermined points. 

Speed range is variable from 1 to 250 
RPM. Net weight is 1% lbs., and dimen- 
sions are 2 by 4 by 514 in. Price is $3.50, 
subject to quantity discounts. The motor 
operates on 110 volts A.C., 60 cycles only. 
A geared model with increased power and 
speed range from % to 80 R.P.M. is also 
available. 





U. S. Time Sponsors 
Children's TV Show 


Children in the entire New York metro- 
politan area are the target of “The Day- 
time Watchman,” sponsored by the United 
States Time Corp., Waterbury 20, Conn., 
maker of “children’s character watches” 
(Mickey Mouse, Hopalong Cassidy, Cin- 
derella, Alice-in-Wonderland and Snow 
White). The show appears on Station 
WNBT, Channel 4, of the National Broad- 
casting Co., and consists of a half hour of 
films of special interest to children every 
Saturday morning at 9:00 A.M. 

Master of Ceremonies on the show is 
Tex Antoine. U. S. Time’s new “Timex” 
watch with the V-Conic movement is fea- 
tured or the show in addition to the chil- 
dren’s watches, 
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Citation Billfold Offered 
As Mother's Day Special 





A Citation Billfold in imported red and 
green morocco, retailing at $5, has been 
selected as a Mother’s Day featured model 
by Craftsman Billfolds, Inc., 47 W. 34th 
St., New York, N. Y. The item comes in 
a deluxe gift box with self-contained dis- 
play card stressing this gift event. 





Watchband Cabinet 
Displays Gemex Line 


A mirror-backed counter display cabinet 
with pilfer-proof glass front, removable 
velvet-covered trays and _ reserve. stock 
drawers is available to retailers through 
wholesalers handling the watchband line 
of the Gemex Co., Union, N. J. The limed 
oak case comes with the jeweler’s name 
in gold lettering. 

With 22 watchbands and three identi- 
fication braclets, the unit costs the jeweler 
$129.25. Total resale value is $289.60. 





Low-Priced Electric Alarm 
For G-E Clock Line 


A new electric alarm clock, Priced to 
retail for less than “most spring-wound 
clocks” has been introduced by General 
Electric Co. Called the “Starter,” the new 
model carries a Fair Trade price of $3.99 
for the non-luminous model and $4.98 for 
the luminous model. 

The “Starter” is compact, measuring 
only 33/16 in. high. Both models have 
an ivory-colored case, red Sweep second 
hand and shatterproof crystal. Dial of the 
luminous model is midnight blue, 


New Clary Machine 
Suited for Jewelry Stores 


Clary Multiplier Corp., San Gabriel, 
Calif., describes its new hand-operated 
adding and subtracting machine as “, , . 
particularly suited for jewelry stores.” The 
compact unit, weighing only 16 |b, js 
said to include engineering features of 
the company’s electric machines and to 
offer “heavy-duty accounting at low cost.” 
The machine, now in production, is priced 
at $135. 


Sheaffer Offers Prizes 
To High School Students 


Full page advertisements in Scholastic 
Magazines are telling high school students 
about a $2,000 national letter-writing con- 
test, on the theme of “How I Benefit from 
Free Competitive Enterprise.” First prize 
is $250 plus an all-expense trip to Wash- 
ington, D. C. There will be 27 other cash 
prizes and 50 “honorable mention” awards 
of Sheaffer “Snorke]” fountain pens. 





New Ronson Model 
Has Limited Distribution 





The Ronson Art Metal Works, Inc., re- 
ports that, because of the extra precision 
work required, it is presently obliged to 
limit distribution of its new “Triumph” 
to 13 western states. The new model, re 
tailing at $8.50 in chromium plate, has & 
patented swivel base said to make correct 
refueling easier. 
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“The intelligent selling attitude” of 
credit jewelry sales personnel has decided 
Normatone Hearing Aid Co., St. Paul, 
Minn., on the policy of expanding its dis- 
tribution through this channel. The com- 
pany has prepared a full assortment of 
display, advertising and merchandising ma- 
terials for the jewelers’ use in selling this 
$59.50 hearing aid unit. The device car- 
ries a full one-year guarantee and is sold 
to consumers on a free 15-day trial offer 
basis, according to the company. 


International Polish Offer 
Made in April Advertising 


Beginning in April, consumer advertis- 
ing by International Silver Co. will stress 
the company’s liquid silver polish and 
Prevent Tarnish cloths. Advertisements in- 
clude an introductory offer of a 50-cent 
bottle of the polish at no additional cost 
to purchasers of an International Prevent 
Tarnish Kit (bag, cloth or roll, ranging in 
price from $1.10 to $6.50) from their 
favorite jeweler. 

Advertisements include a coupon for the 
consumer to cut out and bring into the 
store. International Silver Co. guarantees 
to redeem the coupons with merchandise 
credit for the retailer. 


Cory Introduces Three 
All-Season Air Conditioners 


The Fresh’nd-Aire Division of the Cory 
Corp., 221 N. La Salle St., Chicago 1, an- 
nounces that full scale production of its 
1953 electric room air conditioners is now 
under way at the new Fresh’nd-Aire manu- 
facturing plant at Grayslake, Ohio. Three 
units are offered to retailers: a 14-ton, 
%-ton and a l-ton model. Prices range 
from $349.95 retail to $499.95. 

The company points out that these units 
are not simply hot-weather devices, but 
serve as heaters as well. They are de- 
signed to filter, ventilate, circulate, de- 
humidity and exhaust air all year around, 
as well as providing heating or cooling 
of air. 
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Telechron Announces 
Contest Winners 


Winners have been announced for the 
Telechron electric clock $15,000 Consumer 
Contest, and the Dealer Contest which tied- 
in with it, by Russell T. Woodward, man- 
ager of marketing. The top three winners 
in the Consumer Contest received cash 
awards of $2,500, $1,000 and $500. 

The top prize winner in the Dealer Con- 
test, who received $500, was Esther S. 
Hendler, LeRoy’s Jewelers, Los Angeles, 
Calif. 





Compact Display Frame 
Going to Semca Dealers 


A dignified but colorful nine-in. double- 
easeled frame with a recessed display shelf 
has been distributed to dealers by the 
Semca Clock Co. The Gold Medal of the 
Fashion Academy Award for 1953 is re- 
produced on the frame. 





Apex Quadra-flex Bands 
Selected as TV Prizes 


Apex Accessories Co., Inc., Greenwich, 
Conn., reports that the company’s “Quadra- 
flex” watch bands have been selected as 
give-away prizes on about 15 television and 
45 radio programs. The programs are scat- 
tered all over the company in both large 
cities and in smaller communities. 





Assemble Stock Now 
For Bridal Sales — K. & B. 





With the traditional bridal season ap- 
proaching, Karlan & Bleicher, Inc., New 
York, N. Y., is advising all jobbers and 
manufacturers to build their stock of wed- 
ding rings now. Illustrated is a popular 
Fishtail number from the company’s great 
variety of Perfect Rings and Ring Findings. 





Dutcher Bros. Shows 
New Crystal Units 


Dutcher Brothers, 10 W. 47th St., New 
York, N. Y., announces a new crystal in- 
serting machine said to give 100 per cent 
protection against crazing or breaking of 
crystals. The unit comes equipped with 
cups and plungers to fit any size or height 
of crystal. 

The company also offers its new crystal 
cabinet containing 480 crystals of different 
heights and sizes, conveniently compart- 
mented. Included are high-sweep crystals 
and water-resistant crystals. 





General Mills Has 
"Special Price’ Displays 
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For dealers’ counter or window use, a 
full color display unit is available to pro- 
mote the current special price combina- 
tion offer on the Tru-Heat Iron and 
Steam-Ironing Attachment made by Gen- 
eral Mills Home Appliances, Minneapolis, 
Minn. 

The display piece, which serves as a 
pedestal for one of the steam iron units, 
stresses the customer’s $3.94 saving when 
the iron and the detachable steaming 
device are purchased together. Complete 
merchandising plan folder with ad mat 
sheet comes with the display. 


Fifteen New Models 
From Pennwood Numechron 


Fifteen new models of self-starting elec- 
tric numeral clocks have been added to 
the 1953 line offered by the Pennwood 
Numechron Co., 7249 Frankstown Ave., 
Pittsburgh 8, Pa. Distribution began in 
March, according to the company. 

Prices of the new models range from 
$21.95 to $80. Many new types of cases 
are said to be available. 


Graduation Display For 
Anson's Men's Jewelry 





Tie clip and cuff links in three designs 
are shown on a new graduation gift theme 
display for Anson, Inc., 24 Baker St., 
Providence 5, R. I. The display has a 
free-form base covered in Chinese red 
Corday material, and displays one com- 
plete set in a gift box and extra sets on 
Anson’s patented sample pads. The mer- 
chandise, retailing for $7.50 for each three- 
piece set, has a rhodium finish on a lac- 
quered background. 

Display size is 13% in. long, 6% in. 
wide and 5% in. high. 
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Ekco Flatware Shines 
At National Housewares Show 





Visiting the booth of his sponsors, Ekco 
Products Co., at the National Housewares 
Show in Chicago, Tommy Bartlett (center) 
star of the “Welcome Travelers” TV show, 
learns that sleek lines and smooth finish 
are as important in stainless steel flatware 
as they are in TV. 

Using one of. the new Diamondware pat- 
terns to illustrate his point, Edward Marder 
(right), Ekco vice president in charge of 
the flatware division, gets strong support 
from George Maness, president of Greer & 
Laing, Wheeling, W. Va. 





New Toastmaster Toaster 
Received Well at Exhibit 


W. E. O’Brien, general sales manager, 
Toastmaster Products Division, McGraw 
Electric Co., reports that the company’s 
new toaster was well received during the 
National Housewares Exhibit in Chicago. 

“Never in my 19 years with McGraw 
Electric Co. have I seen such enthusiasm 
for one of our new products,” Mr. O’Brien 
stated. “And this enthusiasm was accom- 
panied by buying action.” 





Westinghouse Appliances 
Unveiled in Musical Tour 


The 1953 line of Westinghouse ap- 
pliances was unveiled before dealers and 
salesmen wth all the glitter of a Broadway 
musical. Four separate show companies 
made up of veteran Broadway singers 
and dancers took the million dollar mus- 
ical on a three week coast-to-coast tour 
that started January 15. 

Called “It’s All For You,” the show 
premiered simultaneously in New York, 
Des Moines, Iowa, Charlotte, N. C., and 
Cleveland, Ohio, preparatory to touring 
33 other cities, according to J. H. 
Ashbaugh, vice president, Westinghouse 





electric appliance division, Mansfield, 
Ohio. 
Adler Counter Card 


Carries Scarab History 


A compact blue and white die-cut point- 
of-sale card had been introduced by Al- 
bert Adler, 714 Sansom St., Phila. 6, for 
the Admark “Queen of the Nile” Scarab 
jewelry. The card carries an illustration 
of a Scarab necklace, a drawing of Cleo- 
patra, and a brief history of the scarab 
sacred Egyptian beetle design. 


220 





Wyler Grad Contest 
Has World Tour Prize 


An all-expense five-country educational 
tour of Europe (or $1,000 cash) is the 
grand prize of the contest sponsored by 
the Wyler Watch Agency, Inc., 630 Fifth 
Ave., New York 20, through Wyler dealers. 
The “World” group of Wyler Incaflax 
watches, named for the contest and styled 
and priced for students, shares the pro- 
motional spotlight with the contest. 
Watches in this group range in price from 
$35 to $71.50, retail. 

A complete array of promotional ma- 
terial is available at no cost to Wyler 
dealers who wish to offer their student 
customers a chance to win this 53-day 
all-expense tour. Students 14 to 24 years 
of age can enter. Entrants must submit 
a letter of not more than 200 words on 
“World Travel Promotes World Peace.” 
Runner-up prizes are 75 Wyler watches 
including diamond and gold models. 

Contest closes May 30, 1953. 





Kreisler's ‘Double Feature’ 
Watchband on Nationwide TV 





site 


aS 


The new Kreisler “Double Feature” 
watchband for men was introduced to the 
public last month on the company’s 25- 
station coast-to-coast science fiction tele- 
vision show, “Tales of Tomorrow,” with 
Paul Lukas and Roxanne (above) adding 
top interest to the “commercia!.” Use of 
starring television personalities is only a 
part of the promotional drive behind this 
new watchband, according to Jacques 
Kreisler Mfg. Corp., 630 Fifth Ave., New 
York, N. Y. 





Schaeffer Pushes “Snorkel” 
In Spring Advertising 

Spring consumer advertising by the W. 
A. Sheaffer Pen Co., Fort Madison, Iowa, 
features the company’s “Snorkel” fountain 
pen. Full pages in 146 Sunday newspaper 
supplements in 98 cities will be used be- 
tween March 22 and May 10. Nine na- 
tional magazines will also be used in the 
March-June period, and retailers are being 
offered newspaper mats tied to the national 
theme. | 

Illustrations for each spring advertise- 
ment focus attention on the “Snorkel’s” 
retractable tube which extends from under 
the nib to siphon ink without wetting the 
point. 





Wallace TV Show 
Moves to Hollywood 





Wallace Silversmiths, Wallingford, Conn, 
reports that its daily coast-to-coast teleyj. 
sion show, “There’s One in Every Family,” 
now originates from the Hollywood Ty 
Center, Hollywood, Calif., instead of the 
Biltmore Theater, New York. 

In the photo, John Reed King, master 
of ceremonies of the show presents a 
52-piece service of Wallace Stainless table. 
ware to recent quiz winner, Mrs. Rose 
Flaxner of Lynn, Mass. Looking on are, 
left, John F. Banks, advertising director 
of Wallace Silversmiths, and Charles 
Baumle, manager of the Wallace Bros, 
division of the Wallace Co. 





Croton Watch Co. Moves 
To New Offices 


The office and factory of the Croton 
Watch Co., Inc., is now established at its 
new location, 404 Fourth Ave., New York 
16, N. Y. In its new and larger quarters, 
the company has installed individual air 
conditioning facilities for office and fac- 
tory areas, with special treatment for the 
air in those areas where delicate parts are 


handled. 





Counter Merchandisers for 
"Squire Line" Men's Jewelry 


Taunton Pearl Works, Taunton, Mass. 
offers counter merchandising displays free 
of charge to jewelers with small lot orders 
of its “Squire Line” of men’s mother-of- 
pearl jewelry. 





Taunton reports that its year-old policy 
of dealing with retailers through whole 
sale jewelers has proved successful and 
has resulted in an increase in the number 
of retailers carrying the line. 
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pistributors’ Contest . 
Sparks Sessions Spring Drive 


four mink 
Cadillac convertible and : 
= head the list of 440 prizes for dis- 
rrbutors’ sales personnel offered by Ses- 
oie Clock Co., Forrestville, Conn. The 


$20,000 prize contest is a feature of the 
b 


company's nationwide merchandising pro- 


gram for 1953. . 
For retailers, highlight of the company's 


gales plan is a deal combining a clock 
tower display capable of holding 16 units, 
with 12 best-selling models. The company 
says that free goods included in this deal 
cancel the cost of the display and provide 
extra profit for the retailer. 





Bulova Watches Awarded 
To Ohio Nick-O-Time Heroes 


The Bulova Watch Co. and the Ohio 
State Safety Council, last month presented 
two heroes with “Nick-O-Time” awards. 
To receive this award, the candidate must 
have “. . . done the one thing that made 
the difference between life or death,” and 
he must have acted in the “nick of time.” 

Last month’s awards went to John Isaacs, 
Dayton, and Glenn McComas, Lima. Mr. 
Isaacs saved seven-year-old Peter Somer 
from an on-rushing New York Central 
express. Mr. McComas sprinted nearly 
two blocks down the Pennsylvania RR, 
tracks to scoop up three-year-old Tommy 
Schoonover from the path of a fast pas- 
senger train. McComas also received the 
railroad’s Carnegie Award. 

Each “Nick-O-Time” winner received a 
framed honor scroll from the Ohio State 
Safety Council and an engraved Bulova 
watch presented by Bulova Watch Co. 
representative Ira Cohen. 

J. Jack Sacks, representative of Man- 
hattan Jewelry Mfg. Co., Inc., 62 W. 47 
St, New York, will make an extended 
trip through the Middle West during 
April and May. 





Bob Rosenspan has joined Stern & 
Stern, Inc., 216 East 45 St., New York, 
as sales representative. It was also an- 
nounced that Eugene Kern has been 
named representative in the East, covering 
Baltimore and New England. 





Atlas China Co., Inc., 27 W. 20 St., 
New York City, announces the appoint- 
ment of Bob Mandel, Chicago, IIl., as 
representative in the Midwest and Stan- 
ley Bornsten, San Francisco, Calif., as 
representative on the West Coast. 





Daniel Southard, vice president of ad- 
Vertising and sales of the Buehner-Wan- 
ner Co., announces the appointment of 
Raymond W. Ede of Wilton, Conn., as 
ssles representative of the New England 
states. Mr. Ede will have offices and 
showroom at the Buehner-Wanner plant 
in East Norwalk, Conn. In addition, 
Grant & Jacoby will represent the com- 
pany in the West with offices and show- 
room at Brack Shops, 527 W. 7 St., Los 
Angeles, Calif. 
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News of Personnel 





The Gorham Co., Providence, R. I., an- 
nounces the appointment of Harrison H. 
Southworth as regional sales supervisor 
for its territories in the South and South- 
west. A member of the Gorham Co. since 
1937, Mr. Southworth resides in Fairhope, 
Alabama. 











* 


H. H. SOUTHWORTH RICHARD SUND 
Gorham Elgin 


Appointment of Richard V. Sund as 
assistant comptroller of Elgin National 
Watch Co. has been announced by J. G. 
Shennan, president. Mr. Sund_ joined 
Elgin in 1951 as an internal auditor. 





Edwin D. Wolf of Denver, Colorado, 
has been appointed factory representative 
for Landers, Frary & Clark on Universal 
electric housewares, household specialties 
and vacuum goods. 





EDWIN D. WOLF RAYMOND FRALEY 

L. F. &C. i. - & G 

E. J. Van Buskirk, vice president in 
charge of sales for the hardware and 
vacuum goods division of Landers, Frary 
& Clark, announces the appointment of 
Raymond E. Fraley of Seattle, Wash- 
ington, as sales representative in the 
Seattle area. 





H. Hamburger Co., Inc., New York, has 
announced the appointment of David 
Cohen as representative covering New 
England, New York City and Philadelphia. 
Recent appointments to the sales include 
Carl D. Glickman, covering the Middle 
West and East; Fred Levey, for the 
West Coast; and Harold Vinson for the 
South. 








Frank Rogers, who was appointed last 
autumn as Southwestern regional sales 
manager for Elgin National Watch Co., 


has established headquarters at 6215 Dykes 
Way, Dallas, Texas, it was announced by 
W. D. Evans, general sales manager. 





Sol Grossman of Baltimore, Maryland, 
has been named to the sales staff of 
L. Luria & Son, Inc. He will represent 
the firm in Maryland, Virginia, and Wash- 
ington, D. C. Mr. Grossman was formerly 
associated with Davidson & Sons. 





The appointment of Irvin R. Fenton 


to cover Chicago and the Middle West 


has been announced by Harwood Manu- 
facturing Co., Providence, R. I. The as 
signment will become effective May 1. 
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TED HARRIS 


IRVIN FENTON 
Joseph Berland 


Harwood 


Ted H. Harris, who was away on 
leave for a year, has rejoined Joseph 
Berland, 6 W. 48 St., New York. Mr. 
Harris is again covering his old territory: 
Iowa, Nebraska, Missouri and Kansas. 





Louis Borrelli of the L. Borrelli Corp., 
New York, announces that Bruno Kern 
has joined the company as representative 
for Metropolitan New York, Philadelphia 
and Florida. 


BRUNO KERN 
L. Borrelli 





Arthur L. Green, Jr., has recently 
been appointed sales representative in 
South Carolina, North Carolina, Virginia 
and West Virginia by the Wyler Watch 
Agency, Inc. Mr. Green travels out of 
Portsmouth, Virginia, where he makes his 
home. 


221 














Financier Predicts Increase 
In ‘53 Credit Jewelry Sales 


Not only do major retail chains believe 
that 1953 credit sales will top 1952, but 
they feel that people who buy on charge 
account or installments are trustworthy 
citizens who almost always pay their bills 
in full. Evidence for this is supported by 
the fact that 37 retail stores and chains 
reported 1952 credit losses to be less 
than one-half of one per cent of total 
credit volume. 

Such was part of the story told recently 
by Theodore H. Silbert in his address be- 
fore a dinner-meeting of the Jewelers’ 
24-Karat Club of Southern California, held 
at the Elks Club in Los Angeles. Silbert 
is president of Standard Factors Corpora- 
tion which specializes in accounts receiv- 
able financing, factoring and installment 
financing. 


At least 15,000 retail jewelers have a 
sales volume below $50,000 per year, ac- 
cording to Silbert, many without credit 
sales. Everyone of these smaller outlets, 
if they were to push credit sales, could 
enlarge their volume by about 20 per 
cent, which is about the proportion of 
installment sales to total sales in depart- 
ment stores. 


Behind the confidence of retailers in 
expanding their credit sales is the fact 
that since 1929, the middle class and 
those below have been getting a bigger 
share of the nation’s income. As described 
by the Standard Factors president: “In 
1929, the top five per cent of our popu- 
lation had 34 per cent of the total dis- 
posable income of individuals (after 
taxes). By 1952, the top five per cent 





had only about 16 per cent. The middle 
class, and those below, got a much larger 
share of the pie. While this has some 
disadvantages, it also has some advantages 
and it gives the nation’s retailers a much 
more solid basis for widespread consumer 
credit in 1953 than ever existed before.” 
In jewelry, he continued, the indications 
are for a 15 per cent increase in credit 
sales this year. 





Sterling Silversmiths Guild 
Elects Leach as President 


Donald W. Leach, vice president of 
R. Wallace & Sons Mfg. Co., of Walling- 
ford, Conn., was elected president of the 
Sterling Silversmiths Guild of America on 
January 24 at the organization’s annual 
meeting at the Waldorf Astoria, New 
York. 


DONALD W. 
LEACH 


V. P. of 
R. Wallace & 
Sons Mfg. Co. 





Mr. Leach has been acting president of 
the Guild since the death of William F. 
McChesney last September. He has also 
played an active role in the work of many 
other jewelry industry organizations. 

Roger H. Hallowell, president of Reed 
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STUDENT-JEWELERS VISIT ELGIN WATCH PLANT 


Students from the Jewelry Training Service are shown here on a visit to the plant of the 

Elgin National Watch Co., Elgin, ill. They were guided through the factory by Tony Cyka 

(at the extreme left) and Percy Havercroft (at the right). The photograph was taken in the 
dial department and shows Betty Luepke applying gold figures to the dials. 


A group of students from the Jewelry 
Training Service, Chicago, recently visited 
the plant of the Elgin National Watch Co. 
at Elgin, Ill. They were taken on a special 
tour through the plant and all agreed that 
the trip was extremely interesting as well 
as informative. 

The trade school has announced a special 
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series of evening lectures on gemology to 
be presented by such outstanding authori- 
ties as H. Paul Juergens, Jack Lund, 
Hubert Fisher, Robert Gottlieb and several 
others who have agreed to participate. The 
lectures, for which a fee of ten dollars will 
be charged for the series, are scheduled 
to start early in April. 





& Barton, Taunton, Mass., was elected y; 
president of the Guild, and Semmes f 
Stringer, treasurer and controller of th 
International Silver Co. of Meride : 
was re-elected treasurer. 
Appointed as executive secretary of th 
Guild was John F. Ambrose, who iamats 
held a merchandising position in the Tin 
Division of the United States Rubber Co 


n, Conn,, 





New England 

(From page 201) 
inception in the fall of 1948, Louis 9 
Elkin of Boston is chairman of the Philir 
Hershon Memorial Committee, which an 
lished the fund. Purpose of the fund wil] 
be to subsidize the education of a needy 
freshman from the metropolitan Boston 
area. Before his death, Mr. Hershon was 
affliated with the Knights of Pythias, the 
Odd Fellows, the 30 Club, the Diamond 
Peacock Club, and the Rambler Associates. 
q Neal Porter, oldtime Presque Isle, Maine 
jeweler, has moved from an upstairs pri 
to ground-floor quarters on the main street. 
q Four members of the bookkeeping staf 
of I. Alberts’ Sons, 8th floor, Jewelers 
Building, participated in skiing trips to 
New York State—Anne Ezrin, Frances 
Fogel, Irene Glick, and Eleanor Baron— 
during the month of March. 
q “Mel” Stein, formerly with Rogers 
Jewelry Store and Louis Jewelry Store in 
Portland, Maine, and well known in New 
England jewelry circles, has opened a 
jewelry store in Salisbury, Md., and will 
operate it under the name of Stuart King. 
ston, Jewelers. 
q Lawrence H. Pearlstein, of 502 Jewelers 
Building, is back from a sunny sojourn at 
Juno Beach, Fla., well tanned. 
q A wedding of interest in the Bridge 
port, Conn., area will be that of Harvey 
L. Roseman and Miss Renee Lurie of 
Long Beach, New York. Mr. Roseman is 
associated with his father, Fred Roseman, 
who operates Gleason’s Jewelers in Bridge- 
port. The bride-to-be is a graduate of 
Syracuse University. The couple will be 
married May 24 at the Plaza Hotel in 
New York City. They plan to spend their 
honeymoon in Nassau. 
q Katherine A. Murphy, of the firm of the 
same name, 509-11 Jewelers Building, is 
back on the job following absence for 
several weeks with a broken arm, and now 
hopes to be able to “land a punch or two.” 
q Jack Hayes, engraver, 807 Washington 
Bldg., is recuperating at his home from 
a serious illness. His son-in-law, Millard 
Cunningham, has taken over his work, and 
will continue with Mr. Hayes on his retum. 
q Mr. and Mrs. Henry A. Sanders, 701 
Washington Building, spent the month of 
March in Fort Lauderdale, Fla. 
q Extensive remodeling and enlarging of 
the front office and sales quarters has 
been taking place in the quarters of 
Patrick J. Gill & Sons, 709 Washington 
Building. 
q Triple birthdays were marked with 2 
party and dinner by members of the firm 
of Frank P. DeScenza, 609 Washington 
Building, when Alfred DeScenza had his 
birthday on the 2nd, Jack MacDonald on 
the 3rd, and Hugh Maclsaac on the 7th 
of March. 
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“They Pay For Themselves By Precious Metal Recovery” 


SAY THE USERS OF LEIMAN POLISHER-GRINDER-DUST COLLECTORS 


oa ' Leading jewelers everywhere report ~ 
that the Leiman Polisher-Grinder-Dust cco oe 
Collectors pay them a profit in two 
ways: 


By efficiently handling all day- 
to-day production requirements 


By the extra dividend of pre- 

cious metal recovery that 
steadily pays back the original low 
purchase price. 


The Leiman Polisher-Grinder, with 
3-in-1 Dust Collector system, keeps 
your air free from harmful dusts— 
and keeps on doing it. Machines are 
sturdily built to run free of vibration. 
They need little or no attention, run- 
ning for 15 years or longer with just 
occasional oiling or belt-tightening. 

















i Write for free detailed bulletin showing : 


MODEL 47F. Needs only 18 x 29 inches floor space. Runs various models and prices. No obligation. MODEL A. Needs only 2 x 4 foot floor space. Top produc. 
so quietly it can't be heard. Ideal for small shop, light tion machine for all classes ot jewelry and small silver 


work or restricted space. Has 1/3 H.P. polishing motor for work. Accommodates two wheels or buffs up to 8”. Dust 
wheels or buffs up to 6”. Also '/, H.P. interior motor, suc- LFIMAN BRO INC hoods, with electric light sockets. Available either with 
tion fan and dust collector. Adjustable dust hoods have a . VY, H.P. 110 volt motor or 1 H.P., 220 volt motor. Two 
electric light sockets. Suction system may be used with 171 Christie Street, Newark 5, N. J. dust collecting cabinets permit separate collection of gold, 





your polishing motor. Plugs into standard 110 volt outlet. platinum or other valuable dust for recovery. 














An Auction Service For Jewelers Who Care 
GOOD NEWS America’s Foremost Jewelry Auctioneer 


from This advertisement is to acquaint you with our reputation as 
auctioneers, our interest in helping you sell your store in bulk 


BOWMAN TECHNICAL SCHOOL! you prefer, and the actual cash rests of a few of cur many 


The long waiting-list to enter B.T.S, is now 





om d = == set any date you wish, to Aateah Gach Rein 
A ver fine new book of facts about B.T:.S. Just concluded two Pfeiffer Bros., Little Rock, Ark.....§ 85,000.00 
and nid work: Your Future and Our School, very important sales Bundie & UpMeyer, ag Hh Beene 
oe tey sem con ee ey os wie ia 
B.T.S, course, and will be mailed you, free: ‘ ’ 

, one a dissolution of Los Angeles ....... cecceceeccese 220,000.00 


write for it. 
B.T.S. graduates easily pass any State Board 


Se Feagans & Co., Los Angeles, Cal..... 800,000.00 
partnership; the other Feagans & Co., Los Angeles, Cal..... 385,000.00 











examinations, or the Certified Master Watch- a reduction of stock Haltom & Friedly, Wichita Falls, Tex. 90,000.00 
maker tests of H.I. of A. sale for one of the Brodegaard Bros. Co., Omaha, Neb... 86,000.00 
Highest authorities say B.T.S. is the best state’s oldest and best od be hg aon agree ae —— 
one ag gem approved for Korean P.L. 550 known firms. Campbell & Ginder, Los Angeles, Cal. 100,000.00 
an L. veterans. Leo Shiller, San Diego, Cal......... 50,000.00 
Write for free book! Your Future and Our Court Receivership, Tulsa, Okla...... 70,000.00 
School— 
to BOWMAN TECHNICAL SCHOOL A complete close-out calls for conscientious service, and a will- 


Bowman Building, ingness to see the jeweler through to a successful conclusion. 


Lancaster, Pa. Conducted the two celebrated group sales for the six leading 


jewelers of St. Louis, Mo., 1932-33. 


A preliminary study by our firm will provide you with 
comprehensive, substantial, and unbiased advice on the 
best way to go out of business. We call in our buyer if 
you prefer to sell in bulk. He will make you, we believe, 
the best offer of any stock-buyer in all America, regard- 


v4 wit oa: 8 | 
John J. Bowman, Sogmuee ee Charles Ezra Bowman, 


Director booue La Registrar less of the size of your stocks. Or we will liquidate your 
i ae store for you under our guarantee. It's what others say 
that counts. Write for our booklet today! 














THOMAS J. FAUSSETT, Howell, Michigan 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word, 

“Help Wanted”’—*“‘Lines Wanted” and “Side 
Lines’’—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
28 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials and abbreviations 
eount as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceeding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of rec endations 





Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 








Situations Wanted 





WATCHMAKER A-1, 30 years’ experi- 
ence, desires employment Florida East 
Coast; excellent references. Address 
“N., 1815,” care J C-K. 





| eeeneemnena 


YOUNG woman, diversified experience in 
all phases of office jewelry work; ex- 
cellent background; New York area. 
Address “A., 1840,” care J. C-K. 





MANAGER-sSsalesman; 25 years of thor- 
ough experience in both cash and credit 
stores; willing to re-locate. Address 
“W., 1794,” care J C-K. 





BOOKKEEPER-expert, credits, collec- 
tions, correspondence, exceptionally ca- 
pable; top references. Address “K., 
1351,” care J C-K. 





MANAGER-salesman, in this business 
over 25 years, all phases; fine reputa- 
tion; loyal, honest, intelligent; top 
salesman. Address “B., 1827.” care 





HEAD watchmaker, 25 years’ experience, 
fast-accurate; a good man; wants shop 
only, no take-in or delivery; salary 
$100 per week; fine references. Address 
“L., 1759,” care J C-K. 





YOUNG, experienced, retail jewelry store 
manager, capable of taking charge of 
large volume credit operation; prefer 
—— Address “C., 1711,” care 





YOUNG man, salesman, five years New 
York retail selling, presently employed, 
desires opportunity for outside selling; 
a references. Address “G., 1809,” care 





GENTLEMAN, 53, veteran, good health, 
character, ability, expert diamond cutter, 
seeks fresh start; thorough wholesale 
experience; no objection to retail. Ad- 
dress “J., 1811,” care J C-K. 


YOUNG woman, experienced with dia- 
mond ring manufacturers and jobbers; 
full charge, orders, repairs, gold office; 
good at figures, etc. Address “R., 1647,” 
care J C-K. 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
Tox concern. Address “C., 1035,” care 





WATCHMAKER, salesman, chronograph, 
clock and jewelry repairman, capable 
managing; reliable and sober; B.T:S. 
graduate; 21 years’ experience; best 
7 < aoe Address “K., 1757,” care 





FIRST class watchmaker, 20 years’ ex- 
perience, desires steady job; good ring 
sizer, accustomed to using Hermes en- 
graving machine ; medium large 
ae al city. Address “H., 1717,” care 





BOOKKEEPER, young woman, nine 
years’ experience in jewelry manufac- 
turing and all other jewelry details, de- 
sires position in New York City; best 
ys aoe Address “H., 1810,” care 





DIAMONDS; young, family man, with 12 
years’ diversified experience diamond 
manufacturing, sorting, buying on all 
sizes brilliants and fancy shapes; can 
furnish best of references. Address “E., 
1805,’”’ care J C-K. 





SALESMAN, experienced, seeks position 
in Metropolitan area; thorough back- 
ground in selling, buying, window trim- 
ming, repairs and credit; family man 
with executive ability. Address “D., 
1832,” care J C-K. 





I have been a jewelry store manager for 
18 years with 12 employees, and I am 
a top salesman in diamonds and 
watches; can furnish the best of ref- 
erences. Address “Circular 267,’’ Room 
1415, Heyworth Bldg., Chicago 2. 





COMBINATION watchmaker, engraver, 
jeweler, over 20 years’ retail experience ; 
family man, presently employed, seeks 
permanent position; eastern Pennsyl- 
vania preferred; salary $110 per week. 
Address “‘A., 1834,’’ care J C-K. 





DIAMOND expert, gentleman, veteran; 
desires retail store, cash diamond sales 
permanent position; weekly salary $60 
to $200 or commission basis; minimum 
30 to maximum 60 hours. Address “A., 
1767,” care J C-K. 





PAWNBROKER-manager-buyer 20 years’ 
experience, 37 years old, college gradu- 
ate (night), seeking interesting propo- 
sition, preferably profit sharing; can 
set up new store. Address “C., 1 a 
care J C-K. 





TOP master watchmaker, 30 years’ ex- 
perience; exceptionally close adjuster 
to position, temperature and isochronal 
rates; will go anywhere, but prefer 
Southwestern Ohio or Central Kentucky. 
Address “B., 1707,” care J C-K. 








MANAGER-salesman presently employed, 
available May 1; complete knowledge 
retail credit operations, including mer- 
chandising, advertising and promotions ; 
salary and incentive; will relocate. Ad- 
dress “F., 1549,” care J C-K. 





TOP retail salesman; a competent and 
thoroughly experienced diamond man to 
take complete charge of a fine diamond 
jewelry department, suitable for out- 
standing jeweler. Address “L., 1641,” 
care J C-K. 


WATCHMAKER, 12 years’ 
who will pass your rigid Inspenr rence 
character and ability, desires aan of 
in northern New gland; availanee 
Bertalan, Nichol 3 Bile. yrte George 

» Nicholas ’ 
4, Ohio. 8. Lobby, Toledo 








———___ 


EXPERT diamond assorter 
wishes position as buyer oF salen uator, 
ager for high class jewelry sao 
many years’ experience; just returned 
from Dr. Williamson Diamond Mines 
East Africa. Henry Abrahams 2938 
Tyler, Detroit 6, Mich. 0 





————______ 


BOOKKEEPER-accountant; credits, oo} 
lections, correspondence ; all phases of. 
fice procedure, costs, production: ar. 
customed to heavy responsibilities: to, 
record with leading concerns; desires 
responsible position. Address “P, 1787" 
care J C-K. 





ts 


SALESMAN ; 40; retail, outstanding ge. 
ing record with only largest credit 
jewelers; 20 years’ consistent record 
selling diamonds, watches and better 
jewelry, especially diamonds; best ref. 
erences; now employed, present Salary 
2 ow. Address “J., 1782,” care 





ey 


JEWELRY manager, 35, married, two 
children; 15 years’ experience in cash 
and credit stores, ability to buy, sell, 
dress windows, train and supervise em. 
ployees; desires to take complete con. 
trol of independent store that grosses 
$100,000 to $200,000. Address “E., 1754” 
care J C-K. 








AMBITIOUS, young man, middle thirties, 
veteran, married, presently employed, 
thoroughly experienced jewelry and dia- 
monds; industrious, conscientious; ex. 
cellent educational background; desires 
opportunity in selling, buying and mer. 
chandising; finest references. Address 
“L.., 1758,’ care J C-K. 





—— 


YOUNG man, 29, production experience 
diamond mountings, scholastic jewelry; 
knowledge alloying gold, scheduling, 
colored stones, stone setting novelty 
jewelry ; good appearance, personality; 
seeks opportunity production, or sales 
— Address “F., 1806,” care 
J C-K. 





JEWELER-foreman, European trained, 
fine, precious jewelry, expert model 
maker and craftsman; many years’ me- 
chanical and supervisory experience, de- 
sires position as foreman or will set up 
own shop for contracting; excellent 
references, reliable; thorough knowl- 
edge all phases manufacturing. Address 
“M., 1760,’’ care J C-K. 





ATTENTION jewelers; two, experienced 
watchmakers desire to take over man- 
agement and operation of repair depart- 
ment on a percentage basis; prefer first 
class store in city of 10,000 or more, 
located in western half of United States; 
both men married, in early thirties, of 
desirable character, with best of ref- 
erences. Address “D., 1723,” care J C-K. 








MANAGER, retail jewelry, age 35, mar- 
ried and two children; 15 years’ ex- 
perience; eight years in cash type store 
and seven years in credit store; good 
salesman and window trimmer; éxX- 
perienced in buying, credits and collec- 
tions, also camera and optical depart- 
ments: desires permanent connection 
with reliable firm offering incentive and 
2. aie Address “G., 1755,” care 











MANAGER, who will prove to be a most 
valuable asset to your organization; 
under 40; married; excellent appear- 
ance and personality; 20 years’ ex- 
perience ; several years top producer for 
large Eastern chain; enviable record 
sales, collections, merchandising, 4dis- 
play, ete.; seeking permanent connec- 
tion with commensurate salary and 
incentive; personal interview desired. 
Address “M., 1814,” care J C-K. 
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manager; 20 years’ 
GENER An experience in installment 
jewelry business; buyer, general 
manager, advertising, promotions, 
credit and collection; was with 
chain of 12 stores, volume running 
into seven figures; at present em- 
ployed in above capacity; best of 
references and fine appearance; 
will travel anywhere. Address “N., 
1786,” care J C-K. 


a 
Lines Wanted 





O RICO sales representative, ex- 
eee, established in Puerto Rico, 
interested in first class lines on_com- 
mission basis. Apartado 1323, Ponce, 


PR 





—_—_—™”™ 


WEST Coast salesman, established over 
90 years, desires fine line of jewelry, 
genuine stones, or good ring line; com- 
mission basis; finest references. <Ad- 
dress “W., 1435,” care J C-K. 





— 


WEST Coast religious wholesaler seeks 
attractive religious medals and 
jewelry in sterling, gold filled and 
solid gold; excellent contacts. Ad- 
dress Box 306, Altadena, Calif, 








SALESMAN, with 18 years’ experience 
calling on wholesalers throughout the 
Middle West from Gulf to Minneapolis, 
now selling ladies’ staple gold filled line, 
seeks non-conflicting line of any type. 
Address “T., 1765,” care J C-K. 





a  — 


SALESMAN, wants an additional line for 
Southern territory, now carries ladies’ 
top compact line; only well established 
line considered; covers jewelers, gift 
and department stores in 12 States. Ad- 
dress “S., 1789,’ care J C-K. 





WELL known established jewelry sales- 
man wants top manufacturers’ costume 
jewelry line, and fast selling side lines; 
territory, Montana, South Dakota; send 
catalog and literature. Address “F.,, 
1775,” care J C-K 





OHIO salesman, established 10 years, de- 
Sires top manufacturers’ lines to sell 
retailers and department stores; com- 
mission basis; strong following; finest 
references. Address “B., 1768,” care 


ee 





SALESMAN, carrying top line to whole- 
Salers and department stores, seeks 
short, hot side line; North and South 
Carolina, Alabama, Georgia, Tennessee, 
Mississippi, Kentucky, Louisiana, Ar- 
kansas. Address “C., 1841,” care J C-K. 








SALES executive, with A-1 contacts in 
wholesale, chain and mail order 
fields, desires line or lines for Mid- 
dle West; headquarters in Chicago. 
Address Circular 270, Room 1415, 
Heyworth Bldg., Chicago 2. 


a 


SALESMAN, covering the Midwest, calling 
On jobbers, with Chicago office; open 
for a rhinestone line, two dollars retail 
and up, boxed and bulk; must be a rep- 
resentative line and well rated manu- 
facturer. Address “Circular 269,” Room 
1415, Heyworth Bldg., Chicago 2. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,’ 
care J C-K. 





MANUFACTURERS’ representative, Chi- 
cago office; top contacts with leading 
wholesalers, material jobbers, im- 
porters and premium houses, desires 
strong costume jewelry line or allied 
merchandise, covering entire Midwest 
and South; 20 years’ experience. Ad- 
dress “Circular 268,’’ Room 1415, Hey- 
worth Bldg., Chicago 2 


Side Lines 








SALESMEN, experienced, to retailers; 
fine line of ladies’ diamond ring mount- 
ings; all territories open; commission 
basis. Address “K., 1739,” care J C-K. 





SALESMEN, experienced, to _ retailers, 
complete line gold wedding rings; es- 
tablished manufacturer with large na- 
tional following; many territories open. 
Address “W., 1051,” care J C-K. 








SALESMEN, covering better jewelers, 
etc., South, Midwest, New England; 
a better class of costume jewelry. 


Address “B., 1718,” care J C-K. 





SALESMEN ; territories open, South Mid- 
west, West Coast; manufacturers pop- 
ular priced sterling jewelry novelties; 
commission; reference. Kingsland Jew- 
elry Mfg. Co., 26-30 Beecher St., 
Newark, N. J. 





SALESMEN, experienced, sterling silver 
hollowware; all territories; excellent 
side line; good opportunity for right 
men, to contact department, chain and 
retail stores; commission; reference. 
Address “E., 1713,” care J C-K. 





EXPERIENCED salesmen for wedding 
rings, zircon rings and colored stone 
rings; manufacturer direct to retailers; 
sideline; commission basis; for New 
England, North Central, South East and 
aw West. Address ‘“A., 1800,” care 





SALESMEN, experienced, to carry 
complete line of ladies’ diamond 
ring mountings, to jobbers; terri- 
tories open in Midwest, Southern 
and New England States; commis- 
sion basis. Address “‘F., 1735,” care 


J C-K. 





EXPERIENCED salesmen, calling on 
better retail stores that have sterling, 
china and crystal departments, profitable 
prestige operation with proven sales po- 
tential; can be handled as a side line; 
please give experience, territory covered 
and reference in first letter. National 
Bridal Service, Inc., 2137-37th St., Rock 
Island, Ill. 





SALESMEN, with established retail fol- 
lowing, to sell popular priced dia- 
mond rings, plain and engraved 
wedding rings, as a side line; in- 
quiries treated with utmost confi- 
dence. Address “E., 1634,” care 
J C-K. 





SALESMEN, with established following; 
sideline; by a manufacturer of zircon, 
lodge, miss, ladies’ and gents’ stone 
rings; selling direct to retailers; com- 
mission and bonus arrangement; most 
territories open; write full history, first 
letter; inquiries treated with utmost 

confidence. Address “Y., 1799,” care 


THREE salesmen wanted; manufacturer 
of popular priced line of silver plated 
hollowware is open for representation 
for the following territories, namely; 
Southwestern territory, Southeastern 
territory and the entire West Coast 
from Denver to the State of Washing- 
ton; this line is highly promotional; 
have a good many accounts that will 
be turned over to the right party; this 
line should net $10,000 a year or more 
to the right man; only those who have 
a following and can produce results 
need apply; drawing account or com- 
mission basis; no objection to one or 
~ side lines. Address “‘M., 1741,’ care 








Help Wanted 





WANTED; A-1 jeweler, who can repair 
wr “yy stones. Address “V., 1461,” care 








WANTED, two A-l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





WANTED; jewelry repair and special 
order man for shop in Buffalo, N. Y. 
Address “G., 1715,” care J C-K. 





WATCHMAKER wanted, preferably one 
just out of school, but willing to work. 
Address “E., 1575,” care J C-K. 





JEWELER, practical, with creative ideas, 
capable of operating a shop of eight 
people. Address ‘“‘T., 1744,” care J C-K. 





JEWELER wanted; pleasant place to 
work; complete equipment; complete 
training or go on learning. Address 
“W., 1836,” care J C-K. 





SALESMEN, for nationally Known line 
of Manhattan billfolds and other items; 
commission; good opportunity. Address 
“K., 1812,” care J C-K. 





TWO experienced watchmakers wanted, 
able to repair all makes of watches; 
permanent positions. Branstetter Jew- 
elry, 120 N. Broadway, Wichita, Kans. 





WATCHMAKER, capable, and with own 
timing machine; best quality work re- 
quired. Brock’s Inc., P. O. Box 991, 
Rome, Ga. 





JEWELER, experienced on special order 
work and able to do his own setting; 
$2 per hour; give information in de- 
tail. Address “V., 1743,’ care J C-K. 





SALESMEN wanted; wedding ring and 
idents line to the small retail jewelers 
on terms; various territories open. Ad- 
dress “E., 492,” care J C-K. 





SPECIAL order man; one who can 
handle platinum and gold, for well 
established shop. John A. Marshall, 
347 Spitzer Bldg., Toledo, Ohio. 





CAPABLE, retail jewelry store salesman; 
Central Ohio; must be enthusiastic, 
pleasant; give age, references or ex- 
perience in first letter. Address “N., 
1761,” care J C-K. 





TAKE-IN watchmaker; top salary, plus 
commission on sales developed from re- 
pair department; estimating jobs only. 
Write, Goodman’s, 94 E. 7th St., St. 
Paul 1, Minn. 





SALESMEN wanted by well known 
manufacturer to sell ladies’ diamond 
set fancy and dinner rings to the 
retailer. Address “H., 1808,” care 
J C-K. 





(Continued on page 226) 
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TUCSON, Arizona; opening in sterling 
Silver, china, and jewelry department 
for capable, experienced, willing, con- 
genial young lady. Apply Gruenwald & 
Adams, 60 E. Congress St. 





A-l experienced jeweler, diamond set- 
ter, for permanent position in old 
established retail firm; modern, air- 
conditioned shop. Call, H. Post & 
Sons, Decatur, II. 





SALESMAN; to carry full line of na- 
tionally advertised jewelry store items 
to retail jewelry stores in Northern New 
England, for established wholesale 
jeweler. Address ‘“J., 1729,” care J C-K. 





SALESMEN; manufacturer of leading 
promotional line of sterling hollow- 
ware; several choice territories open; 
give resumé in strict confidence. 


Address “K., 1783,” care J C-K. 





YOUNG man; opportunity for ambitious, 
young man in sales end of gold watch- 
case line; New York City; commission 
basis; give full particulars in first 
letter. Address “C., 1751,’ care J C-K. 





EXPERIENCED watchmaker wanted; 
modern, legitimate, store; best work- 
ing conditions; medium sized town, 
Central Ohio. Hay, Your Jeweler, 
426 Main, Coshocton, Ohio. — 





YOUNG jewelers who want to learn finest 
special order work, including settings, 
designing; have extraordinary oppor- 
tunity. Write, F. & G. Jewelers, Georgia 
Savings Bank Bidg., Atlanta 3, Ga. 





DESIGNER, experienced on watch 
cases; the opportunity of a lifetime; 
all applications will be handled in 
the strictest confidence. Address “‘J., 


1738,” care J C-K. 





SALESMEN wanted by manufacturer of 
jewelry displays; several territories 
open; excellent income; following; no 
objection to non-conflicting line; liberal 
— Address “D., 1803,’ care 
i -K. 





JEWELER, for repair work, who can also 
set stones; steady job year around; 40 
hour week, paid vacation ; give reference 
and salary expected in first letter. Write 
4 a Office Box 105, Huntington, 

. Va. 





WATCHMAKER:; first class workman; 
state age, experience, references and 
salary expected in first letter; perma- 
nent; six-day week; paid vacation and 
sick leave; Eastern Tennessee city. Ad- 
dress “E., 1724,” care J C-K. 





MANAGER; top merchandiser, excellent 
salesman, who will have opportunity to 
expand his efforts and ideas; excellent 
working conditions ; earn between 
$10,000-$15,000 yearly. Address “D., 
1753,”’ care J C-K. 





NATIONALLY advertised watch brace- 
let manufacturer desires man for 
selling directly to retail stores in the 
entire States of Illinois, Indiana and 
part of Wisconsin; state experience 


and reply to “‘A., 1842,” care J C-K. 





JEWELER, with about 20 years’ experi- 
ence, with business ability and capable 
of taking charge of a small shop; a 
wonderful opportunity; give informa- 
tion in detail in first letter. Address 
“*R., 1745,” care J C-K. 





PEARL manufacturer and cultured pearl 
jewelry novelties, requires men with 
jewelry store following; highest com- 
mission rate; superb quality; popular 
prices, boxed. Triumph Mfg. Co., P. O. 
Box 365, Church St. Sta., New York §&. 





WANTED ; combination watchmaker, 
clock man and engraver; this is a 
steady position; must be sober and good 
health; references and salary expected. 
Will Tschumy, 405-21st St., Galveston, 
Texas. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
> bsg letter. Address “R., 2165,” care 





HOLLOWWARE salesman with follow- 
ing, top sterling and plated lines; open 
for Texas, Arkansas, Oklahoma, New 
Mexico, Arizona and possibly Louisiana ; 
established manufacturer, in business 
ar Address “E., 1773,” care 





A NATIONALLY known diamond ring 
house has several territories open for 
active salesmen with established follow- 
ing; very liberal drawing against com- 
mission; all information kept in strict 
confidence; our salesmen know of this 
ad. Address “F., 1756,” care J C-K. 





ALL around jeweler who can do spe- 
cial order work, fine alteration work, 
also good jeweler and diamond set- 
ter; can offer year round position 
to good mechanics; state hourly pay 
and references in reply. Address 


“A., 1542” care J C-K. 





SALESMAN, with a non-conflicting line, 
to represent a manufacturing jeweler 
with mountings, wedding rings, em- 
blems, diamond rings, etc.; a fast sell- 
ing line; strictly commission basis; 
state territory and give information in 
detail. Address ‘“Q., 1750,’’ care J C-K. 





WATCHMAKERS (two) must be fully 
experienced, personable, and with 
excellent references; write in confi- 
dence your age, experience and 
salary desired. Edwin Freed, care of 
Alpert’s, Jewelers, 111 E. Water, 
Elmira, N. Y. 





SALESMAN, wanted for the South, to 
represent well known manufacturer of 
sterling silver hollowware and baby 
goods; established accounts with jew- 
elers, department stores and whole- 
salers; commission basis. Address “D., 
1772,”" care J C-K. 





SALESMAN, for nationally known ex- 
tensive diamond and colored stone 
ring line, to cover Denver West, for 
New York concern; drawing against 
commission; state past experience 
in confidence. Address “P., 1818,” 
eare J C-K, 





WATCHMAKER, with a few years’ ex- 
perience, out of school, capable of tak- 
ing in repairs, in old established store 
in Indiana; permanent position with 
good future to right man; references, 
experience and salary expected in first 
letter. Address “‘A., 1826,’ care J C-K. 





SALESMAN, for manufacturer,’ ext 
sive line of platinum dhearh 
jewelry, outstanding and me 
priced; must have following amone 
retail stores in Middle West “a 
Coast; drawing and commission, Ad. 


dress “A., 1540,” care J C.-K, 





———————___ 


SALESMAN with following, by long ¢ 
tablished wholesale jewelers and Wath 
importers selling popular priced me 
chandis2, nationally advertised brands: 
Oe ee ee 
drawing against _ commissions; refer’ 
ences. Address “R., 2622,” care J OK 





lt rr, 


SALESMEN, with following among re. 
tailers, wanted by importer of wel] 
known, low priced, nice Swiss watch 
line for Texas, Midwest and Ney 
York State; may carry non-conflic. 


ing line; 10% commission. Address 
“T.., 1784,” care J C-K. 








ATTENTION Chicago, Illinois: manufac. 
turer of quality made wedding rings 
and stone rings, desires salesman with 
established following, to sell direct to 
retailers; commission and bonus ar. 
rangement; give full particulars jp 
‘~: » ees Address “B., 1801,” care 
J C-K. 





EXPERIENCED watch salesman; must 
have good following amongst jewelers: 
drawing against commission; write in 
detail giving experience, qualifications 
and other detailed information; your 
reply will be held strictly confidential, 
Croton Watch Co., Inc., 48 W. 48th St. 
New York. 





_-———$—__ 


WATCHMAKER, experienced and cap. 
able; permanent position with 33 
year old firm; tri-city community of 
27,000; please give qualifications, 
experience, references, and _ salary 
expected in first letter. C. A. Jen- 
sen, Jewelers, 709 First St., LaSalle, 





SALESMAN, with following of Mid- 
western and Southwestern better retail 
stores, department stores and whole- 
salers, to carry extensive fast selling 
line of fine gold jewelry, watches, 
bracelets, pins, earrings, etc.; please 
give full details in reply; commission 
basis. Address “G., 1779,’ care J C-K., 





DIAMOND, watch and jewelry sales- 
man, responsible man with thorough 
background; aggressive selling abil- 
ity; age 32-45; salary and commis 
sion opportunity and permanent 
future for capable man. Bloedel’s 
Jewelers, 200 E. Wisconsin Ave. 
Milwaukee 2, Wis. | 





SALESMAN, to cover retail stores in the 
area of Utah, Nevada, Colorado and 
surrounding territory ; 12% commission, 
nationally advertised costume jewelry, 
watch attachments, pearls, compacts, 
lighters, wallets, etc. Reply to, Lenco 
Jewelry, Inc. 315 W. 5th St, Los 
Angeles 13, Calif. 





MANAGERS (assistant and full charge) 
as well as fully experienced sales 
men wanted by expanding Southern 
New York State (three store) firm; 
write in confidence your full exper'- 
ence, salary record. Ed Freed, care 


of Alpert’s, 111 E. Water St., Elmira, 








226 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Ne 
nd 


ar 
ng 


d. 


i 


Qo + = = ee Ss 


, 
" 





HELP WANTED—Continued 











= 
, ENT opportunity, reputable 
EXCEL cturer of better costume jewelry, 
vith active accounts among jewelry 
vores has opening for salesmen with 
following in Texas, Southern and 
Mountain territories; men residing in 
‘ preferred; references first 


itor f 
fetter. Address “J., 1732,” care J C-K. 





———r 


MEN; excellent. opportunity — in 
oo California, Rocky Mountains, 
Midwest, Southern territories for out- 
standing line of jewelry displays, win- 
dow platforms, ring blocks, trays, ete. ; 
write us your_experience and get our 
story. Morton Pelzner Displays, 2445-49 
Taraval St., San Francisco 16, Calif. 





tO 


NUFACTURER of highly styled, 
yon set, rhodium finished rhinestone 
costume jewelry wants experienced, 
resident salesman calling on retail and 
department store trade, for Chicago and 
surrounding area, also for Southern 
States; we have established following 
in both territories. Address “R., 1763,” 


care J C-K. 








WANTED assistant manager for the fol- 
lowing duties: complete charge of the 
floor, credit accounts and to assist in 
dressing window; this is a growing 
concern of two stores with expectations 
of expansion within the next year and 
half; write full particulars in first 
letter, starting salary, etc. Address “G., 
1736,” care J C-K. 





— 


SALESMAN, by leading manufacturer, 
for established Midwest and South- 
west territory, best retail following; 
unusual diamond watch cases, at- 
tachments, ring mountings, bridal 
sets and rings in platinum and in 
gold; substantial earnings assured; 
detailed reply confidential. Address 
“E., 1833,” care J C-K. 





STORE manager for established retail 
business; must be experienced in ad- 
vertising and collections and be a win- 
dow trimmer, also a good salesman; 
applicant Should prove previous expe- 
rience for an aggressive operation; 
located in Northern Ohio; give full 
details in first letter. Address ‘‘T., 1791,” 
care J C-K. 


SALESMAN, to take over established ac- 
counts among better retail jewelry trade 
in States of Kentucky, Tennessee, North 
Carolina, South Carolina, Virginia and 
West Virginia with gold and gold filled 
line; excellent opportunity for high cal- 
iber man; non-conflicting side line 
agreeable; give full details; replies con- 
fidential. A & Z Chain Co., 116 Chestnut 
St., Providence, R. I. 





OLD established firm seeks resident rep- 
resentatives in major key cities, exclu- 
sive of New York, Chicago, to handle 
line of dresser sets and metal and glass 
novelties; familiar with the wholesale 
trade in novelty, notion, jewelry, prem- 
ium and carnival fields, as well as large 
retail outlets; no objection to non-con- 
flicting side lines. Address “C., 1722,’’ 
care J C-K. 





SALESMAN wanted; large manufacturer 
of popular priced line of silver plated 
hollowware is open for good represen- 
tation, for the States of Virginia, North 
Carolina, South Carolina, Georgia and 
Florida; only those who have a fol- 
lowing and can produce results need 
apply; commission basis; no objection 
to one or two side lines. Address ‘M., 
1428,” care J C-K. 





WHOLESALE je-velry salesman; AAA-1 
company wants experienced young man, 
with car, to call on jewelers in Northern 
Illinois (outside of Chicago) and South- 
ern Wisconsin; full line including 
watches, diamonds, jewelry, clocks, sil- 
verware, appliances and materials ; com- 
mission basis, drawing account; fine 
opportunity for permanent connection. 
A. C. Becken Co., 22 W. Madison St., 
Chicago 90, Ill. 








SALESMEN, with established territory, 
covering department stores, jewelers, 
gift, specialty shoppes, for outstand- 
ing costume jewelry line retailing 
$1 to $5; 15% commission; long 
established manufacturer of spotless 
reputation, seeks salesmen with like 
qualifications. Orber Mfg. Co., Dun- 
nell Lane, Pawtucket, R. I. 





WANTED: successful salesman visiting 
better jewelers and wholesalers with 
non-conflicting line and having large 
following, to add diamond line from 
manufacturer-cutter ; excellent opportu- 
nity; give background, references and 
territory covered; all replies held in 
confidence. Address “S., 1821,” care 


_ 





SALESMAN wanted for Chicago, and 
one for Denver and their surrounding 
territories; we manufacture diamond 
Single stone rings, wedding rings, dia- 
mond watches and attachments, in 
platinum and gold; splendid oppor- 
tunity for honest, conscientious man; 
non-conflicting line acceptable; _ all 
replies confidential. Address ‘L., 1726,” 
care J C-K. 








SALESMEN; an unusual opportunity 
to associate yourself with a progres- 
sive, reputable manufacturer of na- 
tionally known diamond and stone 
rings; open territory in North Cen- 
tral and Southwestern States for ex- 
perienced man; guaranteed drawing 
against commissions; reply stating 
qualifications and past experience; 
all correspondence will be held in 
confidence. Address “G., 1727,” 
care J C-K. 





BUYER, jewelry and silverware: world- 
wide merchandising organization offers 
position in Japan on a two-year con- 
tract to man or woman with four- 
eight years buying experience with 
department store and/or large retail 
chain Store; salary $6534 to start; ap- 
plicants must be 30-55 years if men: 
30-45 years if women; must be JU. S. 
citizens, able to pass rigid physical 
examination. Address, Box JCK 635, 
221 W. 41st St., New York City 36. 





SUCCESSFUL chain wants managers 
for large, new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to be 
paid for out of his share of the 
store earnings; only men who under- 
stand every phase of credit jewelry 
operation and have record of suc- 
cessful large store management will 
be considered; all replies held in 
strict confidence; our present man- 
agers know of this ad. Address “H., 
1737.” care J C-K. 


SILVERWARE salesmen wanted for ex- 
clusive highly promotional line of ster- 
ling silver cutlery and serving pieces; 
exquisitely styled and priced for big 
volume; choice territories now open 
except New York City, Philadelphia, 
Boston; excellent opportunity for men 
with following among gift, jewelry, de- 
partment stores and jobbing trade; 
liberal drawing account to qualified 
salesmen; will consider side line men; 
state full particulars and territory Cov- 
ered. Ambassador Cutlery Mfg. Co., 398 
South St. (Dept. JK-1) Newark 5, N. J. 





THE Wakmann Watch Company has 
several territories open in the Mid- 
dle West, East and South; in case 
you should have following among 
jewelers, be accustomed to a higher 
income bracket and be interested in 
selling on a_ straight commission 
basis Wakmann Incabloc watches, 
carrying the one year repair policy 
and lifelong balance staff guaran- 
tee, please contact our Midwest office 
at 22 W. Madison St., Chicago 2, 
Ill. and give detailed information 
about past and present experience 
and references. 


ERNE TL AN MERTEN 


For Sale 


Stores, Stocks and Businesses 








OLD established, profitable jewelry store, 
for sate, $50,000; good business town. 
Gilmore Jewelry Co., Pensacola, Fla. 





JEWELRY store, located in center of 
Massachusetts, 12,000 population ; fran- 
chises for highest quality lines: retiring. 
Address “C., 1770,” care J C-K 





APPROXIMATELY $50,000 year, 100% 
business location; low rent; Southeast- 
ern Pennsylvania: $25,000 asked: what 
yey offer. Address “F., 1714,” care 





CHARLESTON, S. C. jewelry store for 
sale; ideal location to do big credit and 
cash business; low inventory; excellent 
bio repairs. Address “B., 1835,” care 





JEWELRY store, for sale, due to poor 
health; established 23 years in North- 
western Illinois; stock inventory about 
$30,000; can reduce inventory. Address 
“A.. 1702,” care J C-K. 





JEWELRY store in small North Georgia 
town; top franchises; well established ; 
clean stock: because of illness will sell 
at cost; about $5,000. Address “B., 
1705,” care J C-K. 





FOR SALE: old established California 
jewelry business in the heart of the San 
Joaquin Valley; $50,000 inventory; can 
reduce; retiring after 42 years in busi- 
ness. Address “D., 1712,” care J C-K. 





JEWELRY and watch repair store, in 
Mile High Denver; excellent, busy traf- 
fic location; nationally advertised lines; 
about $8,000 will handle. Genjian, 27 
Broadway, Denver, Colo. 








NORTH CAROLINA jewelry and gift 
store, located in a highly industrial 
city of 100,000; nationally adver- 
tised lines; low inventory. Address 


“H., 1728,” care J C-K. 


(Continued on page 228) 
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FOR SALE—Continued 





SMALL jewelry store, corner location, in 
new atomic center, Southeastern Ohio; 
population normally 40,000, will double 
for next four to five years; price about 
a <a terms. Address “A., 1838,’’ care 





JEWELRY business, established 50 years, 
same hands, location downtown, Brook- 
lyn, N. Y.; owner retiring because of 
age; excellent opportunity for competent 
watchmaker; no brokers. Hollywood, 35 
Bond St., Brooklyn, N. Y 





FOR SALE ; beautiful combination jewelry 
and men’s clothing store; 1952 volume 
over $200,000 and still growing; finest 
downtown location in the City of Paines- 
— Address “F., 1725,’ care 





JEWELRY store; southern California, 
10,000 population; near mountains, 
ocean and desert; 35 miles to Los 
Angeles; beautiful town; best climate 
in America; $20,000; retiring. Address 
*“M., 1785,’ care J C-K. 





JEWELRY store priced for quick sale; 
ideal for watchmaker; low overhead; 
priced at $8,500, less than inventory; 
fixtures and lease included: best loca- 
tion in Ohio town of 10,000. Address 
“C., 1829,’ care J C-K. 





AN old established jewelry manufacturing 


plant, doing a nice business, is desirous 
of selling out; good reason for selling; 
would require $100,000; a wonderful 
opportunity for the right man. Address 
“L., 1746,” care J C-K. 





ESTABLISHED, 100% location, pros- 
perous New Jersey city; clean stock, 
leading watch and sterling lines; good 
repair income; partnership dissolution ; 
$10,000 for everything; no auctioneers. 
Address “E., 1687,” care J C-K. 





SUCCESSFUL modern jewelry store; 
100% location; installment and cash: 
wonderful opportunity; city of 125,000: 
60 mile radius from Boston: clean 
stock; advantageous lease; retiring is 
reason for selling. Address “C., 1802,” 
care J C-K. 





MONTGOMERY, Ala.: modern air-con- 
ditioned store; present volume $85,000 
to $100,000 without advertising or pro- 
motion, cash-credit; all famous brands: 
sound reputation; reasonable rent: 
money maker; stock, fixtures at cost; 
terms. Write “K., 1734,” care J C-K. 





MODERN, air conditioned jewelry store; 
South Carolina city of 30,000 popula- 
tion ; finest lines of watches, jewelry, 
sterling, china, crystal: reason for sell- 
ing, other interests: send evidence of 
financial responsibility, your opportu- 
nity of lifetime. Address “Y., 1837,” 
care J C-K. 





ONE of the Southeast’s oldest jewelry 
firms’ entire capital stock for sale; 
doing one of the largest volumes of 
business of its kind; no indebted- 
ness; in heart of downtown shop- 
ping district of large city; owners 
retiring. Address “R., 1748,” care 
J C-K. 


ESTABLISHED cash store, top reputa- 
tion ; handsomely fixtured, leading lines; 
central lease, prosperous Pennsylvania 
diversified area; known in the trade as 
@ leader; 1952 largest year; flawless 
proposition; a compelling reason puts 
on the market at $35,000. Address 
“Advertiser, 1804,” care J C-K. 





CENTRAL Florida jewelry store, with 
living accommodations, low rent, attrac- 
tive, good location in center of eight 
phospate and uranium mines; R. R. 
inspector, franchised lines, abundant 
watch repairs; approximately $15,000; 
sickness forces sale by June 1. Mul- 
berry Jewelry Co., Box 66, Mulberry, 
Fla. 





FOR SALE, high type jewelry store lo- 
cated in South Central Ohio, 30 years 
in same location; enjoys highest rating 
and reputation ; modern, air-conditioned, 
on principal business street; splendid 
opportunity for one who wishes to take 
over a successful concern; other in- 
terest, reason for selling. Address “P., 
1762,” care J C-K. 





LEADING cash jewelry store, Long Is- 
land town of 20,000, drawing from 
surrounding towns of 250,000; sales can 
be doubled with credit; more repairs 
than can be handled, good prices; com- 
pletely remodeled, new fixtures; good 
prices; moderate rent; good lease; best 
franchises; $39,000 cash. Address “H., 
1781,’’ care J C-K. 





MODERN jewelry store, with completely 
equipped workshop for manufacturing 
jewelry and watch repairing, in fast 
growing city on Florida’s East Coast; 
no rent, own building, air-conditioned ; 
building, fixtures, complete workshop 
and material for, $35,000; stock op- 
tional, below cost. Address “N., 1558,” 
care J C-K. 





SCHOOL; jewelry manufacture and 
repair, gem cutting and polishing; 
V.A. approved for Korean and 
World War II veterans, now operat- 
ing to capacity; will also sell com- 
plete manufacture and repair trade 
shop. Address Gem-Craft, 1018 
Vermont Ave., N. W., Washington, 
D. C. 





FOR SALE, in one of Colorado’s largest 
cities, newly established jewelry store, 
brand new fixtures and safe, beautifully 
decorated; located in rapidly develop- 
ing downtown section of city; good re- 
pair trade and tourist business; $4,500 
will handle cost of remodeling and fix- 
tures, plus as much of our inventory 
as desired: immediate action desired 
as owner is leaving State. Address “D., 
1593,” care J C-K. 





BEAUTIFUL modern credit store, 50 miles 
New York City, established over 50 
years; finest lines including Hamilton, 
Longines, Gorham, Lunt, Reed & Barton, 
Wallace Heirloom, Franciscan china 
and pottery and many others; this is a 
money maker and wonderful opportu- 
nity for growing chain or live wire in- 
dividual: owner has other interests; 
will deal with principals only. Address 
“W., 1567," care J C-K. 








MODERN, air conditioned jewelry store, 
located in one of the South’s fastest 
growing industrial cities in Tennessee ; 
three and a half years to go on present 
lease and five years’ option at low rent; 
heat furnished; will sell stock, fixtures 
and lease, or fixtures and lease; wonder- 
ful location for credit store or watch- 
maker wishing to go in business; reason 
for selling, owners must devote their 
time to other business. Address “P., 
1747,” care J C-K. 


FOR SALE, old established 

credit jewelry store in Long Bean 
Calif., the fastest growing city in South’ 
ern California; established in this lo- 
cation 22 years with never a drastic 
sale or auction, best reputation and 
one of the best locations: invento 

$50,000 clean with lots of name brands 
or could reduce inventory some if neces. 


Sary; seven and one-half year 
rental lease with no percentage .’ ae 
modern fixtures and store front; store 


room 16 x 100 with lots of roo 

large appliances if desired: ant eo 
to desert for wife’s health; if you have 
the money and are interested in a fine 
store with a future, write or wire 
Address “S., 1764,” care J C-K. 


Se TRATES PTR We ot 





For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





ees 


FOR SALE; slightly used, diamond set. 
ters’ and jewelers’ tools, buffing ma- 
chine and bench; very reasonable. Jones 
em 336 Main St., New Britain, 

onn. 





So 


ENGRAVING machine, New Hermes 
model GM, complete set of 100 letters, 
like new, still in original packing case: 
price $275. Arca Jewelry, 93 Nassau 
St., New York, N 











Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 





M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 


——— 





FOR mutual benefit, wish to contact 
jewelers who have had a sale conducted 
by outside agent or sales enterprise in 
the past 18 months, also jewelers who 
contemplate such a sale. S. E. Riley, 
110 S. Main St., Livingston, Mont. 


a 








AMERICA’S foremost jewelry auction- 
eer; an auction service for jewelers 
who care; over three million in 
actual cash results for 24 jewelers. 
See page 223. Thomas J. Faussett, 
Howell, Mich. 


Eo 
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BUSINESS OPPORTUNITIES—Cont. 





GANSBERG will buy your sur- 
saMUEr entire stock and fixtures or 
Petates for cash; my direct outlet en- 
ables me to pay you higher prices ; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 


page 33. 





—_—_—-—--""""— 


ATTENTION, Mr. Jeweler; want to sell 
out, reduce stock, raise cash, removal, 
remodel; Robert E. Jones Sales Co., 
Auctioneers, flat sale conductors; we 
buy ; we conduct sale for you; 25 years’ 
experience in over 500 stores. Phone 
KE 1-8683, 702 E. 185th St., Cleveland, 
Ohio. 





—-—- - 


AUCTIONS of which to be proud, 
ethically and profitably conducted 
anywhere in the country; all in- 
quiries promptly acknowledged. 
Write or wire, Samuel I, Levy, 125 
Wadsworth, Santa Monica, Calif, 





a 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





AUCTIONEER; 10. successful sales 
conducted in 1952; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044., 


——— 





WE have done it before and we can do 
it again; if you operate a jewelry store 
in a resort town, this Summer we can 
reduce unwanted stock, gain new cus- 
tomers and make substantial profits for 
you, by conducting an ethica! auction 
sale; if you prefer, we will buy your 
store complete; highest references. 
Write, Alvin Freemount, 4750 York 
Road, Philadelphia 41, Penna. 








IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references; 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madi- 
son St., Chicago 3, Ill. Randolph 6-7390. 


WANT to sell out, raise cash, reduce 


stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 





DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished this 
amazing result for over 200 jewelers 
in the last two years alone; their 
thankful letters are in our files for 
your inpsection, Wire, write or tele- 
phone, Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. See page 178 for addi- 
tional details. 








WANT to raise cash; want to sell out; 
reduce your inventory; don’t gamble; 
play it safe; we have the “know 
how” to conduct a flat sale or auc- 
tion for you, without hurting the 
prestige of your store; our methods 
of operation are guaranteed to ob- 
tain much more money for your 
stock than its original cost, after all 
sales expenses; all inquiries are con- 
fidential and we will advise you on 
your particular problem without any 
obligation. Harry Schecter Sales 
Service, 2 W. 47th St., New York 
19, N. Y. Tel. Lux 2-0513. 





JEWELERS; tired of working your 
business; have you been thinking 
of retiring and just haven’t done 
anything about it; if you are in- 
terested in selling your store out- 
right for cash, or we will conduct 
a flat sale or auction for you; if 
interested give information in your 
first letter; location of business, 
type of inventory, how long estab- 
lished, price, etc.; highest bank and 
trade references; all correspondence 
will be treated in strictest confidence; 
35 years of jewelry experience. 
Hyman Freedman & M. William 
Snyder, Associates, Stephentown, N. 
Y. Phone 4-4633. 








Wanted to Purchase 





WANTED; New Hermes engraving ma- 
chine ; cash for best machine and equip- 
ment offered. W. R. Hoover, Inc., 587 
Main St., Buffalo, N. Y. 





JEWELRY store wanted; established; 
100% location; New York State or 
neighboring States; write full partic- 
ulars. Address “V., 1793,” care J C-K. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, Ill. 





JEWELRY store for credit operation, in 
city under 50,000, that can be acquired 
for $10,000 cash; prefer Upstate New 
York, Connecticut, New Jersey or vicin- 
ity ; no repairers; state full particulars. 
Address “L., 1813,” care J C-K. 





WE will buy one or more stores in Vir- 
ginia, North Carolina, South Caro- 
lina, Georgia, Florida, Alabama or 
Tennessee; we will take over your 
lease and pay you top cash price. 
Address “A., 1412,” care J C-K. 








BROKEN, chipped, “Old Mine” dia- 
monds recut by expert cutters; in- 
crease value and quality of your 
unsalable diamonds; also purchase 
all types of diamonds. Jack Blau- 
weiss, Est. 1919, 22 W. 48th St, 
New York City. 





WATCHES wanted; any quantity, all 
brands; highest cash prices paid; 
we also buy surplus jewelry, rings 
and diamond jewelry, diamond 
rings, ete.; correspondence invited; 
references, The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 
Co., 219 Melrose Bldg., Houston 2, 
Texas. 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course, that it’s jewelry and belongs 
in a jewelry store; what’s more, 
we'll pay cash for it without hem- 
ming and hawing; wire or write your 
proposition or call. Ref.: Jewelers’ 
Board of Trade, Dun & Bradstreet, 
Manufacturers Trust Co., N. Y. 
Frank Pollak & Sons, since 1905, 
72 Bowery, New York, N. Y. Phone 
Canal 6-2854. 





(Continued on page 230) 
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WANTED TO PURCHASE—Cont. 








CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
We send you a check at once and 
hold shipment intact for your ap- 
proval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K., 
108 Beale Ave., Memphis, Tenn. 








Watch Work, etc., for 
the Trade 





COMPLICATED and regular repairs ac- 
cepted for complete or partial work; 
trade price list on request. Howard 
7. tiuron St., Lake Ronkonkoma, 





KNOW your vibrator; quality, speed, 
dependability; Vibrating, staffing, 
jeweling; mail direct; same day ser- 
vice. Hairspring Vibrating Co., 406 
32nd St., Union City, N. J. 





BOSTON, Mass.; expert and guaranteed 
watch repairing ; prompt service; prices 
on request; mail orders invited; David 
Migdal & Co., 109-B Summer St., Tel. 
Hu 2-9547. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing ; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





PHILADELPHIA, Pa.; guaranteed com- 
plicated and plain watch repairing; 
prompt service; fully insured: accurate 
timing; cases, bands polished free; 
eng request. Jay Gold, 1001 Chest- 
nu 





SINCE 1928, a superior watch repair 
service to prominent jewelers; 
Holmes protected vaults; attractive 
prices; speedy service; all work 
guaranteed; position tested on our 
Watchmaster. Cooper Watch Repair 
~— W. 48th St., New York 36, 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs, and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 








ALL style beads restrung, plain or 
knotted; prompt service; reasonable 
prices. Mrs. Helen E. Stump, 202 State 
St., Shillington, Pa. 





PHOYOGRAPHY, on gold, silver, o¢ plaii- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





EXPERT jewelry repairing—all types and 
special order work for the trade; out- 
of-town orders given full consideration, 
prompt service. Mann Jewelers, 24 Wil- 
liam St., Newark 2, N. J. 





EASY profits, ring stone replacements ; 
send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co., 
Jamaica, N. Y 





PEARLS and beads restrung, Knotted, 
woven; rosaries repaired, refinished ; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55 B. Eddy St., Providence, . I. 





COMPLETE jewelry service, diamond 
setting, sizing special orders, re- 
pairs, polishing and rhodiuming ac- 
complished with speed and guaran- 
teed workmanship. Evans & Co., 36 
W. 47th St., New York 36, N. Y. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coat of arms; mono- 
grams and initials; military insig- 
nias; fraternal emblems; _§ stone 
cameos up to 50 mm size; onyx 
crosses, special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 








To Let 








PART of office for rent. Room 1203, 64 
W. 48th St., New York City. 





OPPORTUNITY for experienced diamond 
setter, watchmaker, engine _ turner, 
diamond dealer, etc. to share space with 
engraver and carver. Harry Zirin, 40 
John St., New York City. 








Miscellaneous 





WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 
and students; $l year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 














IN 1952 
The JEWELERS’ 
CIRCULAR-KEYSTONE 
Published More 
Classified Advertising 


Than ALL Other 
Trade Papers 
In The Jewelry Field 


Last year JC-K carried 2570 
strictly classified advertise- 


ments (no display copy). 
This is more than the next 5 


jewelry magazines combined. 


For 84 years, JC-K has been 
the jewelry trade's want ad 
leader. That is why it is so 
far ahead year after year 


in volume of advertising 


published. 


THE 
JEWELERS’ CIRCULAR-KEYSTONE 
A Chilton ® Publication 


100 E. 42nd Street 
New York 17, N. Y. 
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A COOPERATIVE EFFORT TOWARD 
LOWER COSTS—GREATER SALES 


We remember way back when we had our first job, 
it was in an advertising agency. and one of the crusades of 
that time was carried on under the banner: “The Cost 
of Distribution is too high it must come down.” 

Perhaps lower distribution costs had been a proclaimed 
need of the world for a long time before that. Of that 
we are not sure. Of this we are: though the decibel 
measurement of the hue and cry may have varied in the 
interim, there has certainly been no lapse in the call 
for reduction in the cost of distributing manufactured 
goods. Today the need is at its height. Certainly, every 
move toward economy in time, travel and transportation 
is a welcome and valuable contribution toward a more 
eficient and profitable jewelry business. 

It is because of this current need that we read with 
enthusiasm of a progressive move toward better distribu- 
tion, being made by the New England manufacturers of 
jewelry. Realizing that a longer lead-time on their fall 
deliveries would enable them to plan more efficiently on 
production and inventories and that an early viewing 
date of their newly fashioned items would give whole- 
salers a similar advantage in planning, 200 manufac- 
turers have put into operation, well-laid plans for 
“Wholesale Jewelers’ Market Week.” For this they have 
secured several floors of display rooms at the Sheraton- 
Biltmore in Providence. During the period of May 3-17 
these rooms will be staffed by fully-advised representatives. 
General jewelry wholesalers and costume jewelry whole- 
salers can thus do their shopping and complete their 
ordering, right under the one roof; saving days and 
dollars, eliminating the confusion of extended shop- 
ping in separated, individual showrooms. All this should 
provide for the retailer better balanced offerings from 
his wholesaler, the earliest possible viewing of what will 
be selling this fall and winter. 

To give the jeweler the quickest presentation of the 
best at the show. JC-K editors will cover the event and 
publish in the June issue an analytical review of the 
manufacturers’ offerings. 

As no profit accrues to the industry until the manu- 
facturer’s product is sold by the retailer, and as well- 
informed retailers can buy and sell more effectively, 
JC-K is preparing in this way to bring the benefits of 
the Providence show to its retail subscribers, in the inter- 
est of lower distribution costs—more efficient and effective 
operation throughout all branches of the industry. 


Glad Ua ZBaeclucion ss. 





A $250 MILLION SUBJECT 


Flatware is not just a section in your silverware de. 
partment. Neither is it merely a part of your bridal o 
home accessory business. Flatware is not something that 
“goes along” with something else; it is a line in itself 
Its magnitude is evident when we note that the annual 
sales of sterling and plated flatware alone are around 
$250 million a year. Its potentiality for greater sales jg 
apparent when we consider that American women spend 
more than that on chewing gum! 

Therefore, the flatware market as such deserves peri. 
odic and thorough review by you if you are to under. 
stand it and make it produce increasing profits for your 
business. To make it possible for our readers to do just 
that we present in this current series of articles some of 
the significant factors in the present day flatware market, 

It is not our purpose in this presentation to compare 
the relative profit-values of sterling, plated ware and 
stainless, or whether or not every family could be sold 
a service in all three—or two of the three—and which 
two. 

JEWELERS’ CIRCULAR-KEYSTONE does not as- 
sume the role of pundit. We are publishers. Just as the 
jeweler is not “playing store,” we are not “playing pub: 
lishing.” It has been our business for 84 years to pub- 
lish for the retail jeweler. In doing this we strive 
editorially to present the facts as our experience, con- 
tacts and skills permit. With this information the in- 
dividual reader must decide for himself how the facts 
can best be applied to his own particular operation. 

We hope the flatware series in this issue will prove a 
valuable contribution in charting the course of the re- 
tailer toward a bigger, better and more profitable flat- 
ware business. 


Editor 
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4 he's in love 


ride-age means teen-age! 


Bride-age girls have 


always been your most 


and she loves 


important customers 


for Community! 


Read your statistics lately? Brides 
are younger than ever! One out of 
every three girls seventeen years 
old is married. These youngest of 

all homemakers need help in home 
planning. They want to know the 
do’s and don’ts of hospitality, and 





they want the right silverware—all 
the right silverware they need for 
the job. That’s why Community 
takes time to talk to brides in color 
pages illustrated by teen-agers’ 
favorite artist, Jon Whitcomb— 
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To learn why this adver- 
tising is important to you, 


please turn to page 34. 
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THE FINEST SILVERPLATE 


SrsRADE MARK OF ONEIDA LTD. 








Two powerful “1847” promotion magnets to | 
help you attract more HERITAGE pattern sales! | 


Includes Heritage Snack Server, 
Snack Fork and Crystal Relish Dish 
by Heisey (famous glass maker). 
Serves jellies, jams, relishes, nuts, 
pickles, olives, etc. Every woman 
needs a set like this! 


Specially designed for serving cakes, pies, 
pastries, meat loaf, other foods. Makes 
a fine gift item. 





Both are high-powered traffic-getters...especially 
when used with exclusive new pattern, HERITAGE! 





1847 Rogers Bros. relish sets and serving pieces broke sales records for 
many stores last year. And now here they are again—in America’s hot- 
test, most exclusive new pattern, Heritage—to boost your silverplate 
business! 

EXCLUSIVE in every way! No other brand, at any quality or price, 


has a pattern like Heritage. Never before such an opportunity to de- {S47 ROGE RS BROS. F 






velop new interest and sales for silverplate, for yourself! 


See your 1847 Rogers Bros. Representative America’s Finest Silverplate 


or approved Silverware Distributor. 
Product of The International Silver Company 


